Intro: What do you do ? + your
||WHYII

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:
Q Startup & Operating Cost/Budget Estimates
O 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



d Your Path (Channels) to your target Customer/Client

O what are your channels to the targeted markets /
customers

O are there intermediaries
d why is your path a good fit

d are you aligned with your partner companies / with
the end client

d does your path help you grow / achieve scale

d what is the revenue sharing model through the
channel(s)

1B:B?
1 B:C?
1B:G?

Company A

Retail Distributor

Other Channel
Intermediaries

Customers




Key Notes & Assumptions:

Baseline Revenue Model
: E
Category, AVERAGES Coffee Bet?r& :%Roasted
Shop : Wine | Coffee

Transactions per Hour : | Totals

Customers per Day
Food Conversion

Daily Revenue $849: $514| $250
Monthly Revenue $25,465; $15,422| $7,507
Yearly Revenue $305,579: $185,064| $90,082

$1,613
$48,394

$580,725

Increase our Farmers Market presence

Year 1 will start at 50% capacity;
48% growth overall in YR2
24% growth overall in YR3

operating in the red for 5 months



Develop Revenue estimates at
the “grassroots” level;
« How many ?
« At an average price of " X" $
unit/ (~$%$4.20/transaction)

Data Assumptions validated and
“ground-truthed” via discovery

Projections also “vetted” against
industry standards and/or
“common sense”

Assumptions underpin annual
summary estimates / projections

If we can believe the basic
assumptions, the rest is just
math !

Key Notes & Assumptions:

—
Baseline Revenue Model

Category, AVERAGES

Coffee
Shop

Beer & Roasted

Wine

Coffee

Transactions per Hour

Customers per Day

pod Conversion

16
200
25%

8
32
25%

Daily Revenue
Monthly Revenue

Yearly Revenue

Increase our Farmers Market presence

Year 1 will start at 50% capacity;

A48% growth overallin YR2

4% growth overall in YR3

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

$8q9
$25,465
$305,579

operating in the red for 5 months

S514
$15,422

$185,064

18

$250
$7,507
$90,082




 Business Model refers to how
you will make money Business Model

Weathervane
NIee

« Think of your “sources” of

Cffe
A\ ” . . 5,775 5151,785
streams” feeding a bigger

river
¢ Clearly Identlfy each 53% of expected revenue 26% of expected revenue 13% of expected revenue
“stream”
Retail Sales Retail Sales Enterprise Transactions
° LabE| and summarize the + Beverages e Local Beer Selection ¢ Local GroceryStores
streams + Food items o Local Wine Selection e Other & restaurants
« offer a bit of detail for ¢« Merchandise « Small Plates & Food ¢ Online Transactions
each

B:C Farmer Market Revenue: $41,200 (8%) TOTALS: $602,300

 Be sure to describe “how” the
customer will be charged, i.e.
retail sale, subscription, etc.

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



B:C Retail Coffee Shop

$325,775

53% of expected revenue
Retail Sales

e Beverages
e Fooditems
e Merchandise

Business Model

B:C Food, Beer, Wine Bar

$151,785

26% of expected revenue
Retail Sales

e Local Beer Selection
e Local Wine Selection
e Small Plates & Food

B:C Farmer Market Revenue: 541,200 (8%)

Wiy
\\\\ I//

7,

Weathervane
Coffee

B:B Whole Bean Coffee $83,540

13% of expected revenue
Enterprise Transactions

e Local Grocery Stores
e Other & restaurants
e On line Transactions

TOTALS: $602,300




A successful

business briefing or Y
N 'y,

“pitch” to an - 7
investor / banker will = =
speak to “the "~ Weathervane

numbers”, the next Coffee

- Coffee with Soul
element in our
outline.

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



Intro: What do you do ? + your
||WHYII

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

Financial Summaries :

O Startup & Operating Cost/Budget Estimates
O Revenue Projection Summary
O 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



dFinancial Projections Summary

d what are your major underlying cost and
revenue assumptions ?
d what is the annualize growth assumptions
d what are the inflection points / forces that
drive growth

d are your assumptions too aggressive ? Too
conservative ? unrealistic ?

d have you developed your "Cost Stack” - all
your projected costs for the contract period

Income Cash Flow

Q what are your revenue assumptions; developed >tatemnent f Statement

bottom up or top down ; margin assumptions

Balance Sheet

d what is your “burn” rate ; when do you
become profitable




3-Year Revenue Estimates

Key Notes & Assumptions:

Year 1 will start at 50% capacity;
operating in the red for 5 months

48% growth overall in YR2
24% growth overall in YR3

Increase our Farmers Market presence

Baseline Revenue Model

Category, AVERAGES

Coffee
Shop

. Beer &

Wine

Roasted
Coffee

Transactions per Hour
Customers per Day
Food Conversion

16:
200
25%:

8
32
25%

Totals

Daily Revenue
Monthly Revenue

Yearly Revenue

$849:
$25,465!

$514
$15,422

$305,579! $185,064

$1,613
$48,394
$580,725

$800,000
$700,000
$600,000
$500,000
$400,000
$300,000
$200,000

$100,000

S0

3-YEAR REVENUE ESTIMATES,
BY INCOME STREAM

$52,528

$132,527

$47,996

$98,947
$180,547

$43,464
$64,207

$171,629

$124,339

$448,921

$256,410 $367,302

Year 1 (5488,420) Year 2 (5685,874) Year 3 (5814,523)

@ Coffee Shop Revenue O Beer & Wine Revenue

O Coffee Bags & Wholesale O Farmers Market




Profit and Loss Model

As ' As As |
Category Yearl Year2 | Year3
Percent | Percent Percent

$448,921
$180,547
$132,527

$52,528

54%
25%
14%
7.0%

Coffee Shop Revenue $256,410
Beer & Wine Revenue $124,339
Coffee Bags & Wholesale S64,207
Farmers Market S43,464
less returns (S15,647)

TOTAL Revenues $488,420

$367,30
$171,62

$98,94
$47,99

($25,869)
$814,523

$685,874

Costs Of Goods Sold $167,987 34%
Payroll Expenses $191,456 $223,034 5296, 741

General & Administrative S$117,140 S$122 446 18%| $125,859

TOTAL Expenses $476,583 98%| $579,669 85%| $699,764 86%
GROSS PROFITS $11,838 2%| $106,205 | 15%| $114,758 14%

5234,189 $5277,165

33%







Year 1 Profit & Loss Model

EXPENSES

|January |February| March | April |

May | June |

July | August |September| October|November|December|Avg. Montlyl Annual

Costs Of Goods Sold

$10,203

$10,450

$11,953

$12,356

$12,811

$13,791

$14,671

$15,425

$15,360

$17,063

$16,514

$17,391

$13,999

$167,987

Coffee Beverages

52,810

52,909

53,435

53,653

53,776

54,215

54,587

55,438

55,290

55,620

54,280

551,365

Coffee Shop Food

51,254

51,241

51,380

51,389

51,408

51,478

51,537

Retail Merchandise

5315

5325

5384

5410

5420

5473

5516

Beer & Wine Sales

51,605

51,605

51,926

52,087

52,043

52,408

52,685

Food & Small Plates

51,496

51,420

51,594

51,623

51,558

51,708

Retail Coffee Bags

5455

5472

5557

5592

5613

5683

51,702

51,626

51,702

51,489

517,870

S608

5590

5630

5479

55,745

53,050

52,918

53,210

52,408

528,899

51,900

51,786

51,921

51,694

520,332

5881

5858

5910

5693

58,321

Wholesale Coffee

5988

51,024

51,208

51,284

51,330

51,482

51,710

51,913

51,862

51,976

51,506

518,069

Other Rev. (Farmers Market)

