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Foreword

T  here’s a nasty rumour going around that entrepre-
neurs are skint. Apparently, to be an entrepreneur 

you have to eat ramen noodles, sleep under your desk 
and do everything on your own for 70 hours a week, 
for years on end.

This is a strange idea, given that successful entre-
preneurship is actually about mobilising resources 
beyond your current control, taking well-considered 
risks and achieving commercial success. Now more 
than ever, entrepreneurs can access vast resources for 
their ventures.

There’s never been a better time to be an entrepreneur. 
There’s never been more money, more talent, more 
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access to big markets, more technology to leverage or 
more problems that need solving.

In the 2010s, we saw a revolution unfold for entre-
preneurs. Thanks to smartphones, cloud computing, 
faster internet and changes to the way we live and 
work, an idea could become a valuable business faster 
than at any other time in history. This wasn’t a the-
ory; the 2010s saw a stampede of unicorns achieving 
billion-dollar valuations in a matter of years not 
decades.

Companies like Instagram, AirBnB, Uber, Snapchat 
and Spotify had a lot in common – passionate found-
ers, great teams of engineers, disruptive business 
models and exciting growth plans.

It’s impossible to overlook the obvious, though: they 
all had buckets of funding. The best entrepreneurs 
make it a priority to access deep pockets so that their 
dreams can become a reality. Raising money isn’t 
an achievement in itself (just as filling up the petrol 
tank of a car is not the same as driving somewhere) 
but without that money, you can’t hire those people, 
develop that technology, run those ads or build that 
culture.

The problem for many entrepreneurs is getting the 
funding in the first place. Entrepreneurs speak the lan-
guage of seizing opportunity whereas investors speak 
the language of mitigating risk. To the trained eye, it’s 
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easy to see entrepreneurs and investors completely at 
odds with each other. The entrepreneur shares a big 
vision, the investor looks at how they can protect their 
downside. The entrepreneur offers hope, the investor 
wants security. The entrepreneur points to the moon, 
the investor looks around for the fully developed 
rocket.

To bridge this gap, the entrepreneur must create a 
set of documents that investors relate to and engage 
with. This set of documents must translate the entre-
preneur’s vision into a language the investor under-
stands. Documents like a business plan, pitch deck 
and financial projections are referred to as ‘funding 
assets’ because, when correctly produced, they are as 
good as money.

Developing investable fundraising assets is the key to 
accessing the money you need to achieve your entre-
preneurial dreams. When you have the right funding 
assets in place, it’s easy to convince investors your 
business is the one to back.

I’ve always found it strange that so many founders 
fail to produce the right documentation. They pour 
their heart and soul into their idea but when it comes 
to pitching it to investors, they show some random 
slides and some financial projections they made up. 
Most haven’t even documented a business plan that 
outlines their strategy for achieving their lofty ambi-
tions. Then they wonder why they can’t get funding.
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When you’re looking to raise significant investment 
for your business, you must invest in high-quality 
funding assets. By doing so you’ll access investment 
on better terms, you’ll find yourself in a better negoti-
ating position and you’ll close your investment round 
quicker.

In 2019 I saw an opportunity to create a unique piece 
of marketing technology, now known as ScoreApp. 
Together with my co-founder Steven Oddy, we assem-
bled our funding assets – slide deck, business plan and 
forecasts – and we went out to pitch for investors. Our 
documents explained the vision in tangible terms, the 
strategy for achieving commercial success and a clear 
path to healthy financial returns.

In a few weeks the funding was raised at a healthy 
valuation. We had the funds we wanted to make 
the idea a reality without giving away too much of 
the business. This funding round wasn’t successful 
because of the idea, it was successful because of the 
funding assets that clearly explained the idea in the 
language of investors.

Throughout history every great business, movement 
or cause has begun with a powerful pitch. Armed with 
little more than their words, changemakers, leaders 
and entrepreneurs have launched businesses, gained 
funding, recruited incredible teams and changed the 
world.
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Conversely, there are many entrepreneurs who’ve had 
great ideas and have failed because of a lousy pitch.

When investors believe in your vision; when they can 
see that you’re leading the way in your sector; when 
they see you’ve a plan for commercial success; they 
come rushing at you with the resource you need. Not 
just capital, but connections, insights and strategic 
advice. It’s your pitch that opens up the meaningful 
conversations that lead to your success.

In this book James explains how to show investors 
that you have what it takes to succeed. His methodol-
ogy ‘The Six Principles of the Perfect Pitch’ guides you 
through the process of creating a perfect pitch, backed 
up by credible financial projections and a convincing 
business plan.

James has crafted an excellent book that will help 
you to translate your entrepreneurial vision into 
something investors can get behind. He draws upon 
his real-world experience and demystifies the craft 
of creating funding assets. By implementing James’ 
methodology you’ll soon be seen by investors as an 
investable entrepreneur. When this happens, you’ll find 
it easy to raise the capital you need to launch, scale 
and exit your business.

Daniel Priestley
Co-founder and CEO of Dent Global, and best-selling 
author of Key Person of Influence, 24 Assets, Entrepre-
neur Revolution and Oversubscribed
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Imagine there was a way to dramatically increase 
your chances of raising investment. A way to give 

you a massive, unfair advantage against the competi-
tion. It’s what I do for my clients every day. Once I’ve 
worked their incredible idea through my flagship 
methodology ‘The Six Principles of the Perfect Pitch’, 
they’re 40 times more successful at raising investment 
than the average entrepreneur.1

This puts them in the top 3% of founders seeking 
investment2 – and it’s all because of the secrets con-
tained within this book.

1	 James Church, www.investable-entrepreneur.co.uk, 2019
2	 James Church, www.investable-entrepreneur.co.uk, 2019

Introduction

http://www.investable-entrepreneur.co.uk
http://www.investable-entrepreneur.co.uk
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There’s never been a better time to seek investment 
for your business – there’s more money and more 
opportunity than ever before. We’re living through a 
golden age of entrepreneurship. But don’t be fooled 
into thinking this means raising investment for your 
business will be easy. While the amount of invest-
ment available may be larger than ever, the number of 
businesses looking to get a slice of that investment is 
also growing – and at an even faster rate. Demand for 
investment is at an all-time high.

With the investment landscape getting more and more 
competitive, entrepreneurs are finding it harder than 
ever to successfully raise the funds they need. In my 
experience, on average, angel investors will invest in 
just 0.4% of the pitches they receive. Venture capital 
firms invest in just 1 in every 150 deals.3 With most 
founders needing more than one investor to close a 
round,4 it’s little wonder that less than 1% of busi-
nesses raise money through angel investment and 
venture capital combined.5 Add to this a trend among 
investors to put more money into fewer deals, and it 
becomes clear why so many founders and entrepre-
neurs struggle to raise the capital they need.

3	 Khawaja Saud Masud (2018) ‘Understanding startup valuation’, 
Medium, www.medium.com/datadriveninvestor/understanding-
startup-valuation-a393f6fadc6f, accessed 7 September 2020

4	 Anthony Rose (2020) ‘SeedLegals funding round stats’, SeedLegals, 
www.seedlegals.com/resources/seedlegals-funding-round-stats, 
accessed 7 September 2020 

5	 Fundable (nd) ‘Startup funding infographic’, www.fundable.com/
learn/resources/infographics/startup-funding-infographic, accessed 
7 September 2020

http://www.fundable.com/learn/resources/infographics/startup-funding-infographic
http://www.fundable.com/learn/resources/infographics/startup-funding-infographic
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The biggest barrier by far is a founder’s ability to 
articulate their idea in a clear and compelling man-
ner. All too often their pitch leaves investors unable 
to understand the basics of their business, and entre-
preneurs waste their time trying to raise money with 
a pitch that is not fit for purpose. With such fierce 
competition, clarity is king – and poor communication 
is killing some of the brightest business ideas.

If you’re an entrepreneur looking to raise investment, 
then you’re going to need to understand the secret to a 
successful campaign. By understanding the fundrais-
ing journey, having your critical fundraising assets in 
place and being able to clearly articulate your brilliant 
idea, you’ll be in a better position to convince inves-
tors your business is the one to back.

Those that understand the secret, find fundraising 
easy. Time and again they can craft the perfect pitch 
and successfully raise investment. Of entrepreneurs 
who have raised once, 48% go on to raise a second 
time;6 compare this to the overall success rate of less 
than 1% and it becomes clear that once you know 
the secret to success your ability to raise investment  
improves massively.

Investable Entrepreneur will take you through my win-
ning methodology, ‘The Six Principles of the Perfect 

6	 CBInsights (2018) ‘Venture capital funnel shows odds of becoming 
a unicorn are about 1%’, www.cbinsights.com/research/venture-
capital-funnel-2, accessed 7 September 2020
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Pitch’, which sees founders and entrepreneurs become 
40 times more likely to raise investment. I’ll also cover 
the core fundraising strategies you’ll need to under-
stand if you are to receive the investment you deserve.

As an award-winning fundraising consultant, I’ve 
helped hundreds of founders and entrepreneurs 
understand how to create a winning pitch and assisted 
them to position their investment opportunity so that 
they can convince investors.

Having come from a branding and marketing 
background, I’ve always believed that when great 
innovation meets inspiring communication incredible 
things happen. It has the power to change the world, 
inspire a movement and build brilliant brands. Having 
been introduced to equity investment by business 
associates, who were also angel investors, I quickly 
noticed a big problem.

Many founders had incredible ideas – the sort that 
could genuinely change their industry (or the world) 
in unparalleled ways – but they were unable to express 
them in an articulate and inspiring way. This mas-
sively hindered their ability to raise investment and 
I couldn’t bear to see these great ideas fail because of 
poor communication.

This discovery led me on a journey to find a way to 
give these incredible entrepreneurs the tools they 
needed to convince investors and give their ideas the 
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capital they needed to flourish. Over the next three 
years, I conducted intensive research with hundreds 
of investors and entrepreneurs, creating ‘The Six Prin-
ciples of the Perfect Pitch’ in the process.

I’m now extremely lucky to be able to work with some 
of the brightest and most exciting entrepreneurs in the 
UK, Europe, USA and Asia. Working with such incred-
ible and diverse talent and watching from behind the 
scenes as the investment they receive turns their ideas 
into reality is the most wonderful feeling.

This book is designed for new and experienced 
entrepreneurs who are seeking their first or second 
serious round of investment. It may be that you have 
a brand-new idea that needs substantial external 
investment to reach its potential, or you may have 
an established business and the time is right to seek 
considerable investment so that you can rapidly scale 
up – whatever the case, this book is for you.

Without question, the number one thing investors 
tell me they look for in a pitch is clarity around the 
founder’s story and a compelling future vision. If 
they’re excited by your idea, they get why you do it 
and they can understand where you’re heading, then 
you’ve got a great chance of securing their investment.

An investment pitch isn’t just the business plan 
condensed into 15–20 slides, it’s much more than that. 
It’s an opportunity to tell your story, articulate your 
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vision, showcase your idea and explain why your 
business is going to be a big success. Fundamentally, 
it’s the sales material that’s going to unlock the big-
gest deal you ever made. Because, make no mistake, 
successfully completing an investment round is most 
likely going to be the biggest sales pitch you’ve ever 
pulled off, only this time you’re selling equity in your 
business with a price tag of hundreds of thousands, if 
not millions, of pounds.

Investable Entrepreneur has three parts. The first will 
explore the key concepts you need to understand 
before embarking on your fundraising journey. It will 
ensure you fully understand the current investment 
landscape and introduce you to the world of equity 
investment, the mind of an investor and the various 
assets you’ll need in place to show an investor that 
your business is the one to back.

The second part will guide you through the process 
of creating a credible and investable pitch, delving 
individually into each of the six principles of the per-
fect pitch. In doing so, we’ll explore each component 
stage of the methodology (Plan, Projections, Structure, 
Content, Clarity and Design), why they’re important 
and how you can excel at each stage to dramatically 
improve your chances of securing investment by up 
to 40 times.

Finally, Investable Entrepreneur will give you the  
insights and strategies you’ll need to effectively man-
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age and launch your investment campaign. It will dis-
cuss the different sources of capital available to you, 
how you access them and the best ways to promote 
your investment opportunity to the most relevant  
investors.

Imagine knowing that your pitch is so powerful you’ve 
got a massive, unfair advantage against your rivals; 
that every time you submit your pitch to an investor 
you’re going to get noticed; that every time you pitch 
at an event, you’ll generate interest; that every time 
you talk about your business you’ll have queues of 
people wanting to help you succeed. Suddenly you 
have a confidence you’ve never felt before, which only 
goes to improve your mindset and positively change 
the way you present your business – there’s less fear, 
less anxiety and less comparing yourself to others – 
making you even more attractive to investors.

It’s like being the Team GB track cycling team. You 
know that all the preparation, all the marginal gains 
and all the effort prior to the Olympics is going to add 
up so that you can win medal after medal, with little 
doubt.

This is what happens to investable entrepreneurs. Time 
and again they outperform their competition.





PART ONE

THE FOUNDATIONS OF 
THE PERFECT PITCH

Many entrepreneurs’ dreams are limited by the cash 
they have available to build, implement and scale their 
idea. A perfect pitch will position you as an investable 
entrepreneur and help you convince investors that 
your business is the one to back. Their investment will 
change your business forever. But before you can craft 
the perfect pitch, you must first put the foundations 
in place.
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An alarming number of entrepreneurs fail to raise  
  investment. Many believe this is down to the 

demand for investment far outstripping the supply 
of capital; that there are just too many entrepreneurs 
seeking investment, and not enough investors. This 
just isn’t true. There is more money than ever before, 
and more opportunity for you to raise the capital you 
need to achieve success.

By the end of this chapter you’ll understand the main 
reason entrepreneurs fail to raise investment and 
what it takes to buck the trend and stack the odds in 
your favour, so that you can successfully access the 
immense amount of investment capital so many entre-
preneurs are failing to attract.

1

The Investable Entrepreneur
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The reason entrepreneurs fail

There’s never been a better time to raise investment 
for your business. There is currently more money than 
ever to be deployed into business. Even during hard 
times, such as an economic recession, those who invest 
in more volatile markets such as stocks and property 
turn to entrepreneurs as an option to deploy their cap-
ital. Currently, if you have a £1bn idea, there’s more 
than enough people out there to fund it. Heck, even 
with a multi-million-pound idea there’s no shortage 
of opportunity. There’s even companies set up with 
the sole purpose of handing you the money you need. 
In all of human history, there’s never been a better 
time to seek investment.

Likewise, there are more opportunity, more ideas 
and more possibilities than ever before. The inven-
tion of the internet kicked off what is now commonly 
referred to as the fourth industrial revolution. We’re 
privileged to be living through such transformational 
times – a seismic shift in technology, the magnitude 
of which is yet to be known. Since the beginning of 
the millennium we’ve seen a transformation like no 
other. We’ve had the dot-com boom, the rises of cloud 
technology and Big Data, the creation of the Inter-
net of Things, the adoption of smartphones and the 
total dominance of social media, all of which have 
empowered entrepreneurship and created opportu-
nities for almost anyone to make it in business. We 
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now find ourselves looking forward to incredible 
developments in artificial intelligence, virtual reality, 
blockchain, biotech and robotics – the transformative 
power of which is almost unfathomable. It’s safe to 
say we’re living through a time in which we all have 
access to opportunities and possibilities like never 
before.

Why then, with more money available for invest-
ment than ever and more opportunity than there’s 
ever been, are less than 1% of businesses successfully 
funded through sophisticated equity investment? It’s 
surprising to think that, for every 100 entrepreneurs 
seeking investment, not even one manages to close the 
deal. As we’ve established, it’s not because capital’s 
not available. Investors are constantly seeking assets 
in which they can deploy their wealth, and entrepre-
neurs offer investment vehicles that will deliver sen-
sational returns, but the capital just isn’t deployed 
and entrepreneurs struggle to raise investment. The  
reason for this is actually quite simple.

Let’s imagine two people who look the same, and to 
an outsider may even sound the same. However, one 
speaks English and the other French. They talk to one 
another, but things just do not get done. They should 
work well together (they’ve each got something the 
other needs), but they’re just not speaking the same 
language. This is what’s going on between entrepre-
neurs and investors.
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Time and again I see entrepreneurs and investors 
failing to communicate effectively: they’re each talk-
ing in different terms. For example, investors want to 
talk about avoiding risk, while entrepreneurs spend 
most of their time pitching opportunity. Investors 
want you to focus on building assets, while founders 
focus on generating income. An investor will want to 
hear about proof and evidence, while founders excit-
edly tell them about possibilities. Ultimately, investors 
want details around implementation, while founders 
forever talk about their ideas.

These differences mean that talking about opportunity 
to an investor who is risk-averse daunts them. If an 
investor wants to hear about the underlying assets, 
income is irrelevant. If an investor wants to see proof, 
possibilities sound unachievable. And if an investor 
wants to talk implementation, the idea isn’t so 
important.

It’s as if there’s a wall between the investor and 
the entrepreneur and the message just doesn’t get 
through. This communication barrier is the funda-
mental reason why 99% of founders fail to raise the 
investment they need, even though more money 
is available than ever. Ultimately, investors aren’t 
getting their boxes ticked and they’re therefore not 
investing in entrepreneurs.
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The investable entrepreneur

So, if investors are not investing in 99% of entrepre-
neurs, then who are they investing in? Well, they’re 
all backing an investable entrepreneur. Investors could 
sink their capital into property or the stock market, 
but many want to deploy it with an entrepreneur; 
specifically, an entrepreneur that they believe will  
deliver astronomical returns. Let’s consider what an 
investable entrepreneur looks like to an investor.

If a business isn’t established (and by that, I mean 
does not offer the scale of revenues found in a pub-
licly listed company) the number one thing an inves-
tor will put their money behind is an entrepreneur. 
Not an idea, an entrepreneur. For example, if Elon 
Musk starts a brand-new venture, it’s unlikely he’ll 
even need to tell anyone what the idea is before he has 
queues of investors wanting to hand over cash. Why? 
Because they don’t care about the idea, they care about 
the entrepreneur.

Accordingly, to convince investors, you must be able 
to show that you are also an investable entrepreneur. 
To do that you first need to understand what an inves-
tor is looking for in an entrepreneur. For an investor to 
want to back you, you must:
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1.	 Be highly resourceful and able to enrol people into 
your vision

2.	 Understand the financial risks and not just the 
potential rewards

3.	 Know how to deliver commercial success and be 
able to create a viable business

It’s only when these three things come together that 
an entrepreneur becomes investable. If an entrepre-
neur offers less than all three things then an investor 
will not invest. They’re not an investable entrepreneur. 
It’s only when three things come together that you’re 
able to successfully raise investment. It’s only when 
you’re highly resourceful, when you can understand 
and quantify the financial risk, and when you have a 
plan on how to deliver commercial success that you 
become an investable entrepreneur.

HIGHLY
RESOURCEFUL

INVESTABLE
ENTREPRENEUR

UNDERSTAND
FINANCIAL RISKS

DELIVER
COMMERCIAL

SUCCESS
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To show that you’re an investable entrepreneur 
you’ll need three assets – your pitch, your financial 
projections and your business plan. The pitch shows 
that you’re highly resourceful, your projections dem-
onstrate that you understand the financial risks and 
your plan shows that you can deliver commercial 
success. Entrepreneurs with all three of these assets 
in place find it much easier to convince investors that 
their business is the one to back. They’re investable 
entrepreneurs, and they’re in the top 1%. Without 
these assets, you’ll be one of the 99% of entrepreneurs 
that struggle to prove themselves to be a credible and 
investable opportunity.

Asset 1: Pitch materials

The first asset you’ll need to convince investors and 
show that you’re an investable entrepreneur is your 
pitch materials. The pitch is the first thing an investor 
will ask for. It demonstrates that you’re resourceful. 
It showcases your ability to communicate with clarity 
and to enrol people into your vision.

You’ll need to produce a range of pitch materials to 
run an effective fundraising campaign. Everyone 
always thinks of the pitch deck. However, you’ll need 
to use three different types of pitch deck during your 
investment campaign; on top of that you’ll need a 
one-pager and an expression of interest form.
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Investor pitch

The investor pitch is a 15- to 20-slide presentation 
deck, with content that can be consumed and under-
stood without the founder being present to convey 
the information and add detail. An investor deck is 
perfect for sending to investors via email, uploading 
to an investment database or adding to your crowd-
funding profile page. It’s the mainstay of any invest-
ment campaign.

Presentation pitch

This is similar to an investor deck, with much of the 
content removed, leaving mostly graphics and a few 
bullet points. Out of context, and without the founder 
providing additional narrative in a presentation, 
they’re difficult to comprehend. A presentation pitch 
is perfect for pitch events and boardroom presenta-
tions, as they draw the investors’ attention to you, 
while giving you a visual cue and the investor a visual 
aid to contextualise what you are saying. The visuals 
will also help an investor more easily recall the infor-
mation you deliver days, or even months, later.