51,280

51,454

51,469

51,318

51,664

51,344

Payroll Expenses

$15,988

$15,516

$16,346

$15,988

$15,873

$15,988

51,382

51,570

51,584

$1,421

51,449

517,386

$15,573

$16,346

$15,516

$15,988

$15,955

$191,456

Salaries & Waged

513,867

$13,457

$14,177

513,867

513,767

FICA Taxes

52,122

52,059

52,169

52,122

52,106

General & Administrative

$9,458

$9,467

$9,588

$9,635

$9,647 &

Accounting & Legal

5200

5200

5200

5200

Marketing/Advertising

5250

5250

5250

5250

Rent

54,250

54,250

54,250

Utilities

S600

S600

S600

Debt Servicing

52,200

52,200

52,200

Website Expenses

542

542

542

$14,127

$13,507

$14,177

513,457

513,867

513,838

$166,050

52,161

52,067

52,169

52,059

52,122

52,117

525,406

$9,860

$9,881

$10,007

$9,963

$10,046

$9,762

$117,140

5200

5200

5200

5200

5200

$200

52,400

5250

5250

5250

5250

5250

5250

53,000

54,250

54,250

54,250

54,250

54,250

54,250

551,000

S600

S600

S600

S600

5600

5600

57,200

52,200

52,200

52,200

$2,200

52,200

52,200

526,400

542

542

542

542

542

542

5504

Internet/Phone

5125

5125

5125

Insurance

5300

5300

Merchant Fees (2.75% net sales)

5716

5725

Office Supplies

525

Vehicle/Travel

5500

S5

Miscellaneous

5250

5250

5125

S125

5125

5125

5125

5125

51,500

5300

5300

5300

5300

5300

5300

53,600

$1,118

51,139

51,265

$1,221

51,304

51,020

512,236

525

525

525

525

525

525

5300

5500

5500

5500

5500

5500

5500

$500

56,000

5250

5250

5250

5250

5250

5250

5250

53,000

Total Expenses

$35,650

$35,432

$37,887

$37,979

$38,331

$39,531

$40,554

$41,572

$40,815

$43,415

$41,992

$43,426

$39,715

$476,583

Income Before Taxes

($6,414)

($5,446)

($3,439)

($2,228)

($1,279)

$563

$2,241

$3,348

$4,075

$6,501

$6,355

$7,559

$986

$11,838

Income Tax Expense

($981)

($833)

($526)

(5341)

($196)

$86

$343

$512

$623

$995

$972

$1,157

$151

$1,811

NET INCOME

l($5,432) [(s4,612) [($2,913) [($1,887) [($1,083) [$477

[$1,898

[$2,836

[$3,452

[$5,506

[$5,383

[$6,403

|$836

[$10,026




Project your grassroots 3-YEAR REVENUE ESTIMATES,
. . . . BY INCOME STREAM Profit and Loss Model
assumptions (i.e. #units/services
. $800,000 — As As
X u n I O r e r r e C $52,528 Category Year1 Year2 Year 3
p . 0 u " Percent Percent
!/ $700,000 T $132,527 Coffee Shop Revenue $256,410 52%|  $367,302 5a%| $448,921
t h d t h 1 2 3 - Beer & Wine Revenue $124,339 25%|  $171,629 25%| $180,547
mon an en yea s 7 7 $600,000 $98,947 Coffee Bags & Wholesale | 564,207 13%| $98,947 14%| $132,527
$180,547 Farmers Market 543,464 8.9%| 947,99 452,528
$500,000 TN less returns (515,647) (522,148) ($25,869)
iea $171,629 TOTAL Revenues $488,420 $685,874 $814,523
n " $400,000 64,207
Graph the “sources” of revenue oo | Seew| s e
p $300,000 Payroll Expenses 5191,456 5223,034 5296, 741
$448,921 General & Administrative 5117140 5122,446 5125,859
$200,000 TOTAL Expenses $476,583 $579,669 $699,764
’ 367,302
W ” . 0 $256,410 et GROSS PROFITS $11,838 $106,205 $114,758
+ “Mem ts sold, %
€mo your units soid, "o
. . S0
increases, staff, assumptions feart (548 a20)  Year2(S6SE)  Year3 (5614523
@ Coffee Shop Revenue @ Beer & Wine Revenue
@ Coffee Bags & Wholesale @ Farmers Market
D I Profit and L Model
evelop a Frorit an 0SS Mode
ea Profit & Lo ode
[EXPENSES Janual FEHNIH March April Ma June ul August |September| October |November| December ) Avg. Montly|  Annual
( : . Costs Of Goods Sold $10,203 [$10,4950 |$11953 [$32356 |$12,811 |$13791 [514671 |$15.425 |§15,360 |$17,063 [$16514 (527,391 [513.999 $167,987
. D I h FI d Coffee Bevernges £2.810 52,909 53,435 £3,653 S3 776 4215 | 54587 | 54770 54,862 55,438 £5,290 5620 54280 | 551365
eve O a S O W a S re u I re mﬁ::shm::nd $1.254 | 51241 | 51360 | 51389 | S1408 | 54478 | 54537 | 51596 51,555 | $1.702 51,626 51,702 51489 | 517870
Retali 3315 5325 5384 3410 3420 5473 3516 S531 5545 3608 3550 3630 3478 35,745
Bear & Wine Saies S1.605 | SI605 | 51926 | S2.087 | S2043 | S2.408 | S3685 | 52605 £2.758 | fa.050 52918 S3210 S2408 | 525859
Food & Smoll Plotes S$1,496 | S1420 | 51,504 | $1.623 | SISS8 | $1,708 | 51,806 | 51,758 51,760 | $1,500 51,786 51921 51694 | 520332
Retali Coffee Aogs 55 5472 5557 5552 S6I3 SH8F 5742 5774 5788 5881 5858 5810 5693 58,321
Wihalesaie Coffee 5968 | 51024 | 51208 | 51264 | S1330 | 514827 | 51611 | 51680 $1.710 | $1.8913 51.862 51,676 51506 | 515069
Other Rew (Formers Morket) S1.280 | 51454 | 51469 | S1.318 | S1664 | 51,344 | 51187 | 51,712 £1.387 | $1.570 51,584 51421 51445 | 517386
[Payroll Expenses $15968 515516 |$16,346 [$15988 |$15873 |$15088 |$16,046 (516,288 |$15573  [$16346 |$15516  $15988 |$15955 £101,456
. K n O W O u r C O StS Solaries & Woged 513,857 | £13,457 | 524,377 | 513,867 | 513757 | 13,867 | £13,917 | £14,127 £13,507 | 514,177 | 513,457 | 513867 £13538 | £165050
FICA Taxes $2122 | 32059 | 32369 | $2.122 | 32106 | 52127 | 52129 | s2161 | sa067 | $2169 | saose | sare 52117 | 525405
General & Administrative 358 467 49,588 49,635 $9,647 %9752 59,837 59,860  |$9,881 10, 963 0,036 762 117, 140
Accounting & Legal 200 S200 S200 s200 $200 $200 s200 $200 s200 $200 200 5200 5200 52,400
. r Maorketing/Advertisii 250 5250 5250 5250 5250 5250 5250 5250 250 £250 250 5250 5250 53,000
a Reat 4250 | 54250 | 54250 | 54250 | S4250 | 54250 | 54250 | S4250 54,250 | 54,250 $4.250 54250 54250 | 551,000
Ulities S500 S600 S600 3600 Sa00 3600 sa00 S8500 5600 5600 S7.200
Debt Servicing 2,200 52 200 52,200 | 520 | 52200 52200 | $2.200 52,200 52200 52200 | 525400
ite Expen: saz a3 sa@ 342 s42 542 542 347 542 542 5504
e Cost of Goods Sold B T e e e
fswrance 5300 5300 5300 5300 5300 5300 3300 5300 3300 3300 53,600
;WEJ(M”IMS{’?.?E%J!?I!GIEH 3716 5905 31,010 31,085 51,118 31,138 | $1.265 31221 51,304 s1020 512,236
- Office Supplies 525 325 325 535 525 525 525 525 525 525 5300
) F I X e d Vehicte/Travel <500 5500 | Sso0| s | ssoo ss00 | sso0 <00 5500 ss00 | sso00
Miscelloneous S250 5250 5250 5250 5250 5250 5250 5250 250 250 53,000
[Total Expenses 35,650 537,979 538,331 939531 |540554 541,572 340,815 13,415 1,982 13,426 19,715 176,583
- Income Before Taxes ($6,418) |($5446) |($3.439) |($2.228) |($1.279) |$563 52,241 53,328 154,075 1$6,501 $6,355 57,559 S986 511838
. O t Income Tax Expense ($981) (5833} 15526) (534 |{5196] 586 5343 5512 S623 5995 3972 51,157 5151 51,811
p e ra I n [NET INCOME (55.432) [154612) |(52.913) [(51.887) [I$1.083) |$477 51,858 52836 |$3.452 55,506 55383 56,403 5836 510,026

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




Revenue (Rev)

Rev = Price X # Units

Gross Margin (GM)
GM = Rev - COGS

Use
to
“test”

price
not to
“set” a
price

a8

The “Cost Stack”
———  $USD times # of

Use to

—
Calculate

the Cost of
Customer
Acquisition

Taxes and Interest

R&D Costs

General Administrative Costs

Distribution / Channel Costs

Operations Overhead

Indirect Labor, Materials,
Equipment

Direct Labor & Materials

Ave Price In

units / of
products or
services sold

~— Qperating
Costs

Cost of
= (500dSs
(COGS)




Participant
Engagement!

Pause
again
for
Questions

ALUMENTA

WND HA




NOTE:

We will proceed to the section
on current customers, client
satisfaction and

“traction” ety
in the marketplace”. N E

~
-
—_—
——
—_—

~

Weathervane
Coffee



“Got Customer

Sales ?” -
\\\\\\ '//,//
Back to the next __f é
element in our TR
anatomy of a Coffee

successful business Coffee with Soul

briefing or “pitch”

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



Intro: What do you do ? + your
||WHYII

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:

d Startup & Operating Cost/Budget Estimates

d Revenue Projection Summary
Q Summary Profit and Loss (plus backup pages)

Traction: BETA / Early Adopter Sales/Proof
of Concept/ Delighted Customers

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



QTraction / BETA Customer(s) / Current Customers

/ ’.1 ) F:"
Street

0 who are your pilot / early adopter Tornado
customers

dwhat is your current sales
dlogos of current customers
dany testimonials

Bowlina Allev

dwhat is the state of your sales pipeline;
summarize your sales year to date

dwho are your early wins ; types of
customers

dwhat did you learn



Brambleton Farmers Market

o Farmer Market Revenue: $41,200 in 2019
 located a few miles south of the planned location
- Experiencing a strong demand

Weathervane
(Coffee

\\\\\“H//

\\“H//

Weathervan
Coffee

/

N\
T

e



« If you are a growth company,
discuss your current sales

success and sales pipeline Brambleton Farmers Market LK
« If you are established, show or * Farmer Market Revenue: $41,200 in 2019 =7

speak to customers / clients « Located a few miles south of the planned location

you have sold (show logos) - Experiencing a strong demand

« Speak to what you've learned

« Explain conditions that would
lead to “scaling”, expanding
into new markets

« Demonstrate there is pent up
demand, following of early
adopters, etc.

« Discuss any testimonials

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



The anatomy of a iy,

successful business N =
briefing or “pitch” = =
would include the path Weathervane

Coffee

Y b b |
forward — a roadmap Coffee with Soul

4031 University Drive, Fairfax, Virginia 22030 | . C. | Phone: 703-277-7747
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Major Operating Milestones

Launch

Establish a Base

Achieve Steady Growth

Expand Business Offerings

Currently under construction
Grand opening September 2020

Secure a loyal customer throughput
Advertise, build collaboration, & a following

Create luxurious & premium experience
Network & expand social footprint

Actively pursue additional wholesale accounts
Explore options for future locations

\\\'fll
\\\ / 7/,

Weathervane
Coffee




Lay out the road ahead for the
business growth

Include visibility into any
logical "phases” as part of
your plan forward

« “MVP1”

- “MVP2"...

- “MVP3” ...

Good to place months/yr on
your roadmap

Find the right level of detail
Plan forward would roughly

parallel your seed round plus
1-2 years

Major Operating Milestones

Launch Dec 2020

Establish a Base Aug 2021

Achieve Steady Growth Jan 2021

Expand Business Offerings Apr2022

iy
o Ity

Weathervane
[offee

Currently under construction
Grand opening September 2020

Secure a loyal customer throughput
Advertise, build collaboration, & a following

Create luxurious & premium experience
MNetwork & expand social footprint

Actively pursue additional wholesale accounts
Explore options for future locations

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



Our “business pitch”
should speak to one of

the drivers of growth. iy,
~ 7

Lets take a look at the = =

next element. Weathervane

Coffee
Coffee with Soul

4031 University Drive, Fairfax, Virginia 22030 | : C. | Phone: 703-277-7747



Participant Pause: Questions thus far ?

Engagement!

ur
S
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Q Summary Profit and Loss (plus backup pages)
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Investment Request; Detailed Use of Funds

The Team

Risk Mitigation

Call to Action / Points of Contact



MASGON * 3 parts of the mix “Create Value”
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Your Strategic

Marketing Plan
should address
details in all 4 P

basic elements MARKETING \\

of the (o) ;
“Marketing Mix” M ' %
2 .
* S (((h)»

i pvtracts” PROMOT ON
Value *




Your Strategic Marketing Plan
should identify your aims

BUILDING YOUR BRAND.

BUILDING YOUR REPUTATION.

g k) (D

CREATING COMMUNITY.

(GENERATING LEADS.

(GENERATING SALES.

Marketing Plan Objectives




Your Strategic Marketing Plan should align with business and
financial objectives and your Marketing “Maturity”

' Social Selling
* Drive Revenue Generation

Q the maturity level/core . Channel Engagement

competencies of your - Micro Content Delivery

team ? * Relationship Buildin
d your allocated bUdg@t ? - Revenue Creation----------
Q the tactical promot/pna/ ' Social Media Marketing

plan elements you intend + Channel Management

to build, execute ? S (T

7 - Audience Building

Q other factors ? «  Macro Content Buildin

Digital Marketing

«  Website

« SEO (web optimization)
« SEM (what is trending)
* Message Maps

» Marketing Campaigns

Lower LEVELS OF MARKETING MATURITY Higher



Value Proposition Design Importance Re-visited = = * Competitive
& ' Incumbent strengths &
Outperform &= - .e gaps
competition
9 subsFt,antially on at Differentiate ® ‘
4 () s diffcut o e 8 Z’:’“ o — * What the customer
to copy okt el i Focuses on jobs, wants and needs
pains and gains that
v people will pay a lot
SEEmenR) I * A very strong, aligned
_ Capabilities Statement
Is ;h
embedded S Align with [ - i i
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' - customers pitch; your services
md  \emmm’ Great Value Proposition messure [ T
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Focuses on ) FD"
. S LBl © Your Marketing
customers 5 functional jobs and Strategy Brand

address

3 Focuses on Target few jobs, emotional & Positioning
unresolved 4 pains, and social jobs
pains gains but
extremely well * Web Site Elements

* Organic Search Tags
..and more




Value Proposition Design Importance Re-visisted = =

= |/
)
N

/
WA

Competitive
Incumbent strengths

Outperform & gaps
9 :umwmmn ;
5t * 8 from
imensi

least one
Itis difficutt .
1 0 to copy Spwion cameniton Focuses on jobs,

]
pains and gains that
7 people will pay a lot
of money for
Is

1; 10 Characteristics of a

mbedded ?
- of
e Great Value Proposition

&
- [

* What the customer
wants and needs

* Avery strong, aligned
Capabilities Statement

Align with
how

6 customers
measure

* Your Business Briefing

. Iﬂtch.' joL rth!

s2130e3 pue
ASajes3s swaojuj

* Organic Search Tags
~and more

Message mapping is a strategic and tactical framework that
enables building and then “activating” your brand. It is
critical to attracting and retaining your intended targeted

audience.