Teaser pitch

Sometimes referred to as a product deck, this pitch 
doesn’t give away the details of business model; 
instead it focuses on the solution and the vision of 



25

The Investable Entrepreneur

your company. It’s often used in initial conversations 
with investors to generate interest without giving too 
much detail away. It’s particularly useful if contacting 
investors cold via email or posting publicly on 
LinkedIn. When done correctly, your teaser pitch will 
allow you to sell your solution and vision to investors, 
before then presenting the full business model with 
your investor pitch.

One-pager

A one-pager is a high-level overview of the invest-
ment opportunity you offer condensed onto one page. 
It covers the key points of the investor pitch and gives 
investors a quick insight into the key parts of the busi-
ness model; unlike the teaser pitch. Most investment 
funds and angel investment groups will request a 
one-pager as part of their application process, before 
they ask for the full investor pitch or invite you to a 
boardroom presentation.

Expression of interest form

This is a vital asset, yet few entrepreneurs use them. 
An expression of interest form allows you to turn ver-
bal interest into written interest. Psychologically, the 
act of writing makes for a more solid commitment. 
Gathering written expressions of interest helps you 
to build up a number of commitments. Once they 
total more than you’re raising, you’re in a position 
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to start closing your investment round. Having more 
commitments than required allows for investors to 
drop out during this stage, while not affecting your 
ability to close. Expression of interest forms come into 
their own at pitch events, as not everyone in atten-
dance will be able to speak to you directly, yet you can 
still capture their interest.

Asset 2: Financial projections

Some will refer to the financial projections as part of 
your business plan. I prefer to talk about these two 
things as separate assets as each demonstrates a 
different aspect of being an investable entrepreneur. 
The projections show that you understand the financial 
risk involved and the potential rewards available 
for taking those risks. They’ll map out the spending 
commitments you’ve made in your business plan for 
at least the next five years, and plot your projected 
customer acquisition, revenues and profits over the 
same period.

As investors study your projections, they’ll look for 
metrics such as cashflow, burn rate, cost per customer 
acquisition and other indicators of the current and 
future performance of the business. With the right set 
of financial projections, you’ll be in a strong position 
to convince an investor that you’re a safe pair of hands 
when it comes to spending their money. You’ll be 
able to show how you’ve allocated your budget, how 
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you’re going to generate revenue, when you’ll make a 
profit and ultimately how you’re going to generate a 
return on their investment.

You’ve two options when it comes to producing 
financial projections: do them yourself or get a 
professional to help you. Doing them yourself is more 
than possible if you have a head for numbers, and 
I see many great financial projections created by my 
clients. However, many more create projections that 
are wildly unrealistic. The numbers are often far too 
ambitious to ring true with an experienced investor. 
Typically, the numbers of customers they hope to attract 
in the first few months and years is too optimistic, and 
their marketing budget just doesn’t match the level 
of acquisition they project. Key overheads are often 
missing, and staff recruitment and turnover are not 
properly considered.

If opting for a professional approach, do not just 
approach your current accountant. While they’re great 
at running your everyday accounts (documenting 
what’s happened in the past), they’re not always 
experienced at putting together a set of projections 
that forecast the future. They may also be more used 
to producing forecasts for debt finance and lack the 
necessary experience in producing projections to 
attract equity investment. You must make sure you 
use someone who’s an expert in this area. Ideally, 
investment is the main focus of their business, and 
they don’t get involved with day-to-day accounting.
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An investor will often want to see these financial  
assets:

•	 Profit and loss projections: The income and the 
total operating costs of the business for the period 
your forecasts cover

•	 Cashflow summary: The amounts of money you 
expect to move into and out of your business 
during the period you are forecasting

•	 Balance sheet: Showing the equity in your 
business by calculating the difference between the 
total value of your assets and the total value of 
your liabilities

•	 Key metrics: A set of performance figures and 
ratios that help investors to quickly analyse 
current and expected performance

I’ll be covering each of these in more detail in Chapter 
Seven.

Asset 3: Business plan

Investors want to know that you’ve considered how 
you’re going to reach your goals. It’s the business plan 
that demonstrates your understanding of the com-
mercial viability of your idea as well as the route to 
achieving commercial success. In essence, your plan 
should document where your company is now, where 
it’s heading and how it will get there.
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Without first considering your business plan, it’s near 
impossible to create credible pitch and projection 
assets. The plan is your chance to show how you’ll 
create the demand for your product or service, 
what systems and processes you’ll need in place to 
adequately manage your operations, which markets 
and territories you’ll operate in and when you plan to 
launch in them.

By producing a business plan, you’ll ensure you’ve 
considered all the questions you might get asked by 
an investor so that you can impress under any scrutiny 
you may receive. Your business plan will also act as a 
handy reference point during investor meetings and 
help keep you and your team on track once you’ve 
received investment.

You can either create your business plan yourself or 
get a professional to do it with you. Business plans 
created by professionals tend to come under less scru-
tiny than those that have been created by the founder 
themselves. The information will be more considered 
and the content more objective. Business plans written 
by the entrepreneur tend to be over-enthusiastic about 
the reality of building a business – their timelines will 
be too short, their plans for scaling too ambitious and 
their marketing plans or go-to-market strategies lack 
detail.

If you’re thinking of writing your own business 
plan, make sure you take a considered and objective  
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approach and avoid getting caught up in false 
expectations. Your business plan will need to contain 
a minimum of:

•	 Your objectives, strategy and tactics for the 
medium term

•	 Your long-term vision, goals and objectives

•	 Market research and analysis that builds your 
business case

•	 Top-level marketing strategy or go-to-market plan

•	 Your team, strategic advisors and current 
investors

•	 Your investment objectives and exit strategy

As you develop these three critical fundraising 
assets – pitch, projections and plan – your ability 
to secure investment will increase. It’s important 
that you give yourself enough time to prepare these 
assets adequately ahead of seeking investment. In 
my experience the founders who invest the time and 
resources to create these assets to a high standard are 
the ones who beat the odds and get the investment 
they need. Those who rush through the development 
of these assets soon regret doing so.
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Summary

You should now understand the main reason entre-
preneurs fail to raise investment, and realise that 
by becoming an investable entrepreneur you can 
break down the communication barrier between you 
and investors. You also understand the role that the 
three critical fundraising assets will play in success-
fully demonstrating that you and your business are 
an investable opportunity and how they’ll help you 
access the investment capital that many of your peers  
struggle to attract.
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Building your business from nothing into a multi-
million-pound empire is incredibly exciting and 

can be quite the journey. For some this journey will 
be relatively short – perhaps four or five years. For 
others, growing their business into a global success 
story will be the journey of a lifetime. Either way, if 
your goals are to grow your business into one with a 
multi-million-pound valuation you’re likely to need 
an injection of capital along the way.

By the end of this chapter you’ll understand how 
best to navigate the different stages of the fundraising 
journey, and how you can do so in a way that ensures 
you can get to your destination still owning as much 
of your business as possible. You’ll understand how 
much to raise, and when it’s best for you to raise it, 

2

The Fundraising Journey
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as well as the different sources of capital available  
to you.

Your long-term funding journey

It’s often the case that founders focus on the here and 
now. What’s happening in the next 12 months and 
how they’re going to finance those plans is their main 
priority – so much so, that they forget to consider the 
long-term fundraising journey they’ll need to take to 
realise their ambition.

Those who don’t properly understand their own 
personal fundraising journey tend to under-estimate 
the number of times they’ll need to raise investment 
in order to realise their ultimate goal. Because of this, 
they also tend to part with too much equity too soon 
(to investors, advisors, agencies or all three). This 
leaves them with a smaller share of the company on 
the day of exit than they would have liked, and they 
fail to realise their financial dreams. It’s tempting 
to try to skip a round of investment and raise more 
money earlier on. In doing this, you’ll exchange 
more equity than you should as part of the deal. Far 
too many entrepreneurs build multi-million-pound 
businesses only to end up walking away with less 
than £1 million, while the investors walk away with 
tens-of-millions in their pockets.
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By understanding the different stages of the fundrais-
ing journey you’ll be able to avoid this happening and 
exit happy that your hard work was well worth the 
pay-off.

There are four main phases of the fundraising jour-
ney: bootstrapping, startup, scale-up and exit. As 
you progress through these phases, you’ll typically 
encounter up to six rounds of funding; they take place 
in the startup and scale-up phases. The bootstrapping 
phase is typically self-funded, while an exit tends to 
take the form of an initial public offering (IPO), trade 
sale or management buyout.

THE FUNDRAISING JOURNEY
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Some entrepreneurs will quickly accelerate through 
these stages. These are typically tech companies look-
ing for rapid scale, perhaps hoping to become the next 
billion-dollar business – known as a unicorn. Their 
focus and enjoyment comes from the excitement and 
challenge of reaching unicorn status (there are just a 
handful of these in the UK). Being one of these rare 
breeds galvanises them to accelerate as quickly as 
possible through the four phases (the average uni-
corn takes just seven years to grow from nothing to a 
valuation over $1bn).

For some, progress through each stage will be slower. 
While most people think that I work exclusively with 
rapidly scaling tech companies, the truth of the matter 
is that many of the clients I work with are also estab-
lished businesses. Many of my non-tech clients are 
more than five years old and have been completely 
self-funded during that time. They often come to me 
with a new idea for some tech that will allow them to 
scale their business more rapidly, or they’ve decided 
now is the time to raise investment in order to launch 
a new product or expand their business into new mar-
kets or territories. Either way, the fundraising jour-
ney applies equally to all businesses looking to raise 
investment.

As you work your way through each of these stages, 
from bootstrapping to exit, your aim is to further 
establish the company so that its valuation increases. 
By increasing the valuation you’re able to raise larger 
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sums of capital for the same, or even a smaller, share 
of equity than you sold the time before. Doing so 
allows you to raise more while retaining more of 
your equity.

In June 2019, FinTech company Nutmeg raised £3.7m 
in their seventh round of funding via crowdfunding 
site Crowdcube in return for just 1.5% equity, whereas 
a typical business in the earlier stages of its fundrais-
ing journey would likely need to part with well over 
50% of its equity to raise a similar amount.

As an investable entrepreneur, it’s vital that you 
understand how easily investors are frustrated by 
founders trying to raise too much capital on too high a 
valuation. By being familiar with the typical ratios of 
investment to equity that are acceptable to investors 
at each stage of the fundraising journey, you’ll give 
yourself a much greater chance of success.

The bootstrapping phase

This is the earliest stage of business development. 
During the bootstrapping phase you’ll test and validate 
your idea and may also create a basic prototype. You 
might also opt to find a co-founder at this point: some-
one who shares your vision but has a complementary 
skill set. For example, if your idea is a tech product 
you may need a technical co-founder to help build 
and test the product. If you’re already highly technical, 
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then it’s likely you’ll need someone great at sales and 
marketing to complement your skill set.

Many people will tell you that having a co-founder 
will increase your ability to raise investment. I don’t 
believe this to be true. Looking at the clients I work 
with there is no correlation between investment suc-
cess and whether or not a co-founder is involved. In 
fact, half of my clients who have successfully raised 
investment are sole founders. It goes to show that if 
you can show you’re an investable entrepreneur, being 
a co-founding team no longer becomes a talking point.

It’s highly unlikely that you’ll be able to raise invest-
ment during the bootstrapping phase. You’ll often 
fund the business yourself, in any way you can (often 
with a second job). It’s imperative you get through 
this stage quickly so that you can raise some invest-
ment and commit fully to your idea.

The startup phase

The goal of this phase is to get your idea to a point 
where it feels less like an idea and more like a business. 
You’ll be looking to prove there’s a desire for your idea 
and to identify customers who would be willing to 
buy your product or service. This is often referred to 
as product/market fit. You’re also likely to consider your 
revenue model and go-to-market strategy in greater 
detail, create a more advanced prototype than you did 



39

The Fundraising Journey

while bootstrapping and start building an audience, 
all with the plan to further validate your idea and get 
‘market-ready’.

Typically, three rounds of investment happen during 
this phase of the fundraising journey: a friends and fam-
ily round, followed by a pre-seed round, followed by a 
final seed round.

The friends and family round

The friends and family round is the riskiest time to 
invest. Typically, as the name suggests, the investor 
has a personal connection with the founder. They may 
not have a huge amount of money or any industry 
knowledge, but they are willing to invest a small 
amount of cash in the early stages of your business to 
help you prove your concept and carry you over until 
you can raise a larger amount. A friends and family 
round typically raises less than £50,000; they get to 
invest when your business is at its lowest value, giving 
them a decent share of the business for a relatively 
small investment (typically between 5% and 10% of 
the company).

The pre-seed round

A pre-seed round is often completed before a business 
is generating revenue. Like the friends and family 
round this is considered a high-risk investment with 
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the purpose being to fund the initial development of 
the product and get to a position where you’re ready 
to launch to market. This round of investment is 
typically funded by high-net-worth individuals called 
angel investors, who between them will typically 
invest £100,000 to £500,000 in return for up to 15% of 
the company.

The seed round

The main purpose of a seed round is to fund the devel-
opment of growth strategies and start transitioning 
towards the scale-up phase. Less emphasis is placed 
on product development, and more on developing 
scalable marketing strategies, recruiting a core team 
and creating systems that will effectively cope with 
the demands of scaling a business. Most often, the 
product or service has been soft-launched and is gen-
erating good traction within the market. You’ll often 
need to generate revenue, although this is not always 
the case – metrics like active users are also taken into 
account. A seed round typically raises from £500,000 
to £2m in return for a further 15% equity stake.



41

The Fundraising Journey

Friends and 
family Pre-seed Seed

Stage 
of your 
business

You have an 
idea

You have 
initial proof of 
concept

You have 
paying 
customers

Who to 
approach

Friends and 
family

Friends and 
family

Angel 
investors

Angel groups

Crowdfunding

Angel 
investors

Angel groups

Family office

Venture 
capitalists

Crowdfunding
Amount 
raised

Up to 
£50,000

£100,000–
£500,000

£500,000–
£2m

Typical 
valuation

£500,000–
£1m

£1–3m £3–10m

Average 
equity 
sold

5% 15% 15%

Risk 
profile

High High Medium

What for Finance 
research 
and tests to 
prove initial 
product/
market fit

Create a 
prototype 
or minimum 
viable product 
to test on 
real users 
and further 
establish 
product/
market fit

Create 
market-ready 
product, 
develop 
scalable 
marketing 
strategies and 
get ready for 
growth
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The scale-up phase

During the scale-up phase you’ll look to adopt strate-
gies that allow you to grow your business valuation 
to the multi-million-pound level and position the 
business for a profitable exit. Typically, this involves 
four things: growing your customer base; growing 
your revenue; growing your team; and growing your 
assets. You might even decide to acquire other busi-
nesses to gain access to ready-made resources (such as 
team, customers or product) that will help your busi-
ness scale and your valuation rocket.

Facebook, for example, acquired 31 companies before 
its IPO in May 2012. Some of these acquisitions you’ll 
have heard of, such as Instagram (for a whopping 
$1bn), but most you probably haven’t, such as Spool, 
which they bought for its mobile engineering team, 
or DibbyShot, which they purchased to improve their 
photos functionality back in 2010.

Any number of investment rounds can happen during 
this phase. They are usually labelled Series A, Series B, 
Series C and so on, and some companies have reached 
Series J and beyond.

The Series A round

Typically, by this stage the business has an established 
user base and consistent revenue figures. The main 
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purpose of the investment is to fund the growth of 
the customer base and improve the product offering. 
New revenue streams may be created, or the product 
launched into new markets and sectors. The idea is to 
push the business from a customer base of enthusias-
tic early adopters into a larger, more sustainable mar-
ket segment – creating a long-term profitable business 
in the process. Series A rounds typically seek to raise 
£2–10m.

The Series B round

By this point you’ll have a substantial customer base 
and have proved your business has the ability to 
achieve success on a large scale. Series B investments 
will typically support market growth and the expan-
sion of your team to manage the increased demand. 
Businesses at this stage of the fundraising journey will 
be recruiting talented teams across business develop-
ment, sales, marketing, tech and customer support to 
continue delivering ‘best in class’ products and ser-
vices at massive scale. Series B rounds can often sup-
port the acquisition of another business. A typical 
Series B round raises £5–15m.

The Series C round (and beyond)

If you make it as far as a Series C round before you 
exit, you’ll be considered a successful and well-
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established business. Series C rounds typically fund 
the development of new products, international 
expansion and a number of acquisitions. Businesses 
raise anything from £15m to £100m and the investment 
is most often used to strategically position the business 
for a highly valuable exit – the final stage of the 
fundraising journey. However, some companies will 
keep going; challenger bank Monzo have completed 
a Series F round raising $427m, ride-sharing app Lyft 
had completed a Series I round bringing in $600m and 
Elon Musk’s SpaceX completed a Series J round for 
$486m.

The exit

Once you’ve reached the end of your fundraising 
journey, you’ll be looking to exit your business. This 
is what every investor wants to hear. When raising 
investment at any stage of the fundraising journey, you 
must be clear that your intention is to sell the business. 
This is how your investors realise their return. Equity 
investments are not like loans with interest, the inves-
tors only see a return on their capital when they have 
the opportunity to cash out their shares. Remember, 
they’re not giving you their money because they enjoy 
it, they’re doing so because they hope you’ll provide 
them a return that will far outpace keeping it in the 
bank or investing it in the stock market.
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Series A Series B Series C

Stage 
of your 
business

You’ve an 
established 
user base and 
consistent 
revenue

You’re a fully 
operational 
and profitable 
business

You’re a 
successful 
and well-
established 
business

Who to 
approach

Angel 
investors

Angel groups

Venture 
capitalists

Family office

Crowdfunding

Venture 
capitalists

Family office

Crowdfunding

Private 
equity firm

Hedge fund

Investment 
bank

Amount 
raised

£2–10m £5–15m £15–100m

Typical 
valuation

£10–20m £30–60m £100m+

Average 
equity  
sold

20% 20% 15%

Risk profile Medium Low Low

What for Optimise 
customer 
base, improve 
product 
offering and 
begin to scale

Expand the 
customer 
base rapidly, 
achieve 
market 
dominance 
and launch 
new product 
lines

Expand 
internation-
ally, acquire 
businesses 
and position 
for exit
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The chances are, by the time you come to it, you’ll be 
excited for the day you can finally leave the business 
you’ve spent the last five to ten years building. As an 
entrepreneur it’s likely you’ll much prefer the excite-
ment and challenge of building a business than you 
will running an established company of 250+ employ-
ees, hundreds of thousands of demanding customers 
and multiple shareholders to keep happy. At the end 
of the fundraising journey, you’ll probably be thank-
ful for the chance to exit, and the opportunity to start 
something new.

Summary

You should now be in a position to plan your long-
term fundraising journey. You understand how the 
investment terms you enter now will have an impact 
on the amount of your business you’ll own on the day 
of exit. You understand that you’ll retain more owner-
ship of your company if you raise less over a num-
ber of rounds, rather than lots in just a few, and you 
know the position investors expect you to be in ahead 
of each round of investment. You’re also aware that 
by asking for the correct amount of investment for the 
stage of your fundraising journey you can increase 
your chances of securing investment.
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To become an investable entrepreneur, you must 
understand your target audience. In this case I’m 

not talking about the audience you’re selling your 
product or service to, but who you are selling your 
shares to. It’s often the case that little time is spent by 
founders understanding investors. This is a massive 
mistake. To become an investable entrepreneur, you 
must understand the mind of an investor.

By the end of this chapter you’ll understand what it is 
that investors are looking for in a credible investment 
opportunity. You’ll realise the importance of properly 
considering your valuation and be aware of the role 
that achieving market validation will play in convinc-
ing an investor your business is the one to back.

3

The Mind of an Investor
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An investor’s perspective

Firstly, I want to make one thing clear – when pitching 
for investment you are not ‘giving away’ equity to an 
investor. You’re selling it. If you think of equity fund-
raising as a sales transaction where you’re exchang-
ing something of value (shares in your company) in 
return for something else of equal value (capital), then 
you’ll make much better decisions when it comes to 
deciding on your investment terms.

By seeing investment as a simple transaction between 
two parties you begin to view investors as you would 
a customer of your business. Suddenly, it becomes 
clear why investors might get frustrated when busi-
nesses are over-valued and when the amount being 
asked for far exceeds the current evidence that the 
business is viable.

Look at it this way: if a house is on the market for 20% 
more than the price of an identical house just next door, 
you would want to see what extra value this house 
would give you for the money, and if you couldn’t see 
that value, you wouldn’t pay the extra that was being 
asked. If you’re buying the house as an investment, 
you’d want to see evidence and sound reasons why 
this house (which appears identical to the cheaper one 
next door) is going to increase in value quicker and 
give you a higher return.