Message Map

Basic Message Map

[
Key Point or

Positive Points 1

Evidence Points
or Proof 1a

Evidence Points
or Proof 1b

Evidence Points
or Proof 1c

Key Point or
Positive Points 2

Evidence Points
or Proof 2a

Evidence Points
or Proof 2b

Evidence Points
or Proof 2c

|

Key Point or

Positive Points 3

Evidence Points
or Proof 3a

Evidence Points
or Proof 3b

Evidence Points
or Proof 3c




VaIuePropositionDesignImportanceRe-visisted%/f\] o Wm HOW VPD’ Message I\/Iapplng and
jouems ot gET T et Marketing Plans are interrelated
020~ gl ==

Is

15:;57 = o) 10 Characteristics of a /
Great Value Proposition

model
Focuses on
mem
most to the
customers
pains

3Fo<uses
unresolved i
! 4::»!

Value Proposition Design (VPD)

by Alex Osterwalder

s2130e3 pue
ASajes3s swaojuj

*  Web Site Elements

* Organic Search Tags
~and more I

Marketing content, can be

&S hce: L
ma L]
Basic Message Map
website, blogs, videos, posts, | i ] -
pictures, etc.), designed to Key Point or Key Point or Key Point or
support the 3 pillars. bositive Points 1 Positive Points 2 Positive Points 3

Aim of Content Marketing:
To Create and Distribute Valuable,
Relevant and Consistent marketing
> material, to Attract and Retain an
intended Targeted Audience

Content is developed into Jll Evidence Points Il Evidence Points il Evidence Points
”themes’i then deployed or Proof 1a or Proof 2a or Proof 3a
via social media

«“ »” Evidence Points Evidence Points Evidence Points
market, as part of a

tactical marketing
. Jll Evidence Points Evidence Points Evidence Points
execution plan- \ or Proof 1c or Proof 2c or Proof 3c J




Value Proposition Design Importance Re-visisted ™= = * Competitive
= | / . Incumbent strengths
mu::l = ﬂ:‘ .7“ \"" \“ ‘m
Itis difficut 9‘“‘“’"‘ " 8 tom ‘ \*.’.i * What the customer
10.c Seion vt Focuses on jobs, wants and needs
7 vy v
é of maney for * Avery strong, aligned
Capabilities Statement
s =)
1;;3:;' = o) 10 Characteristics of a 6&““‘" 5% " .
st Great Value Proposition e I Value Proposition Design (VPD)
Q -+
5 o
st . ° B by Alex Osterwalder
2o @ ° @ Qgﬁmw :
R

extremely well

b
ra J.—_CDJ
o 1779
Start Wlth Ke.y EIements’ T
3 “core” attributes, L3

[ i l
Key Point or

commitments, values
you always want

associated with your
brand. (the positioning —
strategy).

Key Point or Key Point or

Positive Points 2 Positive Points 3

Positive Points 1

Evidence Points
or Proof 3a

Evidence Points
or Proof 2a

Evidence Points
or Proof 1a

Evidence Points
or Proof 3b

Evidence Points
or Proof 2b

Evidence Points
or Proof 1b

These “pillar” should
flow naturally from your

Evidence Points Evidence Points Evidence Points

Value Proposition Design.

or Proof 1c

or Proof 2c

or Proof 3c




Value Proposition Design Importance Re-visisted == = Competitive
= /’f N Incumbent strengths
Ouperorm = r——(3) &gaps
9‘M at i [ \;___ //
Itis difficult least one 8 trom i * What the customer
10mcopy Spwion comestiion Focuses on jobs, wants and needs
7 veonevitpoy st

o onvey Yo * Avery strong, aligned

Capabilities Statement

Is

1;'.::;'.;:: s o) 10 Characteristics of a / 6&""""
Great Value Proposition mosnre

suce

model
Focuses on
2 what matters
most to the
customers functional jobs and
5 address

Value Proposition Design (VPD)

by Alex Osterwalder

s2130e3 pue
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Goes beyond

Fecuw o Target few jobs, emotional &
3 unresolved 4 pains, and social jobs
pains gains but

*  Web Site Elements

* Organic Search Tags EL’
~and more 1
§ Senices e
e L]
Basic Message Map o

Those “3 pillars in your i 3
messaging mapp|ng Key Point or Key Point or Key Point or
strategy” becomes your Positive Points 1 Positive Points 2 Positive Points 3

“true north” for brand
positioning, brand
personality and brand

identity . lllcvidence Points
or Proof 1b

Evidence Points
or Proof 3a

Evidence Points
or Proof 2a

Evidence Points
or Proof 1a

The Pillars should be a “mix” of both
rational and emotional elements,

Evidence Points attributes, values, commitments, etc.

or Proof 3b

Evidence Points
or Proof 2b

(..and website elements

Evidence Points
or Proof 3c

Evidence Points Evidence Points

too! Bl or Proof 1c Bl or Proof 2c
———




Value Proposition Design Importance Re-visisted =

Outperform i} T

competition

10 Characteristics of a
Great Value Proposition

Content is developed into
“themes”, then deployed
via social media

“channels”, and other
pathways to market, as p

of the marketing execution
plan. (the tactical elements)

Competitive
e N Incumbent strengths
{ (3] L
\ - 3
> * What the customer

wants and needs

* Avery strong, aligned
Capabilities Statement

* Your Business Briefing

s2130€3 pue

* Organic Search Tags
~and more

[ i l
Key Point or Key Point or Key Point or
Positive Points 1 Positive Points 2 Positive Points 3
g

(

Il Evidence Points
or Proof 1a

Evidence Points
or Proof 1b

| Evidence Points
or Proof 1c

[l Evidence Points
or Proof 2a

[l Evidence Points
or Proof 2b

L Evidence Points
or Proof 2c

- Evidence Points

Evidence Point
or Proof 3a

Evidence Points
or Proof 3b

or Proof 3c

How VPD, Message Mapping and
Marketing Plans are interrelated

Value Proposition Canvas

by Alex Osterwalder

Products
eeeee

Aim of Content Marketing:
Create and Distribute Relevant and
Consistent marketing material, to Attract
and Retain an intended Target Audience.

.

Content can be website, blogs, videos,
posts, pictures, email campaigns, lead
maghnets, etc.), along with key words,
designed to support each of the 3 pillars




Value Proposition Revisited

WeatherVane coffee is a specialty coffee roaster for
coffee lovers.

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

\\ iy

Weathervan
Coffee

\

IS

€



Wy
O Il//

Weathervane Coffee

\

I

Message Mapping Draft Example

Rational element

Weathervane
Coffee

Rational element Emotional element

Il “We are a family owned, local || “We curate all our beans at the ‘We create a fresh, exquisite,
m . . -
=3 specialty coffee roaster source, then artisanally roast enjoyable, subtly complex and
Wl Jesigned for coffee lovers” them on premises to perfection” || memorable cup of coffee *
Grew up in South America on coffee Growing up in South American We have a beautiful barista in the
plantation | | coffee bean plantation we know ground floor of our luxury apartment
what growing conditions make good
beans
(%]
O
5
< Developed a love for both great We !1ave our own ro_asting We sell small bites for breakfast and
coffee and the entrepreneurial spirit equipment on premises and use || for lunch in a pleasant and
a0 for local business success carefully quality controlled methods comfortable atmosphere
‘= to roast and brew our coffee
S —selections:
o
A We started our business with a We only procure the finest coffee We have repeat customers who
popup tent near our 15t location in beans from our trusted, eco friendly || enjoy the coffee, our pleasant staff
Reston and fair trade suppliers and each other




Generic Client Example Context : Children’s Activity Kit base on our Senses

3 Core Pillars

The “True Nortﬁ

Supporting
Messages
for each
core pillar;
opportunities
to blog, post,
create video,
other content

_<

—

Themes for Content Development \ (

3 Pillar Message Mapping Framework

Element

Vital skills for children to
succeed regardless of the jobs
of the future.

Recommended by educators
and business leaders.

Children learn to Create,
Collaborate, Communicate,
and Think Critically.

Rational

Engaging

Sensory
Emotional
Element

Sensory makes learning more
fun and interesting, so children
will learn without realizing it.

Mindful children who are
more in tune with mind, body,
and their surroundings.

Screen-free learning for
more engaged children.

Activity Kit

Subscription

Rational
Element

Hours of entertainment and
skill-building in each box.

Perfect for working parents
with exciting new themes
delivered monthly.

Perfect for solo play as well
as family bonding.




Content Calendar Execution Plan

Month November: THEME 1.

Week 1: Theme 1 topic 1
Week 2: Theme 1 topic 2
Week 3: Theme 1 topic 3
Week 4: Theme 1 topic 4

Month December: THEME 2.

Week 1: Theme 2 topic 1
Week 2: Theme 2 topic 2
Week 3: Theme 2 topic 3
Week 4: Theme 2 topic 4

“We are a family owned, local | “We curate all our beans at the
source, then artisanally roast /
vers” them on premises to perfection” || complex--a uniquely

spe c.ran’.fy coffee roaster
designed for coffee love

Grew up in South America on cof

fee

“We create a fresh, exquisite,

incredibly enjoyable, subtly

memorable cup of coffee *

We have a beautiful baristain the

ro
|| plantation cotte ground floor of our luxury apartment
bean:
Develoj ped | Q h n gre We ha own roasting We sell small bites for breakfast and
coffee al spiri( || equip n premises and use | | for lunch in a pleasant and
; lo l._\,| b carefully quality c lled method omfortable here
to roast and brew offee
We started ‘e onl We h. repeat wh
|| popup beans f || enjoy the coffee, our pl ff
Reston an ind e: ther

Awg

Sep

Oct

/(/

{ U‘S/’

‘O/V /

\\\\\

Month November: THEME 1-4
Week 1. theme 1 topic 1
Week 2: theme 2 topic 1
Week 3: theme 3 topic 1
Week 4: theme 4 topic 1

Month December: THEME 1-4
Week 1. theme 1 topic 2
Week 2: theme 2 topic 2
Week 3: theme 3 topic 2
Week 4: theme 4 topic 2

® s .@ — =g
QUALITY o

\CONTENT



e 3 “Pillars are Strategic

e Supporting Element themes
become your content

* Content Calendar aids in
determining, directing,
distributing

* identifies channels
* Facilitates campaign
timing execution

Social Media Marketing and Management Dashboard - Hootsuite

Strategic Marketing Execution Plan Summary for 2H2022

Taches & Calepoy

Jul

Sep

Ot

Mow

[ec

Preas HBoloasos;

+ salt launch

+  hard lssech

+ major eveses
v kit

+ imslimonisle

+ NEW markels

iyl priicles
:+  nther

Post to
FB

Major Events

v Tradeleras

+ Comfermnnes
« Speaking Oipe
+ Raswniiing

Digital Fooiprieg
v Wialning
w0

+ Instag e
Py

¢ il
+  [iher

Blog on
website

Collaieral
[CETLT R
+ Puodiads
+ Fosesry

7‘/%5

Snles
v logemans
+ Liad

G o
+  Email push
:+  other

1t Email
Drip

2nd
Email
Drip




Immediate Physical Area:

o "Coming Soon” banners on Apt. Building
o Flyers mailed to Apt & Townhouse residents
o Handouts & sign at current Farmers Market

Marketing Strategy Digital Outreach Area:

o Paid ads in “Ashburn Magazine” & partner sites
o Update article in ‘The Burn’ Website

o« Paid ads in Instagram & Facebook

o Email marketing to customer base via Square




Your briefing or “pitch”

can be used to ask
\\\\\”I///

investors / bankers for N 2

seed/working capital to = =
et started or to support g =

g PP Weathervane

company growth. Coffee

Coffee with Soul
Lets take a look at our

next outline element

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



Participant
Engagement!

Pause for
Questions



Intro: What do you do ? + your
||WHYII

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)

d

d

Your Business Model — How do you Monetize
Route / Channel(s) / Path to Market
Financials:

d Startup & Operating Cost/Budget Estimates
d Revenue Projection Summary

Q Summary Profit and Loss (plus backup pages)

Traction: BETA / DEMOS / Early Adopter
Sales/Proof of Concept

Roadmap / Phases / Major Milestone Timeline

Strategic Marketing Plan Elements

d Investment Request; Allocated Use of Funds

d

d

The Team
Risk Mitigation

Call to Action / Points of Contact



The “ASK” page in your pitch; don’t Squander the Opportunity!!!

This page is meant to do something pretty straightforward: Explain
how much money a startup may be raising or need to raise and
how they will spend it/deploy those resources.

Here are the most common mistakes:

* Forgetting to include the slide altogether.

* Not naming a specific dollar amount you are raising.
* Omitting what the funds will be used for.

 Failing to estimate a specific “runway’, i.e., “This will keep us running
for 18 to 24 months.”



The “ASK” page in your pitch — Advice from the Pros?:
Don’t Squander the Opportunity!!!

The fundraising stage(s) are not
about dollar values — they’re
abOUt riSk = source: Tech Crunch

You’re not trying to

increase the value of your

company; that’s a fool’s

errand. Instead, focus on

de-risking your startup to
our investor(s).




QInvestment Request / Deployment of Funding

d communicate :

d how much you need

dhow working capital might be structured
d term loan
d line of credit

d where / how will you deploy the working

capital

d Sales Acquisition
d Strategic Marketing
d Product Development
d other

d how long will it last you




Back to our
anatomy of a

successful

i 1afi Weathervane
business briefing therv
or “pitCh” Coffee with Soul

[ rive, Fairfax, Virginia 22030 | www.masonsbdc.org | Phone: 703-277-7747



Our Funding Ask

Funding Needs and Allocation Details
$175,000

Espresso
Equipment,
$26,428

Working Capital, CE_'P“E'I Kitchen -
$60,500 (35%) Equipment Equipment, /N Equipment
$102,041 (58%) $36,633 |/ agh

Deposits & Furniture Equipment,
Fees, $12,500  — $12,500
(7%)

Wiy
O /,

Weathervane
Coffee




« “Seed” capital (usually) less

than $300k; any “traction” ? Our Funding Ask
We%tg'f’fe”éa"e
« Explain how (in some detail) Funding Needs and Allocation Details
you will spend the funding $175,000

« Know how long the investment
will last (“runway”)

Espresso
Equipment,

/ . $26,428
Working Capital, \ & - Kitchen
$60,500 (35%) ./ Equipment, |\,
‘ /B ) $36,633 y;‘

 Banker may ask for collateral
and other documents

Deposits & & - Furniture Equipment,
Fees, $12,500 - $12,500
2 Years - Business & Personal Tax Returns (7%)

Detailed Financial Statements

2 Yr Cash Flow Forecast (Excel version)
Personal Financial Statement

Business Brochure/Capability Statement
Operating Agreement

Other as requested

pcoooopo

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



Back to the anatomy
of a successful
business briefing or
“pitch”

Weathervane
Coffee

Lets see what is next Coffee with Soul

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



Participant Pause: Questions thus far ?