It’s exactly the same for investors. Remember, they’re 
seeing ten or more investment opportunities every 
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week and typically invest in less than 1% of them. 
They spend their days making comparisons between 
different opportunities. When it comes to assessing 
your businesses, investors will be making a decision 
on whether or not your valuation represents a good 
deal based on these seven factors:

1.	 You’ve achieved enough evidence or traction to 
adequately prove your concept

2.	 Your product has strong differentiation from other 
products that already have significant traction

3.	 You’re operating in a large enough market to meet 
your financial goals

4.	 You’ve the potential to command a high market 
share

5.	 You’ve a credible team and board of advisors that 
can make the business a success

6.	 Your business plan correlates with the financial 
resources you’ve assigned to execute it

7.	 You’ve managed to achieve a lot with your 
existing capital

If these seven factors are not reflected in the deal 
you’re presenting, when compared with the other 
investment opportunities they see, then you’ll 
instantly be at a disadvantage in negotiations (if you 
even make it that far). But investors aren’t silly – they 
know when they see a great idea and a business with 
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great potential. If the deal doesn’t make commercial 
sense, they’re going to explain to you why they think 
that. However, before they even begin negotiating 
a different offer, your initial proposal needs to be 
within a reasonable tolerance for them to feel it’s 
worth their time. For example, if they need you to 
reduce your valuation by half in order for the deal to 
be attractive, they’ll most likely not bother.

The fact is, that when faced with a high-risk scenario  
any investor is going to want a sizable amount of 
equity; and the earlier you are in the fundraising jour-
ney, the more risky you appear. An investor needs to 
get a good return to be rewarded for that risk. You’re 
not the only business they’re considering investing 
in, and around 90% of their portfolio will fail.7 With 
just 10% of the portfolio making a profitable exit, the 
returns from this handful of companies have to make 
up for the large number of losses.

Presenting a good deal

Many founders fall into the trap of massively over-
inflating their valuation and over-estimating what an 
investor is willing to pay for shares in their company. 
When you’re at the beginning of the fundraising jour-
ney, it can be tempting to give a high valuation to your 

7	 Marianne Hudson (2017) ‘In-depth angel investor survey sheds  
light on angel success’, Forbes, https://www.forbes.com/sites 
/mariannehudson/2017/12/01/in-depth-angel-investor-survey-sheds-
light-on-angel-success/?sh=3ef39b697d35, accessed 7 September 2020

https://www.forbes.com/sites/mariannehudson/2017/12/01/in-depth-angel-investor-survey-sheds-light-on-angel-success/?sh=3ef39b697d35
https://www.forbes.com/sites/mariannehudson/2017/12/01/in-depth-angel-investor-survey-sheds-light-on-angel-success/?sh=3ef39b697d35
https://www.forbes.com/sites/mariannehudson/2017/12/01/in-depth-angel-investor-survey-sheds-light-on-angel-success/?sh=3ef39b697d35
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brilliant idea based on the potential you think it has. 
By doing this you’ll price yourself out of the market 
and quickly lose credibility with an investor. Once you 
go down this route it will be hard for you to recover.

The most common mistake I see is founders looking 
over to the USA and basing their deal on the crazy val-
uations being given to startups in Silicon Valley. It’s 
so easy to attempt to apply the same valuations here 
in the UK. Unfortunately, spending any time absorb-
ing information about company valuations in the USA 
(and in particular Silicon Valley) is going to give you 
a skewed view of the reality of how investors in the 
UK operate. Our investors tend to be much more con-
servative than American investors. They’re more risk-
averse, and they expect to be rewarded highly for that 
risk. Essentially, we’re just more British about it.

On the other hand, there’s the BBC’s Dragons’ Den  
series. This gives the opposite view of company valu-
ations and how much equity to sell. In most cases the 
deals in the Den are heavily loaded in the Dragons’ 
favour, with businesses giving away huge sums of 
equity for little cash. Now, don’t get me wrong, hav-
ing someone like Peter Jones on your team could be 
a master stroke. But you have to really consider the 
benefit they bring and the actual time they will spend 
on your business before you agree to the type of deal 
portrayed on TV. Many founders are giving away as 
much as 45% of their company in their first round of 
investment, and in some cases for as little as £50,000. 
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This leaves them little room to acquire more funds 
later in the fundraising journey, and still achieve an 
exit deal worth having.

It can be tempting to value your company at what you 
think it will be worth in three to five years, but inves-
tors are only interested in investing in you at the price 
your business could command here and now. There 
are a number of methods available to determine your 
current valuation.

1.	 Cost approach: A valuation based on how much 
has been spent on building the business or how 
much it would cost to rebuild from scratch. This 
approach can be really useful for pre-revenue 
startups and allows founders to value the time 
spent building the business. However, valuations 
can be low as this method fails to take into 
account the value of any intellectual property (IP) 
or the future performance of the company.

2.	 The Berkus method: This method assigns a 
monetary value of up to £500,000 to four major 
elements of risk within the business, as well as 
providing a value for the potential of the idea. 
It’s great for pre-revenue businesses, but it’s 
subjective. The value a founder assigns to each 
element of risk will vastly differ from what an 
experienced investor would assign.

3.	 The scorecard method: This approach is a form 
of comparison between your company and others 
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at a similar stage in the same sector. Various 
risk factors are scored to determine the final 
valuation. This approach puts emphasis on certain 
operational factors. For example, businesses 
with a strong management team and a large 
market opportunity will normally justify a higher 
valuation.

4.	 EBITDA multiple: This method multiplies 
an industry benchmark with your previous 
year’s EBITDA (earnings before interest, tax, 
depreciation and amortisation) to determine the 
value of your company. Benchmark multiples 
can range from 2× to 20× or more. This method 
is more frequently used towards the end of the 
fundraising journey and to determine an exit 
value.

5.	 Discounted cashflow (DCF) analysis: This is 
the most complex method and requires the most 
data. In essence, this method looks to calculate the 
value of your business today, based on projections 
of how much money your business will make in 
the future. Because of its complexity this method 
is often unsuitable for those in the earlier stages of 
the fundraising journey.

‘Valuing early-stage companies is more of an art 
than a science, especially when it comes to those 
at the very beginning of their journey.’

— Cornelius Riethdorf, former senior 
analyst, SyndicateRoom
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By spending the time to calculate your valuation using 
the most appropriate method, and cross-referencing 
it against valuations of similar businesses at a simi-
lar stage, you’ll be in a really strong position to win 
over investors. Even if they don’t completely agree 
with your valuation, you’ll win hearts and minds by 
being able to explain the process you’ve gone through 
to calculate it.

Providing adequate proof

For an investor, seeing that you have proof of concept 
and market validation is a vital part of their decision 
making. They’re looking for evidence that you can 
solve a real problem, and that the problem is big 
enough for customers to pay you to solve it. They’re 
looking for proof that your solution will be adopted 
by the market and preferred to those of competitors. 
They want to see that customers will pay a price 
for your product that will generate profits and that 
enough buyers exist that you can provide a return on 
investment.

Before you even think of raising investment you 
should have some level of proof in all these areas. This 
is typically referred to as product/market fit or market 
validation. Far too many entrepreneurs develop their 
business with a ‘build it and they will come’ mental-
ity – wasting time and resources creating a product 
that the market does not need or values at less than 
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they want to sell it for. If you can’t provide adequate 
validation, then you’ve little chance of convincing an 
investor.

THE POWER OF ASSOCIATION 

I remember working with one founder whose ability to 
raise investment changed almost overnight following an 
endorsement for their FinTech product by a major high-
street bank. The bank had committed to hosting the 
product on its business dashboard for a limited trial – 
providing the development reached certain milestones. 
This gave the fuel needed to inject momentum into 
the campaign and he closed his round soon after. 
Not only did this show market validation, but also it 
demonstrated the founder’s ability to enrol others 
into his vision. Convincing a high-street bank to take 
a risk on a product that was in the earliest stages of 
development was an incredible achievement.

The best form of validation from an investor’s per-
spective is for you to be generating a decent and 
growing stream of revenue. This is clearly not possi-
ble for all businesses seeking investment. But you can 
begin proving product/market fit a long time before 
you’re a revenue-generating business. In most cases, 
this will take the form of a series of product/market 
fit experiments.

The goal with these experiments is to collect evidence 
that proves your product is desired by the market 
and that you can deliver it to that market in a way 
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that makes a profit. This can then be detailed in your 
business plan and presented to an investor in your 
pitch. There are four types of product/market fit 
experiment:

1.	 Validate the problem: During this experiment 
you attempt to prove that the problem you’re 
trying to solve is important enough to your 
customers that they’ll invest time and money in 
solving it

2.	 Validate the solution: Here you look to 
understand whether your proposed solution 
meets customers’ expectations, is an improvement 
on what already exists and is clearly and 
meaningfully different

3.	 Validate the revenue model: Your goal in this test 
is to authenticate your proposed revenue model 
and confirm that your strategy delivers value to 
both you and your customers

4.	 Validate the market: Using the evidence gathered 
in stages 1 to 3 above you aim to define an ideal 
client and check that they form a sufficient market 
from which you can make a profit

In the early stages of the fundraising journey it’s best 
to start with low-cost, simple research techniques. I 
had one client that made a mock-up of their app in 
Microsoft Word and presented the user flow to focus 
groups as laminated cards. The feedback was posi-
tive, and with this evidence he was confident enough 
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to raise a friends and family round to develop a basic 
prototype.

When conducting these experiments, you must do so 
with complete impartiality if you are to get the best 
results. Don’t let your own bias skew your conclusions. 
If anything, it’s best to go into these experiments with 
the mindset of trying to disprove your idea, rather 
than prove it. As nuts as that sounds, it will mean that 
when you do prove there’s a need it’s genuinely the 
market (and not your bias) that has defined the prob-
lem and approved the solution.

If your research tells you that the problem you’re 
solving isn’t important enough, or the solution you’re 
planning on creating isn’t one that the market would 
support, then ‘pivot’ and take a new direction based 
on the evidence you’ve collected. When you’ve estab-
lished your new direction, start your product/market 
fit experiments again so that you can build the evi-
dence you need to convince an investor.

YOUR CUSTOMERS KNOW BEST

One of my first ever clients was Darren, the founder of 
a cyber-security startup in the pre-revenue stages of its 
journey. When discussing with him the problem he was 
trying to solve and the solution he wanted to create, 
the idea seemed to have the potential to unseat Cisco, 
Oracle and IBM as leaders in the UK cyber-security 
market. However, as we began to unpack the wants 
and needs of the customer it became clear that they 
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were unlikely to transfer from their incumbent provider 
to a new piece of unknown tech. As this dawned on 
him, I could see his enthusiasm drain away. We’d just 
uncovered a fundamental flaw in his brilliant idea.

Before things got too bleak, I suggested that first he 
test this assumption (rather than accept it as justified) 
by conducting customer interviews. If it turned out 
that they wouldn’t be willing to adopt his product, 
they might suggest ideas that would still allow them to 
access the benefits. Secondly, I asked whether or not his 
intended solution could be built as an add-on to existing 
cyber-security platforms, thereby upgrading them and 
providing all the benefits of his concept, while at the 
same time reducing the perceived risk to his ideal client. 
After thinking for a minute, Darren became excited 
as he realised this idea could work. All he needed to 
do was go out and prove this new approach would be 
desirable – which after a number of interviews and 
surveys, he did.

By being open to challenge and being willing to take 
a step back and assess what was actually happening, 
rather than what he thought was happening in the 
market, Darren was able to avoid what could have been 
a costly mistake. 

Imagine spending years of your life and hundreds of 
thousands of pounds of someone else’s money build-
ing a product that no one wants, because of your 
own bias. An evidence-based approach to your busi-
ness development and your investment case (and the 
desire to disprove your idea) can save you a whole lot 
of heartache further down the line.



59

The Mind of an Investor

Summary

You now understand the mind of an investor and 
what they regard as a credible investment deal. 
This will help you position yourself as an investable 
entrepreneur and develop fundraising assets that 
will convince investors that your business is the one 
to back. You understand that if your valuation is too 
high or too low you can scupper your ability to raise 
investment before you’ve begun and that you’ve a 
number of methods for determining your valuation. 
Finally, you understand that achieving traction or 
validation of your idea is crucial to your chances of 
success in raising funds.
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W hen attempting to raise investment, many 
founders and entrepreneurs will jump straight 

into creating a pitch deck. They’ll run a Google search 
for slides to include, open up PowerPoint and then 
stare at a blank screen wondering where to start. 
When they do begin to slowly add content, the result 
is often too wordy with a structure that makes for 
difficult reading. They do their research as they go, 
change their mind every time they reopen the docu-
ment and ask countless advisors to review their deck; 
trying to incorporate all the feedback until they have a 
jumbled mess of nonsensical jibber-jabber.

By the end of this chapter you’ll understand the pur-
pose of the pitch and why it’s the pitch, not your 
idea, that ultimately determines whether or not you’ll 

4

Creating a Convincing 
and Compelling Pitch
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receive investment. You’ll know what it takes to create 
a credible and investable pitch and how to turn a poor 
pitch into an investment winner.

Beating the odds

The main goal of an investment pitch is to open doors 
and create opportunities for you to meet face to face 
with a potential investor, so that you can go through 
your business plan, financial projections and invest-
ment opportunity in greater detail – and if all goes 
well, discuss investment terms. The pitch is the key 
that unlocks further discussion and leads to a deal. 
Being without a pitch is like standing in front of a 
vault full of cash without the means to open the door.

But even with a pitch, the chances of getting access 
to the vault are slim. The average angel investor sees 
ten pitch decks a week and makes just two invest-
ments per year, while venture capitalists (VCs) back 
just one in every 150 deals they see. It’s therefore no 
surprise to learn just 1% of founders successfully raise 
investment.

Even when an entrepreneur does have a pitch, it’s not 
like standing in front of the vault with the key in their 
hand; it’s more like standing in front of a vault next to 
one hundred of their peers. There’s just one key, hang-
ing on a hook 100 metres away. Only the entrepreneur 
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in the best shape will make it to the key ahead of the 
others and gain access to the cash.

Every one of your competitors has a pitch. To succeed 
you must have a pitch that gives you an unfair advan-
tage and puts you at the front of the pack. Otherwise 
the odds are heavily stacked against you.

Understanding the purpose of a pitch

On the surface, the pitch is used as a tool to promote 
an investment opportunity to investors, giving them 
the necessary information to make a decision on 
whether or not they wish to make an investment. But 
by digging a little deeper, we see there are five objec-
tives that a great pitch should achieve:

Objective One: De-risk the investment  
opportunity

An investor typically operates on the basis of 
calculating risk. If they can spread their capital across 
a variety of risk profiles, they’re likely to win big. 
Different businesses have different levels of risk, 
and with more risk investors seek bigger returns to 
compensate. A smart investor would look to make a 
range of investments, some with high risk and high 
return, others with a low risk and modest returns. The 
earlier you are in the fundraising journey the higher 
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the risk you present. It’s the job of the pitch to de-risk 
the investment opportunity in the eyes of investors. 
The more capable, credible and viable you appear 
against similar opportunities the more likely it is an 
investor will back you.

‘Every investment manager has a checklist that 
they go through. If I can go through a pitch and 
quickly tick everything off that checklist, then 
I’ll want to meet the founder and talk about the 
business in more detail.’

— Ranvir Saggu, ex-managing director – 
Europe, Fosun International

Objective Two: Show the investment is in safe  
hands

An investor needs to believe that the money they put 
into your business is going to be used wisely. There are 
a few ways you can show this, such as documenting 
what you’ve achieved to date; presenting relevant 
performance metrics; demonstrating you’re an 
experienced team with sector or domain expertise; 
and presenting clear objectives and validation – all 
backed up by detailed financial projections and a 
business plan.

THE VANISHING ACT

I’ve witnessed the gamble investors take in entrusting 
founders with their cash first-hand. In one of the first 



65

Creating a Convincing and Compelling Pitch

deals I was ever involved with, an early-stage startup, 
the founder went rogue, just nine months after receiving 
a £1m investment. Neither I nor the investors had a clue 
what had happened to him. He seemingly vanished.

It turned out that not only was the founder paying 
himself a large salary and taking extravagant ‘business 
trips’ with his girlfriend, but he was also unable to 
deliver the tech he’d pitched. In doing so, he’d racked up 
a monthly burn rate way higher than his plans indicated. 
Ultimately the business failed, and the founder went 
into hiding.

Demonstrating to investors that you are willing to put 
robust reporting procedures in place and keep them 
informed on your progress towards data-driven tar-
gets will signal to would-be backers that you are will-
ing to be held to account and that you understand that 
they want to be kept abreast of how the company is 
developing and how their investment is performing.

Objective Three: Excite investors about the vision

Your pitch must be able to enrol investors into your 
vision. The earlier you are in the fundraising journey 
the more important this is. Without significant trac-
tion or revenue, it’s vital to be able to excite an inves-
tor about the positive impact of your idea. If they can 
feel your passion and get excited themselves about 
what you’re attempting to achieve, they’re much more 
likely to take a risk on you rather than an entrepreneur 
who’s simply chasing the money.
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‘The pitch must align with both my head and my 
heart. A founder’s purpose – why they do what 
they do – has to be really clear. A lot of founders 
jump immediately into facts and figures, when I 
really just want to understand what their business 
is and how their business is going to change the 
world.’

— Sacha Waters, equity fundraising 
manager, Crowdcube

Objective Four: Show exciting returns

You must be able to showcase exciting returns from the 
investment. At the end of the day this is why investors 
are investing. The later you are in the fundraising 
journey the more it becomes about the returns and 
the less it is about the vision. You need to show great 
enthusiasm for how big your business could get, while 
also keeping your presentation realistic. It’s no good 
living in a dream world with unrealistic projections, 
but equally you should not be overly conservative. 
Your job as an investable entrepreneur is to find a 
sweet spot somewhere in the middle: to be ambitious 
with a healthy dose of realism. Of course, this all 
needs to be backed up by the market research within 
your business plan, so that you can provide evidence 
that your projections can be realistically achieved in 
the timeframe set out.
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‘It’s very difficult for founders to create the 
business plan. I absolutely get it. On one hand, 
investors like myself want you to be realistic, on 
the other we want you to show us an exciting 
business opportunity. Balancing those two things 
is a very difficult task for founders to get right.’

— Jason Warren, investment manager, 
Mercia

Objective Five: Make it easy for investors 
to understand your business

Well over 90% of the investors I speak to – whether 
angel investors, family offices or venture capital 
funds – say that not being able to understand the busi-
ness idea is by far their biggest frustration when it 
comes to receiving a pitch. In my experience there are 
two main causes for this. The first is that founders are 
too close to their business to see it the way everyone 
else does. When you’re on the inside looking out it 
seems blindingly obvious what you do and why you 
do it. An investor, however, is on the outside looking 
in; things that make sense to you are meaningless to 
them because they don’t have the context that you 
have. The second is where founders digress into all 
sorts of additional future applications their idea might 
have, thinking this will bolster their chances of raising 
investment. In reality it only serves to confuse the 
communication and prove to investors there is a lot 
more work to be done on the product/market fit.
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‘In order to get through the door, your businesses 
must be very succinctly communicated. I need 
to be able to understand what your business 
does very quickly; the market it serves needs to 
be powerful; and there needs to be a coherent 
message. An investor is seeing a lot of different 
opportunities and they review each deck quickly. 
So, the communication needs to be very quick, 
very clear and very effective.’

— James Merryweather, investment 
manager, KM Capital

The approach for creating a 
convincing pitch

The best way to approach your investment pitch is to 
think of it as you would a sales pitch; it’s a tool that 
gets you into a room with decision makers to discuss 
the details of your opportunity in greater detail. In the 
same way a sales pitch tells your customers what to 
expect from the product or service they’re buying, an 
investment pitch tells investors what they are buying 
into.

When you think of your investment materials as sales 
and marketing collateral you begin to realise that you 
can’t please everyone and that some investors are just 
not your target audience. They may want additional 
information and evidence (that you don’t currently 
have) or be looking for a dramatically different 
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business model or sector to your own. It’s tempting 
to go away and make fundamental changes to your 
pitch (or even your business model) based on the 
response of one investor, thinking this will improve 
your chances of investment next time you pitch.

Think carefully before you make such changes. If 
you’ve followed the principles outlined in this book, 
then you’ll have a pitch in place that will convince 
investors of the strengths of your business. Don’t 
make the mistake of constantly reinventing your pitch 
based on feedback from every investor meeting. The 
chances are they just weren’t your target audience. 
Your time is much better spent finding investors that 
buy into your vision and can see what you see.