Engagement!

ur
S

AL MEN ARE R

AWND HAVE CLRT

WN EQUATLY FREE



Intro: What do you do ? + your
||WHYII

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:

d Startup & Operating Cost/Budget Estimates
0 Revenue Projection Summary

Q Summary Profit and Loss (plus backup pages)

Traction: BETA / DEMOS / Early Adopter
Sales/Proof of Concept

Roadmap / Phases / Major Milestone Timeline
Strategic Marketing Plan Elements

Investment Request; Allocated Use of Funds
The Team
Risk Mitigation

Call to Action / Points of Contact



\\\\\"”I///

Weathervane
Coffee

Paul

Founder,
Coffee Roaster, Barista,
Business Developer, Manager

The Team

Specialty Coffee Importers

We have teamed up with
several Specialty Coffee
importers to bring in the best
coffee

George Siragusa

Business Advisor
Mason Small Business
Development Center (SBDC)



Investors often place a heavier emphasis on “"The Team”
with early-stage companies

O brevity in credentialing is key

O “right” # of team members

O members speak with “one
aligned voice”

d listing/showing advisers can L
lend credibility

O outsiders will look at your
management team to assess
strengths and make
sure members have diverse,
complementary skill sets

Wiy,
D Y,

1
) I///
W

The Team

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



Back again to our
business briefing or
“pitch” anatomy S
speaking briefly to
managing expectations.

N /7

~ .
~ -
— —
= ==
-~ ~

Weathervane
Coffee

Coffee with Soul

How ?

Let look at the next
outline element.

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



Intro: What do you do ? + your
||WHYII

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:

d Startup & Operating Cost/Budget Estimates
0 Revenue Projection Summary

Q Summary Profit and Loss (plus backup pages)

Traction: BETA / DEMOS / Early Adopter
Sales/Proof of Concept

Roadmap / Phases / Major Milestone Timeline
Strategic Marketing Plan Elements
Investment Request; Allocated Use of Funds
The Team

Risk Mitigation

Call to Action / Points of Contact



1.

2.

3.

4.

5.

b Elements of Risk with Mitigation Plans

Business risk, get tired

1. Fully committed, signed the lease providing a personal guarantee
Financial risk, not make my numbers

1. Conservative revenue models. Currently strong and growing demand.
Legal Risk, someone gets hurt, lawsuit

1. Insurance
2. Incorporated as an LLC
Cyber Risk, mitigation

1. Using Square as my POS and they assume the risk
Uncertainty/Ambiguity/Other Risk, COVID/Tarrifs, etc. : how to mitigate
o Flexible business model which can be quickly adapted

e




 Every business faces 5-6
- A\ 14 H \“ﬂ H “f/
major “themes” of risk >
» Business Risk Mitigation
* Financial We%thf?ruane
* Legal —
* CYber SECU I‘Ity Business risk, get tired

A

N
TN

b B I"a n d Re pUtatI O n Fully committed, signed the lease providing a personal guarantee

Financial risk, not make my numbers

 Tarrffs (recent) Legal Risk, someone gets hurt, lawsuit

» Briefly: Cyber Risk, mitigation
« Summarize the relevant
risk for your business Othet, COUID: how to mitigate
« Briefly summarize how
you intend to mitigate
risk category

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



OK. Let us now end as

strong as we began.
\\\\\\ | ’I///

R %
Lets look at the last = z
element in our anatomy = =
of a successful business Weathervane

Coffee

- = 11 ' 3
briefing or “pitch Coffee with Soul

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



Intro: What do you do ? + your
||WHYII

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)

d

d

Your Business Model — How do you Monetize
Route / Channel(s) / Path to Market
Financials:

d Startup & Operating Cost/Budget Estimates
0 Revenue Projection Summary

Q Summary Profit and Loss (plus backup pages)

Traction: BETA / DEMOS / Early Adopter
Sales/Proof of Concept

Roadmap / Phases / Major Milestone Timeline
Strategic Marketing Plan Elements
Investment Request; Allocated Use of Funds
The Team

Risk Mitigation

d Call to Action / Points of Contact



d Call to Action (CTA)

dend on an optimistic, humbly confident note

Clearly state what the next step is for

dSay thank you
your prospect.

Qdask for:

Onext meeting date Your CTA should stand out visually as

! | well:

dmeeting with
ddemo with decision makers * consider formatting it differently by
Qtrial product/service using bold text
dpurchase E .

Xamples?:
dobjections to moving forward ampies . .

* Book a 15-minute call to discuss your
Qinclude your: needs. Include a booking link

QPicture
dcontact Info
dcompany logo and website URL

* Reply with any questions. Make it
easy for your prospect to get in touch



Weathervane Coffee & Wine Bar

Invest in us; coming

September 20XX B .

S _&5\ Weathervane
Currently available online: Coffee & Wing Bar| |
- www.weathervanecoffee.com
See me in action, Sundays: - - B -
Brambleton Farmers Market |

Me@XYZcoffee.com
Phone 1234567




Ask for the next
appointment, meeting

Ask investors to join your
journey

List your POC info

Chances are that this brief
package might be sent both
ahead of the briefing and
again after the briefing

..... so your POC info is key

Weathervane Coffee & Wine Bar

Invest in us; coming

September 2020 "

- \\';ﬂ_l JJ'I,:,/
.%5 Weathervane
Currently available online: . -/ || Coffee & Wine Bar

» www.weathervanecoffee.com

See me in action, Sundays:

Brambleton Farmers Market

Me@XYZcoffee.com

Phone 8275309

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



Questions about
the last part of
the Briefing ?




v In Person

Briefing Engagement Reminders v Virtual

v Phone

@Convey Both ! COMPETENCE

WARMTH
4
| @ Poise
. Smlle“ ) ~—7 Focus / Emphasis
* Your “Why Clarity

« Comfortable Body Language Credible
« Confident Stance

| I Believable
o Eonr\l/er_satlona Tone Trustworthy
 Enthusiasm Details

- Authenticity Accomplishments

Professionalism

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



Creating a Memorable Visual Presentation

A Non-Designer s Guide to Creating Memorable Visual Slides by Visme.pdf

The greatest art in the world is
art of storytelling.

(’c‘C i B Dq{”c”t




Workshop Summary

Upon completion of this workshop you should now be able to:

v’ ...be aware of 5 scenarios” in the life of a business when a business briefing may be
needed

v’ ...use a 5 step checklistto ensure your business is built on solid Lean Foundational Principles

v’ ...getstarted using a templated outline fForming the step by step basis to build a "Story
Board”

v' ...use the actual business briefing file example from a local b
with speaker notes and section-by-section explanations as yd

v ...know how to register for additional “Coaching” --- help@maSg

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




College of Engineering
and Computing

- i sl
o EORGE

IIIIIIIIII

Y ~ George Siragusa

~ Adjunct Professor
' ngineering

'&3"' mj'
‘\ o S S

4

[t jl‘d Q&A: Lets open the dialog !

v




JTERICAT
AMERICA'S

Th_
HYou !

Seeking our NO-COST Business Al
. i Assistance?
7 Mason SBDC
10306 Eaton Place
“Coach .’ Suite 180
George Siragusa FairfaX, VA 22030
i (703) 261-4105
Adviser
https://www.link
gl Our Website:
www.masonsbdc.org
- Resources: https://www.virginiasbd.org/
» Contacts: help@masonsbdc.org or (703) 261-4105

* 1:1 Counseling: https://clients.virginiasbdc.org/reg.aspx?mode=counsel&center=46110&subloc
* Workshops: https://masonsbdc.org/workshops/
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The Six Stages of the Buyer Experience Cycle

Purchase Delivery Use Supplements Maintenance Disposal

Customer
Productivity

Utility perspectives
around your
product/service
offering

VS

Stages of the
customers’ buying
experience

Convenience Simplicity

The Six Utility Levels
Risk

Image

Environmental Fun and

Friendliness

Source: Chan Kim and Renee Mauborgne, “Knowing a Winning Business I[dea When You See One”, https://hbr.

org/2000/09/knowing-a-winning-business-idea-when-iou-see-one/ar/1 , Seﬁtember 2000




TAM (Total Addressable Market)

* Total market demand
for a product or
service

* Represents maximum
market potential

 Helps estimate
potential for growth

Total addressable
market is most useful
for businesses to
objectively estimate a
specific market’s
potential for growth.
This data also helps
companies figure out
product market fit.




SAM (Serviceable Addressable Market)

Serviceable
addressable

- o market is most
e Specialized or limited useful for

market demand for @
product or service
Represents segment
market potential

Helps estimate targets

for revenue and
audience

businesses to
objectively
estimate the part
of the market they
can acquire to
figure out their
targets.




SOM (Serviceable Obtainable Market)

Eetl)

» Demand for a specific
product or service
Represents estimated
audience potential

and place in

competitive landscape
Helps estimate short-

term growth

Serviceable
Obtainable
market is most
useful for
businesses to
determine
short-term
growth targets.
It can also help
with
competitive
awareness and
strategizing.




Word Frame
to build
your

Value Prop
Statement
V1.0

Value Proposition for

* Qur

offer

* help(s)

* who want to

« enabling them to

Methodology reference source: Strateqvzer

14



Example value proposition statements

“Apeel Sciences” exists to reduce food waste and

feed the future.” A AgriBio Company N
O

We work with nature to create longer, lasting fruits and O I Aoeel
(F)dpsel ..

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 (3

works with nature (not against it). Better for the planet. \’

More profitable for farmers and retailers. \\\0

Fresher for you.”

“Taking sprint coaching on a digital transformation journey into the 215 Hardware and Software
century ”. We will disrupt the current sprint training methodology ! as a Service Company

{ 1 '7.‘53?" :
“SPRINT LLC” provides High School, NCAA College and Professional Track and Field ) M T |G )~
Sprint Coaches an integrated digital SaaS platform that will disrupt current sprint . Rt [ P
training methodology. “ Qe
“Sprint LLC” is a Software as a Service (SaaS) ety

Platform that disrupts conventional sprint coaching techniques via data analytics.” p



Pitch Deck
Teardown |

?
@ ®
TechCrunch m m

Pitch Perfect

Raising Capital for Your Startup

Haje Jan Kamps

Apress’

4031 University Drive, Fairfax, Virginia 22030 | www.masonsbdc.org | Phone: 7 77-7747



TechCrunch

| reviewed 1,000+ pitch decks. These are the most
common mistakes | TechCrunch

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



More Resou

A Quick and Must-read Guide to Startup
Pitch Decks | Stride Blog (stride-co.com)

50 Questions Angel Investors Will Ask
Entrepreneurs (forbes.com)

Noun Project: Free Icons & Stock Photos
for Everything (thenounproject.com)

Raising Capital for Startups: 8
Statistics That Will Surprise You -
Fundera Ledger

. o
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Startup Funding Statistics Sources

*Startup Costs Statistics

*Average Small Business Loan Amounts
*Small Businesses Failure Statistics
*Profit Margin Data

*Small Business Lending Statistics

https://news.gallup.com/businessjournal/175499/starved-financing-new-businesses-decline.aspx

https://www.prweb.com/releases/kabbage_data_reveals_one_third_of successful _small _businesses_started_
with_less_than_5_000/prweb16017887.htm

https://www.fundera.com/blog/small-business-statistics

https://www.entrepreneur.com/article/230011

https://medium.com/the-mission/state-of-seed-investing-in-2018-25eb28ac0e93

https://www.cbinsights.com/research/venture-capital-funnel-2/

https://www.inc.com/thomas-koulopoulos/5-of-the-most-surprising-statistics-about-start-ups.html




Additional References for Consideration

Services |
Startup
Pitch Deck
Writing and

Design
(storypitchd

ecks.com)

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

Free Guide: How to
Build a Winning Pitch
Deck -
BaseTemplates

Website Traffic -

Check and

Analyze Any
Website |
Similarweb




Survey of Most Asked Questions Categories from Investors

Team

Traction
Solution
Competition
Financials
Investment
General

Market
Customer
Intellectual Property
Business Model
Use of Funds
Marketing
Vision

Problem

Legal

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




Research Tools to Support
Customer and Competitive Data Search




L
Market Size — Nationwide or Local

Consumer
e US Census, IBIS World, Vertical IQ, BizMiner

* Business
* Ato Z Database A—Z Online Resources (fairfaxcounty.gov), USA Spending, Google Maps, B2B Yellowpages

USA Stats
e USAFacts | Nonpartisan Government Data
* Pew Research Center | Numbers, Facts and Trends Shaping Your World | Pew Research Center
* https://data.gov/

IBIS World BY Industry or by DATA
* Market Size Statistics - United States | IBISWorld

e Qur World in Data




SBA Market Research Tools

The Resource Navigator - Fairfax CORE

e https://www.sba.gov/business-guide/plan-your-business/market-

research-competitive-analysist#tsection-header-4

Focus

General business

statistics

Consumer statistics

Demographics

Economic indicators

Employment statistics

Income statistics

Goal

Find statistics on industries, business
conditions.

Gain info on potential customers,
consumer markets.

Segment the population for targeting
customers.

Know unemployment rates, loans
granted and more.

Dig deeper into employment trends for
your market.

Pay your employees fair rates based on

earnings data.

Reference

NAICS, USA.gov Statistics, U.S. Census
Business Builder

Consumer Credit Data, Consumer

Product Safety

U.S. Census Bureau, Bureau of Labor
Statistics

Consumer Price Index, Bureau of

Economic Analysis

Employment and Unemployment
Statistics

Earnings by Occupation and

Education, Income Statistics

Use competitive analysis to find a market
advantage

Competitive analysis helps you learn from businesses competing for your potential customers. This is key to def
competitive edge that creates sustainable revenue.

Your competitive analysis should identify your competition by product line or service and market segment. Asse
following characteristics of the competitive landscape:

o Market share

o Strengths and weaknesses

o Your window of opportunity to enter the market

o The importance of your target market to your competitors

© Any barriers that may hinder you as you enter the market

o Indirect or secondary competitors who may impact your success



e
Competitive Analysis

* Google Key Word Search

* Associations — Gale Directory

* A to Z— NAICS Code, Location

* SBA Small Business Dynamic Search
* Chamber/EDA Directories

* WhiteSparc Citation Search

* Statista

* [bis World US State Industry Reports in Virginia |
IBISWorld




Customer Discovery Interview List

* Google Key Word Search

* A to Z— NAICS Code, Location
*LinkedIn

*Your Personal Networks

* Chambers/Networking Groups
*Trade Shows




e
Patent Search

 Google Patents




e
Needs and Wants without Interviews

* Request for Proposals — Statement of Work
* Mission/Vision of Target Customers

* Amazon and other Product Review Sites
*Review Aggregators

* News Articles

*Buzzsumo



dwhat domain space, industry sector, segment they are in?