Apple don’t please everyone with their iPhone. If 
they did, all other manufacturers would be put out of 
business and they’d own a monopoly. There are plenty 
of passionate critics that will take every opportunity 
to tell you how overpriced their products are, how 
their technology lags behind some Android brands 
and that the battery life is poor. Even so, Apple is one 
of the world’s most recognisable and valuable brands. 
If they changed their product, their market and their 
vision because some people don’t appreciate the 
value Apple adds to its market, do you think they’d 
continue to have the success they’ve enjoyed for so 
many years? I doubt it.
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Whatever you do while creating your pitch and 
positioning yourself as an investable entrepreneur be 
sure to stay true to yourself and your big vision. By all 
means pivot if you need to, but only when the mar-
ket tells you to, not because an investor you’ve just 
met is sceptical about the likelihood of your success. 
Don’t morph into someone you’re not or turn your 
business into something you’re not passionate about 
for the sake of securing an investor. There are plenty 
out there. By being an investable entrepreneur, you’ll 
be able to be more selective in choosing investors that 
align with your vision, rather than aligning your pas-
sion with that of an investor.

Great ideas don’t raise investment, 
a great pitch does

It may sound counter-intuitive, but whether or not 
you raise investment has little to do with your idea, 
and nearly everything to do with how you commu-
nicate it. If you work in a co-working space, have 
attended an incubator, taken part in an accelerator or 
been attempting to raise investment for some time, 
then you’ve probably come across many business 
ideas that you were unsure about; and you’ve prob-
ably seen some of those ideas raise investment. You 
probably think, ‘My idea has so much more potential 
– how come they managed to get investment?’
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In all likelihood, it’s because they’ve been able 
to explain their idea clearly. They’ve nailed their 
communication and articulated what they do, how it 
works and why it should exist better than most. Their 
idea may well suck compared to yours, but they’re 
able to attract investment because the investors know 
what it is that they’re being asked to invest in.

Without a good pitch an entrepreneur is just not going 
to be invited to discuss their investment opportunity 
in greater detail. Investors haven’t got the time to 
read between the lines and try to figure out for them-
selves what you do, nor are they interested in making 
assumptions and guessing. Their time is precious, and 
the stakes are high. They won’t waste their time meet-
ing someone based on guesswork.

Think of it this way: if you’re unable to properly artic-
ulate what your product or service is to an investor, 
how are they to expect that you can convince clients to 
buy it? If you can’t inspire them with your vision, how 
are they to believe you can attract the best employees 
to work for you or big brands to partner with you? 
Relying on the power of your idea alone will do you 
no favours. A great pitch, on the other hand, is the 
rocket fuel that will get your idea off the ground.
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Summary

You should now understand the purpose of the pitch 
and why it’s the pitch, not your idea, that ultimately 
determines whether or not you’ll receive investment. 
You know what investors are looking for in a compel-
ling pitch and the approach you must take to turn a 
poor pitch into an investment winner. Over the next 
few chapters you’ll discover ‘The Six Principles of the 
Perfect Pitch’. When you’re ready, it’s time to delve 
into each principle, so that you can craft a convincing, 
compelling and credible pitch that will position you as 
an investable entrepreneur.



PART TWO

THE SIX PRINCIPLES OF 
THE PERFECT PITCH

Crafting a perfect pitch will remove the biggest barrier 
between you and the investment you need to fulfil 
your entrepreneurial dreams. ‘The Six Principles of 
the Perfect Pitch’ gives you a step-by-step method for 
turning your idea into an investment winner.
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Before we begin Part Two and explore ‘The Six 
Principles of the Perfect Pitch’, I first want to 

explain three phases in which you create a credible and 
investable pitch. Each of the six principles applies to 
one of these phases. Each phase is as vital as the other 
two – to create a pitch that is an investment winner 
you must complete each phase in the order shown 
below. You must not start one before completing the 
previous one and you must not miss out a phase. 
Those that do, present a poorly conceived pitch and 
stand little chance of ever convincing investors that 
their business is the one to back.

5

The Three Phases of 
the Perfect Pitch
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PHASE 2:
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PREPARE

THE SIX PRINCIPLES OF THE PERFECT PITCH

Phase 1: Prepare

During this phase you’ll create two critical fundrais-
ing assets – a persuasive business plan and a set of 
credible financial projections. The focus of the Prepare 
phase is on ensuring that the information in the busi-
ness plan and financial projections meets with inves-
tor expectations, holds up to investor scrutiny and 
presents a clear product/market fit. This content is 
then used as a basis for creating your pitch (the third 
critical fundraising asset) over the second and third 
phases. It’s no surprise that this phase contains the 
first two principles: Plan and Projections.

Phase 2: Construct

By the end of this phase you’ll have completed the 
written content for your pitch. You’ll have used the 
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raw information from the business plan and financial 
projections to produce a clear, compelling and logi-
cal narrative with concise and articulate content. Your 
business plan of 30-plus pages and your multiple 
financial spreadsheets are distilled into 15 to 20 key 
slides, each containing less than 100 words. Each slide 
will contain only the most relevant and important 
information, and each sentence will pack a punch. 
The language you create will leave the investor in no 
doubt what your business is and what massive poten-
tial you have. This phase contains three of the six prin-
ciples: Structure, Content and Clarity.

Phase 3: Create

The Create phase is where the content is transformed 
into a professional presentation that builds trust and 
authority with investors. The use of typography, dia-
grams, imagery and infographics will produce a pitch 
deck that quickly and clearly explains to investors 
what makes your idea special and why they should 
invest. By using information design principles, you 
can make sure all the content is presented clearly, 
while allowing the design style you adopt to reinforce 
your brand positioning, values and ethos. The Create 
phase contains the last of the six principles: Design.
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Summary

You now know the three key phases of the perfect 
pitch: Prepare, Construct and Create. You understand 
how each phase relates to the broader context of ‘The 
Six Principles of the Perfect Pitch’ and you know 
where each of the six principles fits within each phase. 
You appreciate that each phase informs the next and 
realise that in order to produce a compelling and pow-
erful pitch, you must complete each phase in order 
and not miss out a step in the process. Now that you 
understand the three key phases, we’ll dive into each 
of the six principles individually.
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You cannot create a pitch that will convince 
investors without first having a believable 

business plan. The business plan lays the building 
blocks of a great pitch. It’s the life-blood of the content 
and narrative. It’s what allows you to consider and 
showcase exactly how you plan to build your business, 
deliver commercial value and achieve a return on their 
investment. To create the perfect pitch, you must first 
have a believable plan.

By the end of this chapter you’ll understand the impor-
tance of creating a clear and credible business plan. 
You’ll be familiar with ‘The Three Cs of the Perfect 
Plan’ and you’ll understand the mistakes founders 
and entrepreneurs make most often when preparing 
their business plan ahead of their investment round.

6

Principle One: Plan
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The importance of a business plan

When I started writing and designing pitch decks for 
founders back in 2016 my expectation was that found-
ers would come to me with a fully formed business 
plan ready for me to turn into a concise and articulate 
15–20 slide pitch deck. However, I soon realised that 
this was rarely the case. More often than not, founders 
and entrepreneurs hadn’t properly considered their 
business plan, thinking the pitch deck and business 
plan would be the same thing. They’re not.

It’s for this reason that I started running onboarding 
strategy workshops, to help my clients formalise their 
thinking around their business plan. Getting the busi-
ness plan right must happen before you even begin 
considering your investment pitch, or you’re wasting 
your time. It’s why creating a believable business plan 
is the first principle in ‘The Six Principles of the Per-
fect Pitch’.

Entrepreneurs who decide to treat their pitch as their 
business plan soon regret it. The content in their pitch 
is often confused and inappropriate. This is because 
they’ve never tried to define all the aspects of their 
business in one place; instead their plans are in their 
heads, as notes on their phones or in email exchanges 
between co-founders. Without trying to pull it all 
together and write it down you’ll fail to consider how 
each part of the plan links with the others and you’ll 
not properly check and research key aspects of your 
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business model. It’s therefore inevitable that without 
first writing a business plan, you’ll struggle to create 
a convincing pitch. You’ll lack content, depth and 
credibility.

Also, without a business plan you’ve no further 
information to give an investor when asked – at least 
not in a form that has been formalised and polished, 
and is easily understood. Instead you’ll babble, forget 
important information or try desperately to justify 
your reasoning – knowing that in reality you have 
little evidence to support your claims.

Your business plan defines your strategy for deliver-
ing commercial success. It identifies the challenges 
you’ll face and how you’ll overcome them. You’ll 
consider the risks, as well as the opportunities. Most 
importantly, it will map out how you’re going to 
deliver returns to your investors.

By putting these plans for growth down on paper, 
you’re creating a physical asset that will support your 
fundraising effort. It can be sent to investors on their 
request and be referred to in a meeting when a tricky 
question is asked. Having your plan documented as a 
formal fundraising asset only goes to build your credi-
bility – investors will be able to see for themselves that 
you’ve considered at length the detail of how you’ll 
achieve success.
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Ultimately, your business plan forms the basis of your 
winning pitch. It’s where you can set down all the 
information about your business in great depth; con-
sider how each part of the plan interacts with the oth-
ers; and ensure you cover in enough detail all the areas 
about which an investor could conceivably require 
information. When you do this, you can be confident 
that your pitch will hold up to scrutiny.

The Three Cs of the Perfect Plan

Entrepreneurs struggle most in three areas when it 
comes to creating an investable business plan. It’s 
why I focus a lot of my time ensuring that my clients’ 
business plans are Correct, Consistent and Credible. 
I  call these ‘The Three Cs of the Perfect Plan’ and 
they ensure that every business plan I produce is 
robust, meets investor expectations and holds up to 
scrutiny.

I often liken an investor considering the merits of a 
business plan to someone considering buying a clas-
sic car. My father-in-law, Mick, is a big fan of classic 
cars, and I often go with him to car auctions. Standing 
in a fume-filled warehouse, observing him assess the 
potential purchase of a 1964 Austin Healey, it dawned 
on me that purchasing a classic car is just like buying 
equity: Mick is purchasing an asset (in this case a clas-
sic car), hoping that it will go up in value over the next 
five years. He’ll enjoy the ride for a period, then look 
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to sell it for a profit that massively outstrips inflation, 
then reinvest the proceeds in more assets – such as a 
rarer car that has the potential to generate even higher 
returns. The way Mick assesses a deal is remarkably 
similar to how an investor assesses a business plan.

Be correct: avoid missing content

The first thing Mick will do is check that correct infor-
mation is provided for him to base a decision on. 
He’ll start a few days before the auction, looking at 
the online listings. He has a list of criteria he’s look-
ing for in a good classic car investment: make, model, 
year, engine size, mileage and other things. If a listing 
doesn’t have the information he’s looking for, that car 
won’t make it onto his shortlist – there’s only so much 
time ahead of the auction to view the cars, so you have 
to have a list of the ones you’re interested in and check 
those out first. It’s the same with your pitch – if you 
don’t include the information the investors are look-
ing for (because it’s not been properly considered in 
your business plan) then it’s unlikely you’ll make it 
onto their shortlist.

Most business plans written by entrepreneurs I’ve 
worked with have missed vital information. I find 
entrepreneurs are great at including detail about their 
product – how it works, the technology they’ve used, 
the features it has and generally how incredible, amaz-
ing and innovative their idea is. They’re also great 
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at documenting their processes and the staff they’ll 
require to develop the product. However, they’re less 
good at thinking about the staff they’ll need to operate 
the core business functions such as human resources 
(HR), sales, marketing and admin. They also tend to 
lack sufficient detail in the market analysis, competitor 
research, product validation and customer acquisition 
strategy.

Be consistent: avoid mismatching content

When we arrive at the auction, we make a beeline to 
the cars at the top of Mick’s shortlist. The first thing he 
does is check for consistency: to see whether the car 
lives up to the listing, the pitch he’s seen online. He’ll 
check under the bonnet to see the state of the engine, 
check under the chassis for water and oil leaks, and 
(much like an investor checking through your busi-
ness plan) he’s got some neat tricks that he uses to 
check that everything appears as it should: such as 
lifting up the carpet in the boot (apparently this is 
often the first place to rust) or tapping the bodywork 
for signs of filler (a dink for metal, a donk for filler – in 
case you’re interested). If the car is inconsistent with 
the pitch, it’s quickly crossed off the shortlist.

I often see business plans in which the content, data 
and research across various sections of the plan do not 
match up. This can be for a number of reasons; per-
haps different parts of the plan have been created by 
different members of the team in isolation from one 
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another, perhaps they’ve been created months apart or 
perhaps it’s simply that one part of the plan has been 
updated and the founder failed to realise that doing 
this had a knock-on effect on other parts of the plan.

When prepared correctly, each part of the business 
plan should inform the others. For example, the 
target market will help define the market opportunity, 
the market research will impact on the customer 
acquisition strategy and the operational strategy will 
determine the HR requirements. The last thing an 
investor wants to see when assessing an investment 
opportunity is research, data and information that 
don’t seem to relate to one another. It raises red flags, 
and means they question your ability to properly run 
and manage your business. A consistent narrative 
across your business plan, however, will build your 
authority and trust in you as an entrepreneur.

Be credible: avoid unrealistic content

The third task before deciding whether or not to invest 
in the car is determining the credibility of what’s 
been assessed so far. Mick will usually want to see 
the ownership history, original documentation and 
an extensive service history that documents the work 
the car has had done. He’ll want a log of which parts 
are original, which have been replaced and which of 
those replacements have been original genuine parts. 
He’ll also try to speak to the current owner to find out 



86

INVESTABLE ENTREPRENEUR

vital information that might hinder the car achieving 
its possible future value.

In exactly the same way, an investor will want to 
see that you have a range of primary and secondary 
research to back up your claims and that you have 
reasonable explanations for the assumptions you’ve 
made. They too will want to speak with you to deter-
mine whether you’re able to deliver a return on their 
investment.

It’s typical to see entrepreneurs over-inflate their 
facts, figures and metrics (whether on purpose or 
unintentionally). It’s all too easy to fall into the trap of 
writing your business plan from a biased perspective; 
you may catch yourself being more sympathetic to 
information that proves your point while ignoring 
data that contradicts it, or you may try to make your 
data seem more impressive than it is – all in an attempt 
to impress an investor. But a seasoned investor can 
easily see through such attempts and when they do, 
they’ll think either that you’re incompetent or that 
you’re trying to pull the wool over their eyes – neither 
of which will lead to investment. By being realistic, 
rooting your plan in thorough research and committing 
yourself to detailed consideration of all aspects of it, 
you’ll be able to ensure you and your business appear 
credible and hold up to investor scrutiny.
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Summary

You now understand that having a business plan is 
vitally important for creating a clear and credible 
pitch. Not only that, but you’re aware that a well-
researched plan gives credibility to your cause and 
when documented becomes an asset that you can 
leverage to convince investors. You’re also familiar 
with ‘The Three Cs of the Perfect Plan’ – and have 
guidance on how to ensure your business plan is 
correct, consistent and credible.
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T  he next step in producing the perfect pitch is 
creating a credible set of financial projections. The 

aim is to show that you understand the financial risks 
and rewards by mapping out, in financial terms, the 
impact your business plan will have on the growth of 
your business. If the business plan is the life-blood of 
the content and narrative, it’s the financial projections 
that give ultimate credibility to your cause.

By the end of this chapter you’ll understand how to 
create your forecasts and learn more about the three 
fundamentals of financial projections: growth, speed and 
exit. You’ll also understand the key metrics investors 
are looking for to assess your investment opportunity 
and determine whether or not your business is the one 
to back.

7

Principle Two: Projections
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The three fundamentals of financial 
projections

Investors are looking to back scalable businesses that 
come with a large pay-out on the day of exit. Your 
financial projections are the tool that allow you to show 
that you can deliver this level of return, while also 
showing investors that you’ve properly understood, 
scrutinised and justified the financial risks involved in 
delivering on your business plan. Through your pro-
jections, investors will be able to see for themselves 
how your strategic decision making will deliver the 
financial performance needed for a profitable exit.

At a macro level, investors are looking for three things 
from your projections: growth, speed and exit. If you 
approach your forecast with these three fundamentals 
in mind, you’ll prepare projections that will leave you 
primed for convincing investors.

Growth

Investors want to see high, sustained growth. Typi-
cally, this means showing you have the ability to gen-
erate £15–50m in annual revenue. Lower than £15m 
often will generate too small a return for the risk 
involved, forecasting revenue higher than £50m per 
year is likely to seem irrational if you’re in the earlier 
stages of the fundraising journey. To get to these kinds 
of figures, you’ll need ambitious year-on-year growth. 
The definition of a fast-growth company or scale-up 
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is a business ‘growing at 20% per year for past three 
years in either profit, turnover or employees’.8 Your 
projections will almost always need to achieve much 
higher growth than this if you are to attract the aver-
age investor.

Speed

Not only do investors want to see high growth, but they 
need to see it happening at speed. They’re unlikely to 
want to wait 20 years to get their money back. With 
this in mind, you must consider your fundraising 
journey and the speed with which you can progress 
from one stage to the next when creating your projec-
tions. Typically, investors are looking for an exit in five 
years. You must, therefore, forecast to spend enough 
in the first couple of years to quickly get to the point 
of being able to launch to market, and then enough in 
the next three years to significantly grow revenues to 
somewhere between £15m and £50m per year.

Exit

Angel investors are looking for a 10× to 30× return on 
their investment at the time of exit, while VCs want 
to see the potential for 150× or more. When it comes 
to calculating an exit valuation, the basic formula is 

8	 Sherry Coutu (2014) The Scale-up report on economic growth, 
ScaleUp Institute, www.scaleupinstitute.org.uk/wp-content/
uploads/2019/12/scaleup-report_2014.pdf, accessed 7 September 
2020

http://www.scaleupinstitute.org.uk/wp-content/uploads/2019/12/scaleup-report_2014.pdf
http://www.scaleupinstitute.org.uk/wp-content/uploads/2019/12/scaleup-report_2014.pdf
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Valuation = Profit × Multiple (sometimes revenue is 
substituted for profit). The multiple is a variable figure 
and will be determined by an industry benchmark 
(which increases or decreases based on the underlying 
assets in your business – some of these assets are 
tangible, such as stock and equipment; others are 
intangible, such as brand, culture, systems and IP). To 
ensure your projections are attractive to an investor, 
you’ll need to ensure your profit allows for your 
business to be valued highly enough at the time it is 
sold.9

Knowing the exit multiple for your type of business 
and sector is vital. Without it, you’re unable to 
validate your financial projections and ensure that 
you will be able to exit at a valuation that achieves 
a suitable return. Doing full valuation research to 
find an agreeable day-of-exit valuation can be time-
consuming (there are agencies dedicated to doing this 
for you). That said, a quick Google search for EBITDA 
multiplies in your sector will soon reveal a range of 
benchmarks to get an indicative understanding of 
your exit valuation potential.

If your financial forecasts fail to deliver on growth, 
speed and exit, then you’ll struggle to bring investors 
on board. If this is the case, you may wish to consider 
other forms of financing your business, or alternatively 
you may need to seek help to see if professionals can 
help you rework your business plan and build more 

9	 Sherry Coutu (2014)
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robust projections that deliver the level of returns 
required.

PROBLEMATIC PROJECTIONS

Many founders struggle with the financial projections. 
For most, dealing with spreadsheets is the worst part of 
the job. But one story in particular springs to mind when 
I think of the importance of applying growth, speed and 
exit. I’m not going to use the founder’s real name – it 
wouldn’t be fair – but I am going to share their story, so 
that you don’t make the same mistake.

Sally was seeking £500,000 in return for 15% 
equity – a pre-money valuation of £2.8m. Given her 
company’s current traction and the stage they were at 
on their fundraising journey, this seemed reasonable. 
Unfortunately, Sally hadn’t considered their financials in 
terms of growth, speed and exit.

She’d fallen into the trap of basing her projections on 
a simple 30% year-on-year growth. Given that she 
expected to launch with around 2,000 clients from day 
one by converting some of their existing community, 
30% annual growth meant that by the end of year five 
she would have just over 9,500 users. Her revenue per 
user was just £5 per month – giving her business just 
£570,000 in annual recurring revenue. The Valuation = 
Revenue × Multiple formula generated a £2.6m valuation 
on the day of exit. The maths simply didn’t add up. 
Based on their projections the business valuation would 
have reduced by £200,000 over the first five years.

By working with the founder, I was able to carry out 
market research that allowed for higher assumed 
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revenues, a more realistic growth rate and more 
accurate market penetration. At the same time, we 
improved the revenue model and increased the lifetime 
value of her customers by showing that new revenue 
streams could be added in years three and four. This 
resulted in five-year projections that hit the £15m mark 
with an exit valuation of £70.5m – a 20× return for 
investors.

Creating your financial projections

Creating financial projections isn’t accounting. 
Accounting is being able to look backwards in time 
and document what actually happened in the business 
so you can issue dividends and pay your tax liabili-
ties. Forecasting on the other hand is about looking 
into the future and making educated guesses.

To make these guesses as credible as possible they 
must be well researched so that the assumptions you 
base on them appear realistic. For the most part these 
assumptions will be taken from your business plan. 
You may find that you need to adjust some of the 
assumptions as you work them into your projections. 
If so, it’s vital that you go back and update your 
business plan accordingly. All too often I see financial 
projections that appear separate from the business 
plan – they’re telling different stories about the same 
business. When this is translated into your pitch, 
you’ll end up with an inconsistent and unfathomable 
business case.



95

Principle Two: Projections

It’s desirable to include five years of forecasts in your 
projections as this relates to a typical investor’s expec-
tations of an ideal exit timeframe. Remember, your 
projections consist of four assets – your profit and loss 
forecast, cashflow summary, balance sheet and key  
financial metrics. Let’s look at each in turn.

Profit and loss forecast

Your profit and loss (P&L) forecast will document the 
income and expenses you project over the forecasted 
period. You need to consider three components of this:

•	 Revenue: This is the income generated by the 
business by selling its product or services. You’ll 
need to consider your different revenue streams 
as well as how your sales will grow each month 
according to your marketing strategy. If you’re 
adopting a recurring revenue model, don’t forget 
to consider your monthly churn rate (this is 
defined in ‘Key financial metrics’, below).

•	 Cost of sales: This is the direct costs you incur 
in producing and/or delivering your product 
or service. Consider the costs that are associated 
with producing the product or delivering the 
service (such as raw materials and labour costs). 
These are often variable costs that fluctuate with 
revenue.

•	 Operational costs: This includes all the expenses 
not related to production. They will include 
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how much you spend each month on admin, 
sales, marketing, legal fees, rent, overheads, 
management salaries and probably several 
other types of cost particular to your type of 
business. It’s often easy to miss some costs 
such as recruitment fees or costs of training 
new staff.

Cashflow summary

Your P&L forecast will record the income from a sale 
in the month in which the sale was made. Equally, the 
cost of an expense will be documented in the month 
you plan to purchase the item. However, this fails to 
take into account the actual flow of cash in and out of 
the bank account. For example, you may have a 30-day 
payment term on your invoices. As a result, while the 
revenue is recorded in the P&L in month one, the cash 
doesn’t hit your bank account until (at least) month 
two. The same principle applies to expenses.

When creating your projections, it’s important to 
include a cashflow summary so that you can dem-
onstrate to investors that you’re able to effectively 
manage your cashflow and meet your commitments, 
such as payroll, every month. Showing how much 
cash you’ll have available gives confidence that you’ll 
be able to capitalise on any opportunities that come 
your way and have the resources available for any 
unexpected problems.
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Balance sheet

Unlike the P&L and cashflow summary, the balance 
sheet details your business’s net worth at any point 
in time. This is the document that shows investors the 
value of their equity and consists of three parts:

•	 Assets: Your assets are the things that your 
company owns and are split into current assets 
and fixed assets. Current assets include available 
cash and anything that could be converted to 
cash within a year, such as outstanding invoices 
and stock. Fixed assets are things owned by the 
company that are not expected to be converted 
into cash within a year, such as equipment, 
machinery and property.

•	 Liabilities: These are debts owed by the business: 
essentially, invoices owed to suppliers and 
contractors as well as loans, mortgages and taxes. 
As with current assets, there are current liabilities 
and long-term liabilities. Current liabilities must 
be paid within a year, while long-term liabilities 
will fall due more than one year from the date of 
the balance sheet.

•	 Shareholders’ equity (or net worth): This section 
of the balance sheet is how the document gets 
its name: where the sums balance. The company 
assets minus its liabilities must equal the net 
worth of the company. This total is the value of 
the shareholders’ equity holding. Two types of 
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equity need to be considered when forecasting 
net worth: paid-in capital – the amount of capital 
received via the sale of shares – and retained 
earnings – the profits that are to be reinvested back 
into the business.

As a minimum you should present investors with an 
opening and closing balance sheet for the first year 
after investment. However, I prefer to show investors 
a rolling balance sheet which forecasts the net worth 
of the business for each month throughout the five-
year forecast period. Doing so demonstrates that you 
understand your balance sheet movements month by 
month, rather than just at one given point in time. This 
helps an investor better understand the developing 
trends over the period of the forecast, in the same way 
your P&L and cashflow projections do.

Key financial metrics

Investors will often quantify a good investment 
opportunity using key metrics that give them a snap-
shot of your current or projected performance. Below 
are the most common metrics that investors will look 
for when assessing your investment opportunity:

•	 Annual recurring revenue (ARR): The proportion 
of each year’s income that is expected to repeat 
year on year – these revenues are more predictable 
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and ought to be more dependable than one-off 
sales

•	 Gross profit: The profit a company makes after 
deducting the cost of sales from revenue

•	 Lifetime value (LTV): A prediction of revenue 
gained from the entire future relationship with a 
customer

•	 Customer acquisition cost (CAC): The cost of 
turning a prospect (who may never have heard 
of you) into a customer (their money is in your 
account), including marketing and sales costs

•	 Customer churn: The average monthly loss of 
customers, typically in percentage terms

•	 Burn rate: The average rate at which cash in the 
business is decreasing

•	 Margin: The amount the product or service sells 
for above the actual cost of sale

You’re able to calculate these metrics directly from 
the projection assets you’ve created. By document-
ing these key metrics in a financial summary and 
detailing some of them in your pitch, you’ll be able 
to quickly communicate to investors the financial per-
formance they can expect from your business, and 
why you make for an exciting investment opportu-
nity. By saving investors from having to work these 
out for themselves you’ll give yourself a competitive 
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edge over other founders competing for the same pot 
of cash.

Summary

You now know about the three fundamentals of 
financial projections: growth, speed and exit and how 
to make sure your projections stack up against inves-
tor expectations. You’ve an overview for each of the 
assets that make up your financial projections (your 
P&L forecast, cashflow summary and balance sheet) 
and are aware of key metrics investors look at to assess 
your investment opportunity.
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Having completed the Preparation phase of ‘The 
Six Principles of the Perfect Pitch’, we now 

find ourselves entering the Construction phase and 
considering the third principle: Structure. The struc-
ture determines which information from your busi-
ness plan and financial projections is included in your 
pitch as well as the order in which you’ll deliver this 
information to an investor. Without considering the 
structure you’ll end up with a pitch that is difficult to 
follow and a business case that is almost impossible to 
comprehend, let alone invest in.

By the end of this chapter you’ll learn why consider-
ing the structure of your pitch before you write any 
content is so important. You’ll understand how get-
ting the structure right lets you unpack your idea in 

8

Principle Three: Structure
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a logical and investor-friendly way. You’ll also learn 
the biggest mistake that I consistently see entrepre-
neurs make when creating their pitch structure, and 
you’ll be introduced to the five acts of the perfect 
pitch, a method you can use to craft a compelling and 
memorable presentation.

Why structure is important

The structure of the pitch is vital, it’s what helps an 
investor easily digest all the information about your 
business in a way that is logical and easy to under-
stand. A good structure should take the investor on a 
journey of discovery. It’s like the plot of a good novel. 
You probably wouldn’t begin a novel with the ending, 
but you certainly would start writing it with the end 
in mind. In fact, before you write anything, you’d con-
sider the whole plot from beginning to end – think-
ing carefully about the journey you want to take the 
reader on.

That’s exactly how this book started: with a struc-
ture. I considered all the things I wanted to tell you 
about becoming an investable entrepreneur, and the 
order in which I need to tell them so that this book 
makes sense to you. There would be no point in me 
jumping into ‘The Six Principles of the Perfect Pitch’ 
without first making sure you understand the founda-
tions – elements like the fundraising journey, the key 



103

Principle Three: Structure

fundraising assets and the purpose of a pitch have 
all given you vital context. Equally, it’s no good me 
stopping at ‘The Six Principles of the Perfect Pitch’ 
and leaving you without any knowledge of how you 
go about getting these fundraising assets in front of 
investors.

The structure of your pitch is important for three rea-
sons:

1.	 It will help you effectively break down the 
narrative into digestible chunks, keeping your 
text pithy and to the point; this will help no end 
during principle four: Content.

2.	 It will help investors navigate your pitch and 
better absorb the information about your idea, 
business case and market.

3.	 It will ensure your pitch demonstrates the three 
elements of being an investable entrepreneur 
(that you’re highly resourceful, understand the 
financial risks and have a plan for commercial 
success).

When it comes to planning your structure it’s impor-
tant to understand that 80% of angel investors describe 
themselves as ‘sector-agnostic’. This means that you 
should assume the investors are not experts in your 
niche and will know very little about the particular 
sector in which your business operates. In addition, 
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it’s also safest to assume they’ll know almost nothing 
about your business itself.

The structure, therefore, is key to building up an 
investor’s knowledge of both your business and the 
market or niche in which it operates. It’s therefore 
important that each slide builds upon the information 
given in the slide before, so that the investor can go 
from knowing nothing about your business and mar-
ket, to understanding enough to make a judgement on 
whether or not they’re interested in pursuing invest-
ment – all in around four minutes. Most of us spend 
longer than that deciding what to have for dinner.

The biggest structural mistake

Creating your structure is much like planning the 
delivery of a new university course. If I were creat-
ing a new physics degree, I wouldn’t start lesson one, 
semester one, with an advanced topic like string the-
ory. I’d need to build up your knowledge of the basics 
of physics first. Each lesson would build upon the les-
son before, until you have the knowledge required to 
comprehend the concept of string theory.

The same is true for your pitch. If you don’t consider 
the structure as a journey of discovery, you often fall 
into the trap of assuming the investor knows what 
you mean before you properly explain it. It’s a com-
mon problem. I’ll often see a pitch refer to something 
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in slide one or two that isn’t fully explained until 
perhaps slide ten of the pitch. While reading slide 
two, investors have no idea what is being referred to 
– because they haven’t seen slide ten yet. You do, it’s 
your business. But the investor may know nothing 
of your business yet. When they get to slide ten, they 
may well join the dots and make the connection. You 
can get away with something like this if it happens 
just once or twice. The investor can make the connec-
tions and keep up. It’s annoying, it won’t help your 
cause, but they do manage.

However, what I see on a daily basis are pitch decks 
that have this occurring multiple times throughout a 
pitch. There’s constant back and forth and it’s impos-
sible to keep up and take it all in. The worst thing is, 
most founders don’t even realise that they’re making 
this mistake, even when you tell them. They’ll go and 
revise the deck in an attempt to restructure it, often 
without any success.

The problem is that they’re too close to the business. 
It can be really hard as a founder to take yourself out-
side your business and into a mindset where you can 
see your business case from the perspective of some-
one who knows nothing about what you do, or how 
you do it. It’s equally hard to consider your pitch from 
the perspective of someone without your sector exper-
tise, market knowledge and all the research and life 
experience that has led to your creating this incredible 
business idea.
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However, don’t think that this means you should 
follow a rigid, pre-determined, paint-by-numbers 
structure. Google ‘what should I include in my pitch 
deck?’ and you get more than 32 million results. Many 
articles give a different interpretation of what you 
should include in your pitch. Some offer a structure 
that has worked at raising substantial investment for 
the author of the article: but this doesn’t mean it’s 
right for you.

The truth is, your business is unique. It therefore 
requires its own, unique combination of slides that 
will best tell your story to investors and construct a 
logical and investor-friendly narrative. Just ten differ-
ent articles consulted after the Google search I men-
tioned identified over thirty different slides that would 
provide you with ‘the perfect pitch structure’. Now, 
considering the rule of thumb that your pitch should 
be between 15 and 20 slides, it would be ridiculous 
to prepare 30 different slides for your pitch, even if 
you want to keep a few up your sleeve – for difficult 
questions.

Accordingly, you will need to decide which informa-
tion you should include and which you shouldn’t. 
This will largely be informed by the two sets of assets 
completed in the preparation phase – your business 
plan and financial projections. By considering which 
elements are the most powerful and persuasive 
parts of your business case, you can begin to form a 
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structure that shows your investment opportunity in 
the best possible light.

The five acts of the perfect pitch

Much like writing a film script or a play, you can 
consider your structure as a series of ‘acts’. The 
five-act structure is a popular method of doing this, 
and has been for a long time. Originally used by 
the ancient Greeks, the five-act structure guides an 
audience through a story by creating tension and 
drama. Shakespeare was a big fan, and it is a structure 
still used for many films and plays.

Traditionally, the five-act structure consists of exposi-
tion, rising action, climax, falling action and the reso-
lution.

1.	 Exposition: This sets up the story and provides 
context. Most importantly, it contains the inciting 
moment, from which the story starts.

2.	 Rising action: This presents obstacles, which the 
main characters have to overcome. These obstacles 
hinder their progress and stop them reaching their 
goal.

3.	 Climax: This is the turning point of the story. 
It marks a change, for better or worse. It’s the 
moment of highest tension.
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4.	 Falling action: By now, the main part of the story 
has finished, and you find yourself heading to the 
conclusion. It’s a steady calm after the tension of 
the climax. 

5.	 Resolution: This is the resolution of the story, 
where the loose ends are tied up and the narrative 
concludes.

Now all this talk of creating tension and climax may 
sound a little dramatic for a pitch, and that’s because 
it is. It’s a structure for creating high drama and high 
tension in plays and novels. But you can apply a five-
act structure to your pitch. I’ve created the five acts 
of the perfect pitch specifically for this reason and 
I’m going to share them with you now. The five acts 
are: the hook, the essence, the evidence, the plan and  
the ask.

THE FIVE ACTS OF THE PERFECT PITCH

THE HOOK1. THE ESSENCE2. THE EVIDENCE3. THE PLAN4. THE ASK5.

1.	 The hook: Here your sole purpose is to get 
investors excited about your big idea. You’ll 
do this by showing them the most powerful 
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or emotive angle from which to consider your 
business.

2.	 The essence: Here you’ll set the scene and give 
the investors an overview of your business. By the 
end of the act they need to understand what you 
do and why you do it.

3.	 The evidence: This is the climax. It’s where you 
deliver the killer blow. You must prove that your 
product is in demand using the evidence you 
have gathered from your product/market fit 
experiments.

4.	 The plan: Here you show that you have credible 
plans for future business growth, have fully 
understood the financial risks involved and have 
plotted the route to success.

5.	 The ask: Finally, you want to persuade the 
investors to act. You may ask directly for the 
amount of investment you’re seeking, or give 
details of how to get in touch to discuss the 
investment opportunity further.

In all five acts you should refer to your business plan 
and financial projections, to ensure the structural ele-
ments you put in place are the strongest parts of your 
business case. This is why one-size-fits-all structures 
don’t work. They can force you to pitch the worst or 
most irrelevant parts of your plan. By considering 
your structure in five acts you’ll only ever present 
the most compelling parts of your business case and 
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in doing so you’ll position yourself as an investable 
entrepreneur.

Summary

In this chapter you’ve learned why the structure of 
your pitch is so vital. You understand that getting the 
structure right lets you unpack your idea in a logical 
and investor-friendly way. You understand that differ-
ent businesses need different pitch structures, and you 
know how the five acts of the perfect pitch can help 
you craft a compelling and memorable presentation.
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If creating the pitch structure is akin to developing 
the structure of a play or novel, then the content 

stage is like writing each individual scene or chapter. 
It’s at this stage that you’ll go into the detail of each 
slide, decide what information from the business plan 
goes in and what isn’t relevant. You’ll consider the 
hierarchy of the information and then produce written 
content that expresses the information in a compelling 
and engaging way.

This chapter isn’t intended to be a manual on copy-
writing. There are loads of great books out there for 
that. Instead, I want to talk to you about the tried and 
tested process I use to produce clear and compelling 
slides. By the end you’ll understand the two core 
styles of slide content and be able to determine which 

9

Principle Four: Content
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content to include. Finally, you’ll take away some tips 
on how to write articulate and compelling content for 
your pitch.

The two core slide styles

As with structure, there’s no one-size-fits-all approach 
for slides. Of course, there are good starting points for 
constructing certain types of content and basic tem-
plates can easily be found from a Google search. These 
may serve as a useful starting point; however, my rec-
ommendation would be to avoid spending too much 
time looking at templates and example pitch decks 
during this stage as they limit your ability to think 
openly about how best to communicate your own 
individual message. Remember that no business is the 
same, so what worked for Airbnb, Uber or Facebook 
is unlikely to work so well for your business. This is 
why template approaches are unable to deliver the 
same, consistent results as this methodology.

Before we jump into how you’ll create clear and com-
pelling slides, you first need to understand the two 
different types of slide you will be building your pitch 
out of: narrative slides and informative slides.

Narrative slides

Narrative slides explain a concept or set up an argu-
ment. Slides that introduce your business idea, such 
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as problem and solution slides, are led by narrative. A 
narrative slide is the best way to sell an idea and bring 
the audience on board with your concept. You’ll typi-
cally find narrative slides in the first three parts of the 
structure: hook, essence and evidence (see Chapter 8).

Unlike writing a novel, which would typically have a 
beginning, middle and end, a narrative slide typically 
has just a beginning and an end. It takes a bit of prac-
tice, as this goes against everything you’ll have been 
taught at school about writing, but trust me, it works 
for delivering a powerful pitch.

A narrative slide works with what I call a ‘set-up and 
score’ formulation. Like playing volleyball, the pur-
pose of this content is to first set up the shot, then 
smash it home to score a point. Your content should 
start by setting the scene, before hitting your point 
home with a punchy and convincing argument. One 
example is this narrative slide that I produced for 
WleePay (a mobile-money app bringing banking to 
millions in rural Africa):

AFRICA’S MOST COMPREHENSIVE MOBILE-MONEY 
APP

For the first time, rural Africans can easily and 
effectively manage all forms of banking with just their 
mobile and without the need for physical cash.

WleePay will be Africa’s most complete financial 
services application.
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In some cases, one set-up may score multiple times 
and deliver a series of arguments: such as this prob-
lem slide that I created for Web3 Labs (a commercial 
solution for building, launching and operating block-
chain applications):

ESTABLISHED BUSINESSES STRUGGLE TO ADOPT 
THE DISRUPTIVE POWER OF BLOCKCHAIN

	• Blockchain is a niche technology that requires 
considerable expertise.

	• Training existing developers in blockchain is time-
consuming.

	• Blockchain developers are in short supply and are 
expensive.

	• Blockchain application monitoring is challenging 
even for experienced teams.

You’ll notice in these examples the set-up is an engag-
ing headline and, in the case of WleePay, a one sen-
tence introduction. The ‘score’ is delivered by a sen-
tence or series of key points that provide a compelling 
and memorable take-away for the investor.

Informative slides

Not every slide should be narrative led. Slides in 
which you explain key parts of your business plan 
are unlikely to fit this style. Slides that talk about your 
business model, deliver facts about your market or 
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provide information (such as processes and timelines) 
are more suited to the informative style. You’ll find 
this type of slide most often in the last three parts of 
your structure, evidence, plan and ask (see Chapter 8).

Unlike narrative slides, the informative slide provides 
a range of information that supports your big idea and 
demonstrates credibility. The difficulty when creating 
informative slides is getting the most relevant infor-
mation across in the most concise and articulate way.

Typically, these slides will be set up by nothing more 
than a descriptive headline, followed by a series of 
key points or a collection of convincing information. 
One example is the content for this market oppor-
tunity slide that I produced for AerPart (an online 
marketplace for used jet engine parts that uses 
blockchain to secure and certify the history of every 
part, eliminating fraudulent and unsafe parts from 
circulation).

MARKET OPPORTUNITY

Total addressable market

$76 billion: The value of the global maintenance, repair 
and overhaul (MRO) market (2017)

Service available market

$48 billion: Global MRO spend on engines and 
components (2017)
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Service obtainable market

$160 million: AerPart market share (1% of EU and 
MENA regions)10

Another example is this business model slide I created 
for Highland Powerhouse (the world’s first vegetable 
oil power station):

BUSINESS MODEL

Electricity suppliers pay us for each kWh we produce up 
to a pre-agreed production level.

13p			   Income per kWh

5,000 kWh		  Hourly energy production

£5.7m		  Annual revenue

Unlike narrative slides, which follow the ‘set-up and 
score’ format, an informative slide is led by the infor-
mation you’re trying to convey. It’s often the case 
that this information will be turned into some kind 
of visual or diagram in the design stage (more about 
that in Principle 6: Design). So, it’s important to try 
and think visually when writing this type of content 
(sketching out or imagining how the information 
could be portrayed visually can really help the pro-
cess of writing this type of slide).

10	 MENA stands for Middle East, North Africa.
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Step 1: Deciding the content

Once you know which slide format you’re dealing 
with for any given slide, the first step is to decide 
which content from your business plan is most rele-
vant to building your business case to an investor, and 
which is not. Each slide should have its own focus and 
talk exclusively about one element of your business 
plan.