Jhow big in US Dollars is the market for the products and services sold into this domain or
industry sector or segment?

Jwhat is the “persona” / personality of the customer/client in this sector/segment?

dwho are these customer / clients by title and function inside their organization?

dwho specifically in the organization, by name, has the (budget) authority to make
purchasing decisions?

dwhat is their budget for these products or services they seek?

dwhat specific solutions do they seek from the marketplace?

dfrom which supplier(s) do they purchase those products or services now?

Jdhow many competitive suppliers are there in this ecosystem, industry sector/segment?

Jwhat are their fears if they can not find solutions to their problems?

Jwhat benefits do they perceived as valued?

Jwhere do they go to learn about products and services?
...and.....




Put Yourself In Théir Shoes

Whether you are in operations, sales, marketing, or even the HQ suite, one
of your primary jobs (and primary goals) is to attract more buyers.

But what about them? What jobs do those buyers have to do, and what
goals would they like to accomplish? What pain points would they like to
remove?

Answering these questions is essential if you want to stand out amongst a
sea of competitors and position yourself as a trusted partner and supplier of

choice. -
il THOMAS

rrrrrrrrrrrr



A Lot Goes Into Belng A CustomerlBuyer

=7\ 11

Put Yourself I | “’ Shoes

The buyer defines NEED for a product or service
The buyer performs RESEARCH to learn about solutions

If executing a new DESIGN, the buyer researches data

The buyer EVALUATES potential suppliers

The buyer creates a SHORTLIST of the best suppliers
Much of what a buyer of your product and service does before

e TR they find you is comparison shop via the internet!

Il THOMAS'

For Industry.
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America's Seed Fund Agency Resources (americasseedfund.us)

USDA National Institute of Food and Agriculture
G U coP v 0 AGacuIUR

S10ENERGY, CLIMATE, AND ENVIROMMENT
00D PRODUCTION AND SUSTAINABILITY
OUTH, FAMILY, AND COMMUNITY

U.S. Department of Energy’s Small Business

Innovation Research (SBIR) and Small Business .'

Technology Transfer (STTR) Programs USDA Small Business InnevationiRe
Eileen Chant, PhD Business Technology Transfer
Outreach Program Manager
eileen.chant@science.doe.gov

s 1 United States
o’ Environmental Protection Search EPA.gov
\’ Agency

Environmental Topics v Laws & Regulations v Report a Violation v About EPA v

Small Business Innovation Research (SBIR) Program CONTACT US

S6iR Home SBIR Funding Opportunities

About SBIR Program
There are currently no EPA SBIR sclicitations open at this time, The

zirn:‘::r:’iltri'fs next EPA SBIR solicitation is anticipated to open in June 2024, Featured
Please check back for updates or sign up for the EPA SBIR Resources
How to Apply for an SBIR Listserv to receive notifications of new funding opportunities.
Contract .
* Basic
SBIR Awards Information
Grantee Research Project m
Results ubjects
Research

About Research Grants

US Department of Education (ED) “

Institute of Education Sciences (IES) r; J ‘

Small Business Innovation Research Program (SBIR

C .

ED/IES SBIR provides up to $1.25M for Phase | & Il projects for the R&D and
evaluation of new commercially viable EDTECH products
for students, educators, or administrators in education.

FY 2024 solicitations will be released in late 2023 or early 2024 with submission 60
days later for Phase IA/IB proposals for R&D of a new prototype & for Direct to
Phase |l proposals to ready existing evidence-based research for use at scale.

For more information, visit https://ies.ed.gov/sbir or contact Edward.Metz@ed.gov

FAQs | @NIH Staff CF | Contact & Help
() SEED ~  a
SMALL BUSINESS SUPPORT FOR PROGRAMS FOR
FUNDING SMALL BUSINESSES ACADEMICS ~ PORIEOLIO. ABOVTSEED

o Small Businesses: Review this important update about changes to the Internal Revenue Code on R&D Expenses (Section 174) X

Access $1.3 Billion in Small Business Funding from NIH's Seed Fund:

Small Business Innovation Research (SBIR) and
Small Business Technology Transfer (STTR) Programs

‘OPEN FUNDING OPPORTUNITIES

Plus entrepreneurial and product development support for
academic and small business innovators

©



Problem Solution Fit => Value

Problem Solution Fit

You validated with MVP and
prospects that a specific solution will

Customer Customer Customer

Dicovery  \iidation  Crestion solve a know problem to such a

degree that customer will buy it.
e

Value assumption — test whether a
product or service really delivers
value to specific customers once
using it.

15.08.2016 fredi@ pragmatic-solutions.ch

Brant Cooper

Is the identified problem real?
Will the target customer pay?
Can the problem be solved?




NeXxt
Steps

Next Steps

* Finalize product development

+ Execute go-to-market strategy

* Launch an aggressive marketing campaign
+ Sign partnership with a bank partner

+ Create patent portfolio

L7

blanch

$IM

Seed Round

$0.5M

Successfully Raised Angel
Investments

Example
of an
IIASKII
Page
format!




MAS6N Team Dynamics can be important

If you could get everyone in the organization
rowing in the same direction, you could

dominate any industry, in any market, against
any competition, at any time
— P. Lencioni

llu}“l\ P

DYSFUNCTIONS

fa | EAM

" Focus on delivering
measurable Results
- collective and individual

accountability
- feedback J

PATRICK LENCIONI

' Totake Accountability
requires prior Commitment

ACCOUNTABILITY A&ty

- Commitment follows healthy
Conflict

- Hear all » Disagree - Decision 2
Buy-in - One voice J/

~ Healthy Conflict implies
Candid Debate

- Trust to speak opinion without
fear of retribution J/

" Building Trust requires
Vulnerability |

- Courage to risk
4 302




d Story about "Performance and Trust

OOOOOO - dan
PAER MAgoN
Consummate example of teamwork, dedication and professionalism Consummate example of teamwork, dedication and professionalism

US Navy Blue Angels

MISSTON

HEW LEADERS BUILE A
TEAN DF TEANS |

wilh A AURENORG oY
SEMERAL STANLES MASHRTATAL wh Mud bl

TEAM
TEAMS

GENERAL STANLEY

McCHRYSTAL

CHRIS FUSSELL

wit C.W. GOODYEAR




d Story about "Performance and Trust

High

Performance

2

Hig

A

High P
High T

*

Medium P
High T

Trust

https://www.
youtube.com

[fwatch?v=YP
DmMNaEG8vd

=
e !

High

https://www.youtube.com/watch?v=YPDmNaEG8v4




“"Difficult to see.
Always in motion is the
future.”

- - Master Yoda

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



Another lllustrative Example — Revenue Projections Page

clip

Major Milestone Timeline & Revenue Projections

B Total Units Sold == Annual Revenue ($MM)

6 250
- Fulfill pre-orders
) - Increase sales 200
g 4 volume rapidly g
2 150 2
K= - Reorders from n
P early adopters ..g
© - Collect significant 100 S5
2 2 - Paid beta tests pre-orders 3
[ with early adopters o
3 =
i 50
0

5 Mowers / 5 Firms 10 Mowe 8 Firms 60 Mowers / 12 Firms 200 Mowers / 50 Firms

Minimum Viable Product  Product-Market Fit Grow Scale
Develop prototype Prove traction, collect Breakeven, ship Make profit, reach
mowers that address pre-orders from early products, sell to wider sustainability without

customers’ needs adopters audience outside funding