As with the structure, it can be hard to know what the 
most important things are when your head is in the 
business. It’s important, therefore, to consider what an 
investor wants to know to make the decision to invest 
in you. Go back to Chapter 3 and recap on the mind of 
an investor if you need to.

The best way to decide which content to include in 
each slide of your structure is to go through each rele-
vant section of your business plan and highlight what 
you think are the most important parts. Once you’ve 
compiled a shortlist of the most relevant and compel-
ling information for each slide, reduce this further to 
the most inspiring arguments.

I mentioned in Chapter 6 that I conduct strategy work-
shops with clients because of the difficulties I found 
in getting adequate information from their business 
plans. The other key purpose of these workshops is to 
draw out all the compelling reasons why my client’s 
idea exists so that I can create an inspiring narrative of 
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what they do and why they do it. Over the years, I’ve 
developed a skill for probing founders with the right 
questions to extract the most compelling information. 
Without these sessions, founders often miss important 
insights that would compel investors’ attention. And 
it’s not just me who’s noticed it; over 80% of investors 
I speak to say the most frustrating thing about receiv-
ing pitch decks is not being able to understand what 
the business idea is, or why it even exists. By thinking 
about the key insights needed to create an inspira-
tional narrative, you too will be able to influence an 
investor’s thinking.

Step 2: Constructing a communication 
hierarchy

Once you have a shortlist of content, the next step is 
to begin considering the order in which that informa-
tion appears on the slide. We call this the communi-
cation hierarchy. It’s a process of strategically placing 
the content in a defined order so that the information 
on each slide is delivered in a logical, and engaging 
way. For example, some information is more impor-
tant than others and you may therefore think it should 
be the first thing the investor reads on the page. In 
other cases, less important information has to be first 
in order to provide context to the main content.

Getting this part right is vitally important, as the 
communication hierarchy has a massive impact on 
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how investors are able to absorb the information. Get 
it wrong and your message will be muddled, and 
investors will be confused.

Step 3: Writing the content

To ensure the content is compelling, each slide will 
need to communicate to investors in two ways. First 
it must justify something about your idea, then it must 
engage the investor. Your justification will most likely 
explain what, why or how you’re doing something. 
You’ll engage investors by using content that is based 
in either logic or emotion.

Your job at this stage is to take the draft content of 
the slide and consider which angle you’ll focus on. 
Having this focus will help you create much more 
concise content. For example, one slide may focus 
on what problem you’re solving and support the case 
using logic. If you also tried to include why now is a 
good time to solve the problem using an emotional 
angle, you’d muddy the communication. If you feel 
both are important to building your business case, 
you’d be better making these points on two separate 
slides.

For example, the content I created for Frolo (a social 
networking app for single parents) talks about what 
the problem is, but delivers it using an emotive angle:
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SINGLE PARENTS EXPERIENCE PARENTHOOD 
DIFFERENTLY TO THOSE IN A RELATIONSHIP

Single parents can often struggle with:

	• Loneliness and isolation

	• A lack of support

	• Mental health struggles

	• Difficulties managing the politics of co-parenting

	• The stigma of being a single parent

In comparison, this pitch for Upside (a FinTech plat-
form enabling consumers to save automatically by 
using artificial intelligence to find savings and cash-
back from their everyday spending) uses logic to 
define why now is a good time to solve the problem:

PEOPLE ARE STRUGGLING TO SAVE

	• UK saving ratio has been at an all-time low since 
2017.

	• A total of 9.79m households in the UK have no 
savings.

	• 3.5m households have less than £1,500 in savings.

	• 5.8m people in the UK earning £30,000+ are low 
savers (have less than £1,500).

	• Current financial habits leave households at 
substantial risk in times of crisis.
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In addition to the above you’ll also need to consider 
the following when writing your content:

1.	 Length: Keep slides short and to the point. You’ll 
notice that not a single example I’ve shared in this 
chapter exceeds 75 words. Most are under 50.

2.	 Tone: Overly flamboyant advertising speak 
should be avoided (your pitch isn’t an advertising 
campaign) and everyday language should be used 
so that it can be easily understood.

3.	 Jargon: Remember, 80% of investors are not 
experts in the sector in which they are investing, 
so they’re unlikely to understand your industry 
terminology.

Summary

You now know the two core styles of slide content (nar-
rative slides and informative slides). You understand 
that to create a compelling and engaging pitch you 
must first determine which content to include in the 
slide, before deciding the communication hierarchy to 
ensure the greatest impact. Finally, you know that to 
ensure your slides are compelling and articulate you 
should write content that focuses the communication 
on just one justification (what, why or how) with one 
engaging angle (logic or emotion).
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We’re now approaching the end of the construc-
tion phase and the fifth principle: Clarity. The 

clarity stage is all about further refinement of the text. 
It’s where you review all the content. Each slide is con-
sidered, both in insolation and as part of the overall 
structure. It’s important to ensure that every word has 
a purpose, and that the chance of misinterpretation is 
identified and dealt with.

In this chapter you’ll learn about the vital importance 
of the clarity principle and why it has such an impact 
on your chances of securing investment. You’ll know 
how to ensure your pitch is clear, concise and compel-
ling and you’ll discover the most common mistakes 
that you should avoid when checking the clarity of 
your pitch content.

10

Principle Five: Clarity
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Clarity is king

You may feel like skipping this stage. Once you’ve 
completed the content, you’ll most likely think that 
you’ve nailed it and be excited to jump into designing 
your deck. You’ve probably got some investor meet-
ings and pitch events lined up and you’re rushing to 
get your pitch finished in time. However, it’s this stage 
that can make or break your pitch. A lack of clarity 
will kill your chances of investment. If you don’t com-
plete this stage, you may as well cancel those investor 
meetings, and go for a drink instead of turning up to 
that pitch event. Without a further refinement of the 
content your pitch will not have the impact you were 
hoping for; you’ll waste your time, disappoint poten-
tial investors and throw away your chance to raise 
some much-needed capital.

I go through the clarity stage with every pitch I write, 
and I write pitch decks for a living. Day in, day out, I 
produce content for an ever-growing range of business 
ideas, from blockchain to artificial intelligence, from 
nutritional supplements to social networking apps. 
I’ve practised my craft and honed it over many years, 
but even I need to stop and reflect on the content I cre-
ate if I am to achieve ultimate clarity. It’s easy for even 
the most experienced copywriters to get blindsided by 
the complexity of a business, once their head is deep 
in the business model.
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BALANCING BREVITY AND DETAIL

Every founder is different; and each stage of this 
methodology will feel more natural to some than to 
others. Some find the Preparation Phase tough, while 
others will struggle with parts of the Construction 
Phase. I remember fondly working with one of the most 
detailed founders I’ve ever met. He was launching a 
pre-seed round of funding for his FinTech business. 
Ahead of our working together he presented me with 
his investment materials. They were like nothing I’d ever 
seen before. He had a 123-page business plan, and a 
66-slide pitch. It’s still by far the most impressive and 
detailed strategy I’ve seen from an early-stage founder.

None of the content was bad. It was well written, and 
it was abundantly clear that he really knew his stuff. 
All the key elements of the structure were there, and 
he had the insights, the research and the strategy that 
would lead anyone to believe he was going to succeed. 
His single biggest weakness was achieving clarity; and 
he knew it. It’s the only reason he wanted to work with 
me and go through ‘The Six Principles of the Perfect 
Pitch.’ Specifically, for this step in the process.

The trouble wasn’t that he didn’t know what to say 
or had glaring holes in his business plan or financial 
projections. His problem was that he had too much 
knowledge, too much experience and had done too 
much research. He had so much great stuff that he was 
struggling to succinctly communicate what he offered to 
investors. He was obviously talented, but every investor 
walked away so overwhelmed with information that 
they didn’t know what to think.
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Investors and entrepreneurs should work well 
together. Investors are looking to deploy capital into 
something that will grow their wealth and entrepre-
neurs are looking to turn that capital into returns that 
massively outperform all other forms of investment. 
Yet entrepreneurs with incredible potential find them-
selves on the scrap heap before their journey has even 
begun. And it’s all down to lack of clarity.

Ensuring your pitch is clear, concise 
and compelling

I like to think of this part of ‘The Six Principles of the 
Perfect Pitch’ as like panning for gold. It’s your oppor-
tunity to remove all the unnecessary silt, only to be 
left with the golden nuggets. The clarifying process is 
similar to the role of an editor in the production of a 
novel. Like a good editor you’ll need to go back over 
your pitch and:

•	 refine what you’re trying to convey

•	 focus the impact of your narrative

•	 trim your text as needed

•	 improve the pace and rhythm (remember setup 
and score?)

During this stage you should be assessing your pitch 
by considering both the overall structure and narra-
tive of the deck, and the individual slides. This is your 
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opportunity to reconsider the structure now all the 
content is in place, as well as revisit the hierarchy and 
content for each slide. I would strongly recommend 
that you take a break from the pitch content for a cou-
ple of days or so and then go through this process at 
least twice.

Step 1: Ensure your content is clear

This is all about ensuring your content can be eas-
ily understood by anyone who reads it, regardless 
of their background and experience. Many angel 
groups, investment funds and VC firms use interns 
and juniors to filter pitch submissions, so it needs to 
be easily understood by all. Do a final check for jar-
gon and buzzwords – because they form part of your 
everyday vocabulary you can often end up using them 
without realising.

For example, when writing the product slide for Cool-
bytz, I could have expressed it in the following way:

THE INDUSTRY CAN BE AUTOMATED

	• We are a digital transaction broker between 
customers and suppliers in the technology sector.

	• We provide an ecosystem that seamlessly meshes 
between providers, saving costs through efficiency.

	• Proprietary technology achieves a state-of-the-art 
bespoke and unbiased platform for buying and selling.



128

INVESTABLE ENTREPRENEUR

	• An immediate platform resource avoids lag.

	• Buying and selling IT digital products and services is 
no longer prosaic but future-proof.

Instead, I wrote:

AUTOMATION OF IT AND DIGITAL SERVICE 
PROCUREMENT

	• Simulates real-time performance for precise decision 
making

	• Enables safe buying and selling of services at scale

	• Simplifies and streamlines the whole procurement 
process

	• Provides data and insights for informed decision 
making

Now that you can read your pitch with all the con-
tent in place, it’s also worth taking a step back and 
looking again at your pitch structure through the 
eyes of someone who knows nothing about your 
business. This will help you determine whether or 
not your business case is presented in a clear and 
logical order.

Step 2: Ensure your content is concise

Being concise is the art of creating content that is brief 
yet comprehensive. It improves the reader’s ability to 
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understand what you are saying, while giving more 
flexibility and freedom to create an engaging design in 
the final stage. It’s important to ensure there is a bal-
ance between brevity and detail. To do this it’s worth 
checking what information the reader has already 
learned from the previous slides and avoid repeating 
it (other than for dramatic effect). Charts and graphs 
can turn complex paragraphs into succinct informa-
tion. Double-check the length of the text on each slide 
and aim for less than 50 words (you may be able to 
restructure sentences to keep the same meaning with 
much fewer words).

For example, I could have written this elevator pitch 
for BoMaDU (a FinTech product for first-time buyers):

TRANSFORMING FINANCIAL SUPPORT FOR FIRST-
TIME HOMEBUYERS

An industry culture of cautious lenders, ever-increasing 
deposits and a rapid rise in house prices across the UK, 
is making it increasingly difficult for first-time buyers 
to get on the housing ladder. With the gap between 
mortgage offers and the purchase price of homes 
widening, saving for a house deposit is harder than 
ever.

We enable first-time buyers to get on the property 
ladder with fair, ethical and smart deposit funding 
for first-time buyers. Providing the helping hand 
needed to get a deposit together in a simple and 
affordable way.
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Instead, I wrote:

DEPOSIT LOANS FOR FIRST-TIME HOMEBUYERS

An increasing gap between first-time buyer mortgage 
offers and the purchase price of property is making 
deposits harder to obtain.

We enable first-time buyers to get on the property 
ladder with fair, ethical and smart deposit loans for first-
time buyers.

Step 3: Ensure your content is compelling

Compelling content is what keeps the reader engaged 
and wanting to know more. It’s what gets remem-
bered after an investor puts the pitch down, and 
what investment analysts excitedly share around the 
office. Your content may be clear and concise, but if 
it’s not compelling you’ll be easily overshadowed by 
another pitch. You should ensure each slide has one 
key take-away that you want the reader to remem-
ber. This could be a statistic, an overall feeling or a 
conclusion they draw. Also, check that each slide has 
either an emotive or a logical angle, as discussed in 
Chapter 9, and ensure that your whole pitch has a 
healthy mix of both.

For example, I could have written this vision slide for 
ADL Estate Planning:
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OUR VISION IS TO BE A LEADING PROVIDER OF 
ROBUST INTEGRATED WEALTH PROTECTION AND 
INHERITANCE PLANNING, DEVELOPING ETHICAL 
PROJECTS ACROSS THE UK

The goal of ADL is to provide clients with the peace of 
mind that their financial affairs are being looked after 
by a fully qualified financial advisor, with their best 
interests at heart. And, as a leading ethical financial 
advisor, we will generate the revenue to create projects 
with positive social impact throughout the UK.

Instead, I created a statement that had impact and 
appealed to both the head and the heart:

OUR VISION: TO BE THE UK’S MOST ETHICAL 
FINANCIAL ADVISOR

As a leading provider of robust, integrated wealth 
protection and inheritance planning, we will not only 
look after the interests of our clients but also generate 
revenue with which to create and support social impact 
throughout the UK.

The most common mistakes

Clarity can be the most difficult stage of the process. 
We’re often talking fine margins; a sentence cut here, 
a few words replaced there. But bear with it, because 
it’s what makes all the difference. Removing the fluff 
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is the hardest part. But it’s well worth it, come the end 
of the process.

We’ve observed many startups approach the issue of 
clarity for themselves in a number of different ways, 
not all of them with great success. I thought it would 
be useful to share with you some examples of found-
ers thinking they are helping matters and improving 
clarity but ending up doing the complete opposite.

Asking friends and family

While this group of people are great for raising your 
first round of investment, they’re useless for getting 
feedback on your pitch; pretty much for the same 
reasons. They love you; they don’t want you to fail; 
and they’re afraid to offend you. All extremely use-
ful traits when looking for a few grand to keep the 
dream alive, completely useless when asking for their 
honest feedback on your pitch. Sure, they’ll spot some 
spelling mistakes, but they’re unlikely to give you the 
hard-hitting feedback you need.

Asking other founders who’ve never raised  
investment

There are two types of founder: those who have 
raised investment and those who haven’t. Those who 
haven’t are not qualified to pass judgement on your 
pitch content. They’ve never successfully convinced 
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an investor themselves, so they’re not the best source 
of information. As friendly as the other founders are in 
your co-working space, don’t end up co-creating your 
pitch with them – what was once quite clear will quickly 
descend into a mangled mess of differing opinions.

Asking investors

Trust me, unless you’ve had a long personal relation-
ship that pre-dates your need for investment, asking 
investors for feedback is a sure-fire way to wind them 
up. It’s enough to keep on top of the hundreds of 
unsolicited LinkedIn messages asking for investment, 
without also having to provide a free assessment ser-
vice. And anyway, they’re not communication experts; 
they’re unlikely to be able to give you pointers on how 
to improve the clarity of your message. Rather, they’ll 
just tell you they don’t get your idea and you need to 
improve your pitch.

Using bold text

I see this a lot, and it really frustrates me. Rather than 
taking the time to consider the content and reduce 
and refine the message so that it’s clear and concise, 
many founders simply go through their deck and, in 
long paragraphs, set certain words and phrases bold. 
While this action goes some way to telling the inves-
tor what you think is most important, you’re leav-
ing this critical content surrounded by unnecessary 
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narrative – cluttering up the slide and making it 
harder for investors to get quickly to the crux of the 
business case in the few minutes they’ve set aside 
for reading your pitch. If you’re riding the bold key, 
please stop it and go back to the start of this chapter.

Thinking questions are feedback

As you start pitching to investors, you’re bound 
to be asked some questions. You can only put the 
highlights of your plan in your pitch, so it is inevi-
table that investors will want to know more. Don’t 
assume these questions are feedback from investors 
that this information is missing from your pitch. It’s 
tempting to go away from a pitch meeting and update 
your deck with answers to the questions you’ve just 
been asked. Sure enough, at the next pitch you’re 
asked more questions, so you go back and update 
your slides again. Before long you’re back where you 
started, and your pitch is long, cluttered and con-
fused. Once you’ve completed your pitch, stick with 
it. Expect to be asked questions, be happy to cover 
them verbally and offer to send those asking a copy 
of your full business plan.

Increasing the number of slides

If you’re unable to get across the information you want 
in one slide, the answer is not to split it into two. If 
you’re struggling with this, it’s because you’re trying to 
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either convey too much information or offer too much 
detail – in which case be brutal and cut some content. 
If you’re struggling to cut your slides down to fewer 
than 75 words, you may need some professional help.

Summary

You now understand the importance of the clarity 
stage. You realise it can be tempting to skip this stage 
but now know that it’s vital that you don’t. You know 
how to ensure your pitch is clear, concise and compel-
ling and you understand the common mistakes that 
you should avoid when testing your pitch content.
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We’re now entering the Create phase of ‘The Six 
Principles of the Perfect Pitch’ and the final 

principle: Design. You’ll notice that the design of your 
deck itself is just one-sixth of the process involved in 
creating a convincing and compelling pitch. Yet far too 
many founders focus the majority of their time and 
resource on this stage. Of course, the design is vitally 
important (as I’ll explain in this chapter) but don’t for 
a minute think you can convince an investor without 
dedicating just as much effort to each of the previous 
five principles.

In this chapter you’ll learn the power design can 
have over the way an investor perceives you and 
your business. You’ll understand how you can use 
design effectively to better express your messaging, 

11

Principle Six: Design
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emphasise key points and affect the way investors 
consume the information. Finally, you’ll understand 
the psychology of design and how that can be used to 
attract and convince investors.

The power of design

The design of your pitch is fundamental to the over-
all communication of your message. Words, while 
incredibly powerful, are not enough, not when you 
need to express complex ideas in a matter of minutes. 
The design of your pitch materials can make all the 
difference between grabbing an investor’s attention 
and being sent instantly to the trash.

Design is powerful for a number of reasons. Firstly, 
your brain is able to process images 60,000 times faster 
than text.11 Think of a recent photo you saw on social 
media and consider all the information you gathered 
and remembered at a quick glance. After looking at 
the photo for just a few seconds you’ll be able to recall 
who was in the photo, describe what they were wear-
ing, the setting they were in, what they were doing and 
how they appeared to be feeling (sad, happy, angry 
etc). Now think about how many words you’d need 
to write to express the same detail in written form. 

11	 Harris Eisenberg (2014) ‘Humans process visual data better’, 
Thermopylae Sciences and Technology, www.t-sciences.com/news/
humans-process-visual-data-better, accessed 5 August 2020

http://www.t-sciences.com/news/humans-process-visual-data-better
http://www.t-sciences.com/news/humans-process-visual-data-better
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Suddenly, the idea that your brain processes images 
60,000 times quicker than words is hardly surprising.

Not only this, but 90% of all information transmitted 
to the brain is visual.12 This means your brain is 
particularly adept at absorbing and remembering 
visual information. It’s why visual communication has 
always been, and always will be, the most compelling 
form of communication. That said, it also means our 
brains are bombarded with visual communication 
every second of every waking hour (as well as in 
our sleep if like most of the population you dream 
visually). It’s therefore important that the design of 
your pitch has the necessary cut-through to stand out 
against the never-ending stream of bland, boring and 
ill-conceived presentations.

Ensuring the design has the right impact on your 
communication is nuanced. Consider these sentences: 
‘most of the time, travellers worry about their luggage’ 
and ‘most of the time travellers worry about their 
luggage’. The meanings are quite different, simply by 
the removal of a comma. Similarly, seemingly small 
changes in design can have a massive impact on the 
communication of your message. The size, style, 
colour and positioning of text, images and graphics 
can all have a strong impact on how your message is 
perceived. The goal for your pitch is to use the design 
to support your written text, giving emphasis and 
reinforcing the content of the written words.

12	 Harris Eisenberg (2014) 
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Using design to communicate logically 
and emotionally

Design has been used throughout history as a tool 
to communicate a message. In fact, visual communi-
cation not only pre-dates the written word but also 
pre-dates the spoken word. Early humans were able 
to express their thoughts visually long before they 
became capable of speaking. Petroglyphs (images 
carved into the side of rocks) date from as far back 
as the Paleolithic period – over 700,000 years ago.13 
Not only could these early humans depict what they 
could see, but they also used visual communication 
to symbolise ideas and abstract concepts. Since the 
Stone Age, we have been using imagery to express 
ideas, and nothing has changed. The most powerful 
way to communicate your idea is still through visual 
communication.

Over time we have developed our ability to use visual 
communication to express ever more complex con-
cepts and ideas: from the hieroglyphics of ancient 
Egyptians, to the first road map created by the Roman 
Empire, to the first complete visual atlas of the world 
from the late middle ages. However, it wasn’t until 
the eighteenth century that we get our first example 
of modern information design. There are a number of 
great examples, but I want to share two particularly 

13	 Neil Collins (nd) ‘Petroglyphs’, Art Encyclopedia, www.visual-arts-
cork.com/prehistoric/petroglyphs.htm, accessed 7 September 2020
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powerful ones – both of which have specific relevance 
to creating a perfect pitch.

You may remember back in Chapter 9: Content, I 
explained how you must use language to commu-
nicate to an investor both logically and emotionally. 
Well, design can be used to the same effect.

Using design to communicate logically

In 1786, William Playfair, a Scottish engineer and 
economist, became the founder of graphical statistics 
when he invented several types of diagram – the line, 
area and bar chart for displaying economic data. A few 
years later, in 1801, he invented the pie chart.14 Playfair 
was the first to apply geometry to the world of finance 
and in doing so completely changed the way we con-
sume financial information. He was the first to recog-
nise how visual depictions of financial data exploit our 
in-built ability to comprehend visual communication 
more readily than written information and how smart 
information design makes it easier for us to consume a 
large amount of complex information quickly.

Of course, the graphical devices Playfair invented are 
still in use today, and many more besides. His story is 
a great example of how by using information design 

14	 Ian Spence (2006) ‘William Playfair and the psychology of graphs’, 
Proceedings of the American Statistical Association, Section on Statistical 
Graphics, 2426–2436, www.researchgate.net/publication/228091928_
William_Playfair_and_the_Psychology_of_Graphs, accessed 20 
August 2020

http://www.researchgate.net/publication/228091928_William_Playfair_and_the_Psychology_of_Graphs
http://www.researchgate.net/publication/228091928_William_Playfair_and_the_Psychology_of_Graphs
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techniques to express complex data we can make the 
experience of digesting and absorbing information 
much quicker and easier for investors. With the use of 
design, we can express what we want to say in a mat-
ter of seconds by demonstrating visually the point we 
are making in our pitch. Without the use of design, we 
would otherwise need to communicate the informa-
tion in words or complex financial tables. These visual 
shortcuts allow us to provide much more information 
to an investor and do so in a way that resonates and is 
remembered.

Using design to communicate emotionally

Florence Nightingale is often considered the first to 
use information design for the purpose of persuasion. 
Unlike Playfair, who used graphics to depict data, 
Nightingale’s Rose Diagram sought to convince peo-
ple of the need for change.15 She used the diagram to 
show the poor sanitary conditions of hospitals during 
the Crimea War. Her diagram formed part of a report 
that sought to expose the causes of soldier mortal-
ity in hospitals and bring about change in the British 
Army’s approach to hospital care.

Nightingale believed that by showing, rather than tell-
ing, she’d be able to get across quickly, in an impactful 

15	 Hugh Small (1998) ‘Florence Nightingale’s statistical diagrams’, 
paper presented at the Stats & Lamps Research Conference organ-
ised by the Florence Nightingale Museum at St. Thomas’ Hospital, 
18 March, www.florence-nightingale-avenging-angel.co.uk/
GraphicsPaper/Graphics.htm, accessed 20 August 2020

http://www.florence-nightingale-avenging-angel.co.uk/GraphicsPaper/Graphics.htm
http://www.florence-nightingale-avenging-angel.co.uk/GraphicsPaper/Graphics.htm
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way, that ten times more deaths had occurred from 
sickness than from battle wounds. Her design clearly 
showed how a British soldier was safer facing enemy 
fire than in a military hospital. As she started to raise 
funds for improved nursing care the money poured 
in, since people could quickly and clearly see the 
problem they were solving.

This is a great example of how design can have a mas-
sive impact on people’s perception of new and alien 
concepts. If you remember, we discussed earlier how 
80% of angel investors identify as sector-agnostic 
(their investment portfolio has no specialist focus) and 
therefore your idea, your customers’ problems and 
your niche are all new concepts. By thinking like Flor-
ence Nightingale, you can give your pitch much more 
gravitas and communicate your message with much 
more force. By thinking visually about how you rep-
resent the emotive angles in your pitch you can create 
visual shortcuts to emphasise your point.

In most cases you should be using these techniques 
throughout your pitch material to better express the 
logical data and emotional storytelling of your pitch. 
Using information design to express logical informa-
tion, such as statistics and financial data, is especially 
useful in the evidence, plan and ask parts of your 
structure. Using information design to communicate 
emotionally will most likely occur within the essence 
part of your pitch structure (see Chapter 8).
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Using design to influence investors

The design of your pitch is crucial to gaining an inves-
tor’s trust in you as an entrepreneur. As we’ve dis-
cussed, the correct use of design can dramatically alter 
the way we perceive information. The reason comes 
down to our natural and instinctive behaviours: 
something called our ‘fight or flight’ instinct. Humans 
are hard-wired to first perceive everything as a danger 
before it becomes known and trusted.16 In everything 
we do we’re constantly surveying our surroundings 
and assessing possible danger. For example, as we 
walk down the street we’re constantly on the lookout 
for threats. We may not even realise it, but our brain 
is in overdrive identifying all the dangers we might 
face and whether we should remain where we are and 
overcome the threat or escape from it.

Our brains start by assessing what is closest to us, 
and then work through the field of view to the objects 
furthest away.17 This makes sense: there is no point 
starting with dangers furthest away (and therefore of 
least risk) before you’ve addressed the most imminent 
dangers.

When your pitch lands in the inbox of an investor, 
you become an immediate danger. You’re the near-
est threat. Not an opportunity, but a threat. A pitch 

16	 Kevin Lynn Brown (2017) ‘Visual design is all about fight or flight’, 
Medium, https://medium.theuxblog.com/visual-design-is-all-about-
fight-or-flight-4b198ba5a72c

17	 Kevin Lynn Brown (2017)
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landing in an inbox is essentially the same as you 
asking a stranger for money. To an investor you’re just 
another founder sending them information about a 
business they’ve never heard of, operating in a sec-
tor they’re unfamiliar with, asking them to part with 
thousands, if not millions, of pounds. The unfortunate 
truth is that, until you prove otherwise, you’re a threat 
in the subconscious mind of even the most seasoned 
of investors.

It’s for this reason that design is so powerful. The 
design is the first thing that resonates when they open 
your pitch. A well-thought-through design reflects 
well on you as the founder, it shows that you care 
about your business and instantly builds trust with 
the investor. But, most importantly, a good design will 
break down the barriers raised by the initial fight or 
flight reaction, it will allow you to lower the investor’s 
guard and ensure that they are much more receptive 
to your message and that it is received in the way in 
which it is intended.

It’s much the same as buying something online. I 
remember purchasing a romantic and luxurious spa 
weekend, so that I could propose to my now wife, 
Rachael. This was a big deal at the time, the biggest 
event of my life. It was a massive emotional invest-
ment. I wanted to take her to a boutique, indepen-
dent spa rather than a national chain. As I searched 
and assessed the various options (all of which were 
previously unknown to me), my fight or flight mode 
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was in overdrive. As I searched the web, I found 
myself gravitating towards the spas that had taken 
care and attention over the presentation of their facili-
ties, had good imagery, good written communication 
and looked the most able to deliver on their promise.

Those with tired-looking websites and poor imagery 
felt uninspiring, untrustworthy and did not convey 
the impression ‘luxury spa’. Of course, without book-
ing a weekend at one of the shoddy-looking spas I’ll 
never know whether or not I made the right choice. 
The chances are the experience and service would 
have been just as good, perhaps even better. But they 
missed out on the deal because they didn’t inspire 
confidence in their ability to deliver on their promise 
– all from the way that they looked.

Summary

You now know that by properly considering and 
investing in the design of your pitch you can influ-
ence the way an investor perceives you and your 
business. You know that you can use design to sup-
port your messaging with powerful diagrams and 
graphics, provide emphasis to key points and influ-
ence how an investor consumes the information. You 
understand how getting the design right will ensure 
that your pitch stands out from your competition and 
will convince investors that you’re a professional and 
trustworthy entrepreneur.



PART THREE

BEYOND THE PITCH
As with any marketing material, your pitch is no use 
sitting on the hard drive of your computer. You must 
have efficient and effective strategies to reach your 
audience, attract their attention and convert them into 
taking action. The same is true when seeking invest-
ment. Now you have your perfect pitch, it’s time to 
find, meet and convince investors.
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It always amazes me how few founders have prop-
erly considered what happens after creating their 

fundraising assets. Once they decide they’re raising 
equity investment they plough full steam ahead into 
creating their pitch without even considering what 
comes next. As with any campaign, success lies in 
the preparation. With the excitement of having nailed 
your perfect pitch, it’s easy to jump straight into seek-
ing investors and signing up to pitch events. However, 
there are some critical steps you need to take before 
starting your investment campaign.

In this chapter you’ll learn about the two additional 
assets you’ll need in place on top of the pitch, financial 
projections and business plan in order to be campaign-
ready. You’ll also discover how you can beat the odds, 

12

Preparing for your 
Investment Campaign
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make your life easier, complete your raise quicker and 
ensure your success is even more likely.

EIS/SEIS Advance Assurance

SEIS (the Seed Enterprise Investment Scheme) and 
EIS (the Enterprise Investment Scheme) are gov-
ernment-backed schemes that allow private inves-
tors to claim back 30% to 50% of their investment in 
high-risk companies against their tax bill. Having 
‘Advance Assurance’ means that you’ve applied to 
HMRC ahead of closing your investment round and 
received provisional notification that investment in 
your business will qualify for the scheme.

EIS allows individuals to invest up to £1m annually 
and claim 30% of that figure as a reduction in their tax. 
They also pay no capital gains tax on any profit gained 
from the investment. Businesses are limited to raising 
£12m in total under EIS, with a maximum of £5m in 
any 12-month period.

SEIS allows an individual investor to invest up to 
£100,000 in a business and claim 50% of the figure 
invested as a tax break. As with EIS, the investor will 
be exempt from capital gains tax on any profit made 
from this investment. There is a limit of £150,000 on 
how much a company can raise via SEIS.
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As you can imagine these schemes are incredibly 
popular with high-net-worth individuals and angel 
investors. There are plenty of upsides if the invest-
ment pays off, and while they still lose their money on 
those that fail, they have at least been able to reduce 
that loss through tax reliefs.

Some may see the schemes as benefiting the wealthy, 
but the two schemes mean the UK has become one 
of the countries with the highest quantity of private 
investments into early-stage businesses. Since their 
inception, the two schemes have encouraged over 
£20bn of investment into early-stage businesses18 – 
stimulating our entrepreneurial sector and putting the 
UK at the heart of the global tech economy.

Having SEIS or EIS Advance Assurance will give you 
a massive advantage. With almost 40,000 investors 
claiming income tax relief through the EIS or SEIS 
each year it makes sense to offer this incentive to your 
potential investors.19 Applying for the scheme is rela-
tively straightforward; if you’re struggling with your 
application, there are some great advisors out there 
that will be able to help you through the process.

18	 HMRC (2019) ‘Enterprise investment scheme, seed enterprise 
investment scheme and social investment tax relief, May 2019’, 
https://assets.publishing.service.gov.uk/government/uploads/
system/uploads/attachment_data/file/804455/May_2019_
Commentary_EIS_SEIS_SITR_National_Statistics.pdf, accessed 7 
September 2020

19	 HMRC (2019)

https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/804455/May_2019_Commentary_EIS_SEIS_SITR_National_Statistics.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/804455/May_2019_Commentary_EIS_SEIS_SITR_National_Statistics.pdf
https://assets.publishing.service.gov.uk/government/uploads/system/uploads/attachment_data/file/804455/May_2019_Commentary_EIS_SEIS_SITR_National_Statistics.pdf
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There is one catch, however, and that is that you need 
the name of at least one investor on all applications. 
This often leads to founders finding themselves in a 
chicken-and-egg situation – you need to know who 
your investors are before obtaining Advance Assur-
ance while the investors will often only commit to 
investing in you after you’ve obtained it.

However, the investors do not need to be 100% com-
mitted to your round when you apply, they merely 
need to have expressed interest. Once you’ve been 
approved you can change the name of the investors 
on your application at any time.

Legal documentation

To complete an investment round, you’re going to need 
to have a range of legal documents in place. There are 
three core documents that you’ll need. However, often 
many more legal documents are required that cover a 
range of matters such as IP ownership and employee 
share options.

‘Once you have a meeting with an investor, they’re 
going to ask you lots of specific details about your 
business structure. You need to be prepared to 
answer questions on things like IP assignment, 
founder share vesting schedule, company articles, 
EIS/SEIS compliance, and your cap table.’

— Anthony Rose, founder, SeedLegals
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This is where I have to make a confession. I’m not a 
legal expert, and I don’t pretend to be. I highly recom-
mend seeking legal advice from an expert as soon as 
you commit to raising investment so that you ensure 
both you and your investors are properly protected. 
Below, I outline the three key documents you’ll need 
to discuss with your lawyer ahead of embarking on a 
fundraising round.

Term sheet

Once you’ve agreed in principle your terms with an 
investor (the amount they will be investing and the 
equity they’ll receive in return) you’ll need to cre-
ate a term sheet. The term sheet records agreement 
between the parties and sets out the agreed terms. It 
should reflect the size of the deal and include details 
of the valuation, proposed levels of investment and 
any requirements for warranties (assurances of risk 
and liability) between the investor and the business 
owner. Typically, you’ll agree a term sheet with a lead 
investor. This sets the terms on which subsequent 
investors will be able to join the round.

Shareholders’ agreement

This document outlines the relationship between the 
new and existing shareholders once the investment 
has been completed. It addresses the rights agreed 
with the investors, such as any ability to appoint 
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directors, receive information on the business and 
veto certain decisions taken at board level. It will also 
outline the autonomy of the founders to make particu-
lar decisions independently of shareholder approval, 
and contain the warranties agreed in the term sheet.

Articles of association

Typically, new articles of association are agreed on the 
completion of a funding round. This document will 
specify the regulations for your operations, manage-
ment and administration. It lays out how tasks are to 
be handled within the company, such as appointing 
directors, holding board and general meetings, trans-
ferring shares and handling financial records. This 
document sits alongside the shareholders’ agreement.

The idea of dealing with lawyers often concerns found-
ers, especially in the early stages of business develop-
ment. They’re expensive, the answers they give might 
appear to bear little relation to the questions you ask 
and they seem to make life more complicated than it 
needs to be. However, LegalTech companies such as 
SeedLegals have built sophisticated technology to make 
the process as fast, simple and affordable as possible. 

The approach for a successful campaign

In Chapter 4 I touched on the approach you need 
to take when creating a convincing pitch. That you 
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should approach your investment materials as if they 
are sales materials. How, in the same way that a sales 
pitch tells your customers what to expect from the 
product or service they are buying, the investment 
pitch tells investors what to expect from your business 
now and in the future.

In much the same way, you should treat your 
investment campaign like a business-to-business (B2B) 
marketing funnel. After all, you are conducting a 
business transaction (remember, you are selling equity, 
not giving it away). Each party has something of value 
to exchange with the other. Just like any other marketing 
campaign the end result is an exchange of value.

As with any B2B sales cycle, getting to the final trans-
action can be a lengthy process. Unlike a consumer 
product, in business transactions the stages from rais-
ing awareness to purchase can take some months. A 
typical B2B sales cycle looks something like this:

•	 Identify need

•	 Draw up specifications

•	 Create a shortlist of providers

•	 Invite selected providers to pitch

•	 Negotiate details

•	 Make a decision

•	 Sign contracts
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•	 Prepare the product or service

•	 Deliver the product or service

The typical process for achieving a commitment from 
investors is comparable:

Typical B2B sales cycle Angel investor 

Stage 1 Identify need Wants to protect and 
grow their wealth

Stage 2 Draw up specifications

Decide to invest in 
entrepreneurs, rather 
than the stock or 
property markets

Stage 3 Create a shortlist of 
providers

Receive pitches (up to 
ten per week); create a 
shortlist

Stage 4 Invite selected 
providers to pitch

Invite selected 
entrepreneur to a 
boardroom pitch (one 
per week)

Stage 5 Negotiate details Negotiate details

Stage 6 Make a decision Express interest; begin 
due diligence 

Stage 7 Sign contracts Agree term sheet (two 
per year)

Stage 8
Pay the invoice; 
product produced, or 
service started

Transfer the cash; 
receive the share 
certificate

Stage 9 Provider delivers the 
product or service

Founder delivers on 
promises
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When you think of your investment campaign in 
terms of a B2B marketing campaign you put yourself 
in a much stronger position. You’ll build a workflow 
that will enable you to keep track of leads and conver-
sations, and create a campaign strategy that generates 
interest (I’ll say more on this in Chapter 13).

Understanding that an investment campaign is very 
similar to the B2B sales cycle not only helps you for-
mulate your fundraising strategy, but will also help 
set your expectations on the length of time it takes to 
raise investment. Just like a B2B campaign, it can be a 
long and drawn-out process.

When they first start raising investment most found-
ers are under the illusion that the process can happen 
in a matter of weeks – and when you know the secrets 
contained within this book, it can. However, it’s good 
for you to know that the average investment round 
takes up to six months to close. Knowing this allows 
you to plan your campaign accordingly and begin the 
process of raising investment so that you don’t run 
out of cash before you’re able to close your round.

Typically, you’ll raise enough capital to last 18 months, 
so after 12 months you’ll need to start thinking about 
the next investment campaign: before you run out of 
cash. If, because you’ve implemented the strategies in 
this book, you close your round early, then happy days 
– you’ll accelerate through the fundraising journey 
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quicker than planned, launch to market sooner than 
you anticipated and smash expectations.

The other consideration ahead of launching your 
campaign is the time you’ll need to dedicate to 
executing it. Many founders who have successfully 
raised investment will recall how they spent the 
first few months trying to spread their time between 
bootstrapping their business and seeking investment. 
After getting nowhere for a number of months 
(and quickly running out of cash) they change their 
approach. They realise that, as the founder and 
CEO, they are responsible for top-level tasks (like 
fundraising) and not the day-to-day running of the 
business. Of course, in the early days you’re CEO, 
receptionist, intern and everything in between. 
However, once founders realise that it is perfectly OK 
to stop all business development activity and focus 
instead on raising investment, they see a dramatic 
shift in results. They can manage leads better, pitch 
at more events and massively increase the number of 
meetings they have with investors. This is summed 
up perfectly by one of my clients:

‘Everyone tells you raising investment is a full-
time job, and they’re right. When I was attempting 
to raise investment part-time, I was simply 
pitching at one or two events a week, hoping for 
investment to happen organically. I did that for 
about three months with no success. Then I had 
James rework my pitch and for the following three 
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months I focused on investment full-time. We 
raised all the investment within that period.’

— Benjamin Carew, co-founder and 
director, WeCoffee

Beating the odds

Whatever you do, don’t get overwhelmed by the idea 
of running an investment campaign alongside build-
ing your business. Yes, it’s new. And yes, it’s probably 
something you’ve never had to do before. However, if 
you apply what you’re learning in this book, raising 
investment will be much easier for you than for almost 
all of your peers. By now you know how to ensure 
that you have the right assets to show that you’re an 
investable entrepreneur, and you have a process for 
creating a convincing and compelling pitch. By the 
end of the next couple of chapters you’ll also have the 
formulae for creating a campaign strategy that will 
put you months ahead of almost every other founder. 
This knowledge will put you much closer to the 1% 
who succeed than to the 99% who fail.

To set yourself up for success you should consider 
your investment campaign in these terms.

It’s just a marketing campaign

Your fundraising campaign is nothing more than a 
marketing campaign. You’re an entrepreneur; creating 
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value and selling it is what you do. You know your 
business inside out, and you’re confident in your 
idea (otherwise you’d be taking the easy life on a cor-
porate payroll). You just need to turn your focus to 
selling shares, not products and services. As you’ll 
see, the principles are the same, only the audience has 
changed.

Fundraising does not hold you back

The time you dedicate to fundraising does not hold 
back the development of your business, it accelerates 
it. If you don’t raise investment, you’ll never move 
through your fundraising journey at the speed you 
would like. You’ll be forever trapped in the boot-
strapping stage. This is the least enjoyable place on 
the journey. By putting a temporary pause on some 
development activity, you can quickly raise the capi-
tal you need, increase your valuation and rocket your 
business through the startup and scale-up phases.

It’s actually quite simple

Over the years I’ve spoken to hundreds of found-
ers and entrepreneurs, all of whom have had vari-
ous experiences and various levels of success when it 
comes to seeking investment. Some are 19-year-olds 
that raised nearly £1m within three months. Others 
have secured millions off nothing more than a pitch, 
plan and projections (no proof of concept, no traction, 
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no product). Over time I’ve seen patterns of activ-
ity that deliver results and, to be honest, none of it is 
complicated. It’s these successful strategies that I’ll be 
sharing with you over the final chapters of this book, 
so that you can invest in creating your perfect pitch, 
knowing that you’ve got the knowledge required to 
leverage it to its full potential.

Summary

You now understand the two additional assets 
you’ll need in place to prepare yourself for your 
investment campaign. Applying for EIS and SEIS 
Advance Assurance will make you more attractive 
to investors, while having the necessary legal docu-
ments in place will allow you to capitalise quickly 
on commitments and protect both you and your 
investors after investment. Finally, you understand 
how by applying the strategies in this book you will 
make your life easier, your rise quicker and your 
success more likely.





163

T  here are a number of different sources of equity 
investment for your business. We touched on 

them in Chapter 1 when we discussed the fundraising 
journey. Knowing the different sources of equity fund-
ing and considering the most relevant for your round 
is vital ahead of engaging in a fundraising campaign.

In this chapter I’ll explain the most popular funding 
sources you’ll encounter during the fundraising jour-
ney. You’ll gain a detailed overview of each source of 
investment and learn more about the stages in which 
they invest, how much they invest per deal and their 
main aims for investing. By the end of this chapter 
you’ll be able to select and approach your ideal 
investors.

13

Approaching the Right 
Sources of Investment
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Angel investors

Much of this chapter will be spent talking about angel 
investors. This is because, if you are reading this book, 
you’re most likely in the startup or early scale-up 
phase of the fundraising journey. It’s these phases in 
which angel investors are most prevalent, so they are 
your most likely source of investment.

Angel investors (or simply angels as they are often 
referred) are typically high-net-worth individuals 
who are looking to grow their wealth through invest-
ing in businesses. Much of the time angels come from 
a business background, so rather than putting their 
capital into the stock or property markets (something 
they know little about) they opt to back entrepreneurs 
– they understand how business works, and many 
are keen to serve on the board to help the business 
achieve its aims.

They tend to have less money to invest than their insti-
tutional counterparts, so to maximise their returns 
they are willing to take a higher risk by investing at an 
earlier stage of the company: typically, the pre-seed, 
seed and (more recently) Series A rounds. This is what 
gives them the name angels; they are the first serious 
investors in a business and will back you before 
anyone else considers you a good opportunity.

As the tech startup scene has established here in the 
UK we’ve seen a massive growth in angel investors; 
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but also, a large shift in their sophistication. After the 
2008 recession there was a flood of angel investors into 
the market. They were drawing funds out of the vol-
atile stock and property markets and (excited about 
the explosion of the UK as a world leader in the tech 
sector) they were turning to entrepreneurs. At that 
time, many seemed happy to invest in nothing more 
than a great idea that excited them. Nowadays, they 
are approaching their investment decisions much in 
the same way as an institutional investor. These once 
new and unsophisticated angels have got much wiser; 
they’ve learned what works and what doesn’t.

The growth of angel groups has also had an effect on 
the sophistication of angel investors. In these groups, 
investors help each other assess the strength of a deal 
and share their knowledge. If someone is an expert in 
a particular niche, the others look to that person for 
guidance. If they invest, it’s likely the other angels in 
the group will follow. These groups give new angels 
the advice and guidance they need to make smarter 
investment decisions, and level up their knowledge 
and sophistication.

‘In my angel group, there’s a structured due 
diligence process. Where someone in the group 
is an expert, they take the lead in that area. For 
example, a lawyer will head up due diligence 
on the legals. At the end of the process each lead 
angel will give the rest of the group their opinion. 
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There’s a huge benefit in the collective thinking 
that comes from being part of an angel group.’

— Laura Harnett, angel investor

If you’re to be taken seriously, you’ll need to provide 
the same level of detail in your fundraising assets 
for angel investors as you would for an institutional 
investor. This means you’ll need to invest more effort 
and more resources than you would have done five 
years ago.

To close your round, you’ll often need to convince 
a number of angels to back your cause. The average 
angel invests in two deals per year at a value of £25,000 
per investment.20 So, to close a small SEIS round 
seeking to raise £150,000 the chances are you’ll need 
six investors on board. Once you convince your first 
angel, however, closing your round becomes much, 
much easier. If one angel leads, others will follow.

The seven types of angel investor

In my experience, you can group most angel inves-
tors into seven different categories. As you up your 
networking and reach out to more and more high-net-
worth individuals you’re bound to meet some, if not 
all, of these characters.

20	 British Business Bank (2018) The UK business angel market, p 13,  
www.british-business-bank.co.uk/wp-content/uploads/2018/06/
Business-Angel-Reportweb.pdf, accessed 7 September 2020

http://www.british-business-bank.co.uk/wp-content/uploads/2018/06/Business-Angel-Reportweb.pdf
http://www.british-business-bank.co.uk/wp-content/uploads/2018/06/Business-Angel-Reportweb.pdf
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1. The non-tech investor

They may not fully understand the technology behind 
a brilliant tech idea, but they will have plenty to say 
about the business model. They will form their own 
opinions on the strength of your business based on 
their vast business experience. Remember that, while 
they may not be au fait with the latest tech develop-
ments, they’ve most likely made a lot of money in 
business and know the ropes.

2. The eagle-eyed investor

After a successful pitch, they will scrutinise every 
aspect of your business plan and financial projections 
– so you’d better be confident that these demonstrate 
a credible and investable business model. They’ll 
probably want to meet you several times and they’ll 
execute heavily during due diligence. Anything 
you can do to make their lives easier – such as 
providing well-presented, detailed and easy-to-digest 
documents, summaries and reports – will go down 
well and show that you understand what they’re 
looking for and can be trusted.

3. The follower

These investors are worth building a good relation-
ship with. The only problem is that they want other 
angel investors to commit before they consider invest-
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ing in your business. They’ll never lead a round but 
are more than happy to follow a lead investor they 
trust. Once you have one of the other types of angel 
investor on board, circle back to these investors to see 
whether they’re ready to join the party.

4. The insightful investor

Many angel investors don’t just want to give capital: 
they also want to share their experience and expertise 
with a founding team that inspires them. They want 
to be a part of your success on a deeper level than just 
providing capital, often as a non-executive director, 
offering insightful advice and connecting you with 
people in their network who could accelerate your 
business.

5. The equity grabber

Not all investors agree with the first valuation that’s 
brought to the table, and they may ask for more equity 
than you first proposed. There’s nothing wrong with 
negotiating but take your time before signing any 
deals at a lower valuation. If you’re consistently chal-
lenged over your valuation, be mindful that it could 
indicate that you’re attempting to raise too much for 
your current stage in the fundraising journey.
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6. The spent investor

Maybe they lost out on a few investments that didn’t 
quite pay off; or perhaps they’ve invested further cash 
into a rising star in their portfolio. Either way, not 
all investors will have cash available to invest at the 
moment you approach them. They will, however, be 
accepting pitches as they want to keep their finger on 
the pulse. Remember that most investors have a net-
work of other investors, so word of your opportunity 
will spread (if you build a good report you can even 
ask for introductions). Just be aware that they have no 
intention of investing money in you right now – but 
they might come good in later rounds, so keep them 
sweet.

7. The pessimist

These investors might show interest in your business 
model, but doubt you as a founder, which can under-
standably feel pretty personal. By demonstrating 
that you’re an investable entrepreneur you should be 
able to alleviate those doubts completely. By having 
a believable business plan, credible financials and a 
perfect pitch you’ll be able to convince even the most 
doubtful of investors.
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Crowdfunding

The second most prevalent form of raising investment 
for those in the startup and early scale-up phases is 
crowdfunding. In fact, crowdfunding is responsible 
for investments large and small across all stages of the 
fundraising journey. As crowdfunding platforms have 
become more established, investors have become 
more confident in investing larger sums through these 
platforms. After VCs, crowdfunding platforms are the 
most active type of equity investment.

Crowdfunding uses the power of a network (the 
crowd) to make investing in your business easy. The 
platforms manage much of the technical and legal 
side of the deal in return for a small commission on 
the amount raised. This means that less sophisticated 
investors can invest without having to worry about 
the often-complicated process of closing the deal. 
Typically, people can invest relatively small amounts 
in your business – from a few hundred pounds. This 
makes crowdfunding a great option to leverage your 
personal networks and existing client base. Giving 
your customers an opportunity to own a small part of 
the company can massively increase loyalty to your 
brand.

Craft brewery BrewDog are one of the best-known 
success stories of crowdfunding. They’ve raised 
countless times via crowdfunding site Crowdcube 
and have used the opportunity to raise millions of 
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pounds, achieve unicorn status and build a loyal fan 
base in the process.21 Challenger bank Monzo made 
headlines when they achieved the fastest crowdfund 
ever, raising £1m in an incredible 96 seconds.22

The two largest crowdfunding sites in the UK are 
Crowdcube and Seedrs, whose merger was announced 
in 2020. You will need to be assessed by their team 
before you’re accepted onto their platform. Like angel 
investors their analysts are looking for signs that your 
business has a credible plan and an investable busi-
ness case. Unlike angel investors they’re also looking 
for signs that your business has a strong community 
that would be likely to invest in you. 

‘In the early days, crowdfunding was centred 
more around raising capital and creating some 
PR buzz. Over the last few years, the game has 
changed. Community is now at the core.’

— Darren Westlake, founder and CEO, 
Crowdcube

It’s also worth bearing in mind that almost all the top 
crowdfunding platforms will require you to have some 
initial investment committed to your round before 
you’ll be accepted. So even if you feel you’ve a large 
enough network and audience to take full advantage 

21	 James Watt (2015) Business for Punks: Break All the Rules – the BrewDog 
Way (Penguin)

22	 Tom Blomfield, ‘Fastest crowdfunding ever: £1 million in 96 seconds’, 
Monzo blog, 3 March 2016, https://monzo.com/blog/2016/03/03/
crowdfunded, accessed 7 August 2020

https://monzo.com/blog/2016/03/03/crowdfunded
https://monzo.com/blog/2016/03/03/crowdfunded
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of the power of crowdfunding, it’s most likely you’ll 
still need to convince some angel investors to back 
your business first.

Family Offices

A family office handles the investment portfolio of a 
high net worth family. They’re typically in charge of 
assets well over £100m in value. Their main goal is to 
grow the wealth of the family so that it is protected 
across generations. It’s likely they will diversify their 
portfolio across a range of investment assets such as 
stocks and shares, real estate, hedge funds, bonds and, 
of course, entrepreneurs. 

Different family offices will have varying approaches, 
but (in the context of entrepreneurial investments) 
many are seen as somewhere in-between Angel Inves-
tors and Venture Capital firms. They may well invest 
in early stage opportunities but are just as likely to 
join with venture capital and private equity deals. 

Family offices tend to be hard to identify, as you’re 
often not dealing directly with the family office them-
selves. Instead you’ll be communicating with their 
fund, which will most likely be set up as a separate 
company and will appear unrelated to the family 
office to an outsider. The investment fund you’re deal-
ing with will most likely look and feel like a VC, but 
instead of drawing their funds from a pool of different 
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investors (known as Limited Partners in a VC), they 
draw their capital from a family fund. In some cases, 
different family offices may pool their funds together 
and invest through one umbrella entity. 

Venture capital

This is often considered the first level of institutional 
investment. VCs are looking for businesses that have 
an established customer base, sustained revenues and 
are operating in a market in which a large injection 
of capital will achieve rapid growth and higher than 
average returns.

There are a number of active VC funds in the UK, well 
over 300 at the last count.23 Typically, VCs invest in 
later-stage companies – those in the scale-up phase of 
the fundraising journey (raising their Series A, B or C+ 
rounds). They typically invest anything between £2m 
and £15m per deal and are looking for considerable 
returns – they often ask to see a path for a 150× return 
or greater on their investment before they are inter-
ested. Something founders often fail to understand is 
that each VC fund expects that almost all of its return 
will come from just one company. A couple will make 
a 5× return, a few will break even and the rest will fail. 

23	 Hannah Skingle (2019) ‘Where are the UK’s VCs located and where 
are they investing?’, Beauhurst, www.beauhurst.com/blog/where-
are-the-uks-vcs-located-and-where-are-they-investing, accessed 7 
September 2020
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The reality is that 97% of exit profits come from less 
than 0.1% of investments.24
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To qualify for VC investment, you’ll need to be seen as 
a credible path to becoming the one business that will 
deliver that return. Everyone in a VC portfolio has to 
be seen to have that potential. If you cannot show that 
you have what it takes to achieve unicorn status, or 
you don’t think that going down that path is right for 
you and your business, then a traditional VC invest-
ment may not be for you – angel investment, family 
offices or crowdfunding may be a better fit.

In recent years we’ve seen VCs backing fewer deals 
but at a much greater value, averaging just 450 deals 

24	 Adapted from J Engeström, ‘What you should know about 
early-stage venture capital’, Yes VC, 2020, http://bit.ly/
WhatYouShouldKnowAboutEarly-StageVentureCapital

http://bit.ly/WhatYouShouldKnowAboutEarly-StageVentureCapital
http://bit.ly/WhatYouShouldKnowAboutEarly-StageVentureCapital
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per year between all 327 VC firms since 2011.25 This 
trend has led to a new breed of VC that is bridging 
the increasing gap between angel and VC investment. 
Funds like Seed VC help to incubate and accelerate 
early-stage tech businesses, before investing capital at 
the end of their programmes. This approach blurs the 
traditional lines between angel and VC investment. 
As the UK’s startup ecosystem develops, we’ll see 
more initiatives such as Seed VC take an institutional 
approach to early and mid-stage investment.

‘Smart money is the future of investment. By 
delivering capital alongside deep operational 
expertise, funds like ours can support founders 
through the most crucial stage of their journey – 
increasing success and maximising returns.’

— David Reynolds, founding partner, 
Seed VC

The process of applying to a VC is more formalised 
than dealing with an angel investor. Typically, your 
pitch will first be reviewed by an investment analyst 
(often a junior or intern). If it passes the initial checks, 
it’s passed onto a senior analyst or investment man-
ager for a more thorough review. If they like what they 
see, they’ll invite you to pitch and if all goes well a few 
more meetings will follow. Once they’re satisfied that 
you’ll make a good investment, your proposal will be 

25	 Hannah Skingle, ‘The most active UK venture capital funds’, 
Beauhurst blog 6 September 2018, www.beauhurst.com/blog/most-
active-uk-venture-capital-funds/, accessed 7 August 2020

https://www.beauhurst.com/blog/most-active-uk-venture-capital-funds/
https://www.beauhurst.com/blog/most-active-uk-venture-capital-funds/


176

INVESTABLE ENTREPRENEUR

taken to the investment committee (normally made 
up of the senior partners) for a final decision. In some 
cases, you may also be asked to pitch to the invest-
ment committee.

Private equity

I’ll keep this brief as it’s unlikely that if you’re reading 
this book you’ll be dealing with private equity (PE) 
firms any time soon. However, it’s good for you 
to have an understanding of what could be on the 
horizon. Unlike VC funds (which look for mid-stage 
businesses with high growth potential), PE firms 
tend to invest in less risky, mature companies that 
are reaching the end of the scale-up phase – Series 
C onwards. They’ll typically have a fund that is 
made up of a number of investments, and have set a 
predetermined value: once the fund has reached that 
value they’ll close it and sell all the businesses within 
it to provide a return to their investors. PE firms will 
typically invest upwards of £50m in a single deal and 
can make a great exit opportunity.

Brokers and investor relations

The final source of funding that I want to bring to your 
attention is the use of brokers and investor relations 
agents. While not a direct source of funding them-
selves, they can be extremely useful to entrepreneurs.
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Brokers are either firms, or individuals, that find 
potential deals for entrepreneurs. They can be a great 
option for founders who are struggling to find, meet 
and secure pitches with investors – or would rather 
spend time on their business than on chasing down 
investors. Brokers typically charge a success fee on any 
successful investment deals they introduce. Some will 
also charge a small retainer for their services. Because 
of this, many brokers and investor relations agencies 
will only work with entrepreneurs in the scale-up 
phase because they see businesses in the startup stage 
as more risky than what the investors they deal with 
are looking for.

Investor relations approach things more like a PR 
agency and less like having a ‘little black book’ or a 
database of contacts like a brokerage. Instead, they 
take on the responsibility for communications, mar-
keting, investor-specific PR and sometimes even 
legal compliance to create effective communication 
between the founders and the investment community.

Summary

You now understand in detail the most likely funding 
sources you’ll leverage during the fundraising 
journey. You’ve a particular understanding of angel 
investment, crowdfunding and VC funds, the three 
most popular sources of funding for pre-seed, seed 
and Series A rounds. You know when they invest, 
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how much they invest and their main objectives for 
investing. You should now have the knowledge you 
need to effectively select and approach the sources of 
investment best suited to your business and have an 
understanding of the sources of funding you may need 
in the future as you move through the fundraising 
journey.
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By this point you have planned your fundraising 
journey, you know how much you’re raising and 

how much equity you’re selling in return, you’ve 
created the perfect pitch, you have your critical 
fundraising assets in place, you’ve been approved for 
EIS/SEIS Advance Assurance, you have all the legal 
documentation you need at hand and you know the 
different sources of investment you can approach. 
You’re now ready to head out into the world and start 
convincing investors.

In this chapter I’ll explain the importance of creating a 
campaign strategy and how by doing so you can dra-
matically increase the speed in which you raise invest-
ment. You’ll learn how to target, meet and approach 
investors, and I’ll share five tried and tested tactics 

14

Implementing your 
Investment Campaign
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that will help you lay the groundwork and put you in 
a strong position to convince investors that your busi-
ness is the one to back.

The fundraising strategy

I’ve mentioned more than once in this book how 
seeking investment is nothing more than a specific 
marketing campaign. Everybody knows that to be 
successful in marketing you need a strategy. It’s no 
good simply posting some uncoordinated content on 
Facebook, paying for some advertising, doing some PR 
and delving into direct mail without first considering 
how they all tie together and support each other to 
achieve the objective. The same is true when it comes 
to your fundraising campaign.

I’ve spoken to countless founders over the years who, 
armed with their pitch materials, excitedly head off 
expecting investors to fall over themselves to invest in 
their business. It just doesn’t happen that way. Sooner 
or later these enthusiastic entrepreneurs realise that 
they’ve failed to put together a coherent strategy. By 
the time they’ve realised, most have wasted months 
which would have been better spent implementing 
their business plan.

Those founders who have a strategy in place seem to 
be much more successful, and in a much shorter time-
frame. They’ve identified what they need to do, when 
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they need to do it and the order in which they should 
do it. This allows them to accelerate their campaign 
with a laser-focused approach.

A fundraising strategy needn’t be lengthy. It can eas-
ily be written on two sides of A4 paper. But it is nec-
essary if you’re going to have a clear and considered 
approach to raising investment. Spending a few hours 
mapping out your fundraising plan will save you 
months in your pursuit of an investor and create a 
competitive edge over your rivals.

A basic strategy should cover:

•	 Investor targeting: what type of investors will 
you focus on and who specifically will you 
approach?

•	 Promoting your investment opportunity: how 
will you create opportunities to get your pitch in 
front of investors?

•	 Capturing and converting investor interest: how 
will you capture and monitor investor interest?

•	 A detailed action plan: what will you be doing 
daily, weekly and monthly to find, meet and 
convince investors?

By outlining your plans in each of these areas you’ll 
be able to run an effective and successful investment 
campaign. You’ll have considered your approach and 
will quickly be able to tell what’s working well, and 
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what isn’t. Having a fundraising strategy will deliver 
results quicker and mean you can sooner get back to 
what you love – growing your business.

Selecting and targeting the 
right investors

Many entrepreneurs will contact every single inves-
tor who comes up as a first, second and third connec-
tion on LinkedIn. They’ll bombard every VC, angel 
group and fund that appears in the top ten pages of 
Google. And they’ll be at every startup, pitch and 
investor event listed on Eventbrite. This is not how 
you go about successfully raising investment. Mass 
marketing hasn’t been an effective marketing tool for 
decades. Focused and targeted campaigns are much 
more effective. And the same is true for founders seek-
ing investment.

Rather than having broad messages that they send out 
to hundreds of investors, the founders I work with 
have found much more success when they take the 
time to research investors, qualify them, identify those 
that are an ideal fit for the company and decide on an 
appropriate way to approach each selected investor. 
After all, this is a relationships game, not a cold, hard 
sell. By taking your time to identify and approach 
specific investors because you know they are a good 
fit for you and your business, you will have a much 
greater chance of persuading them to invest in it.
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Successful founders typically start by discovering the 
sectors in which investors within their LinkedIn net-
work (first and second connections) have invested in 
the past. Most of the time, angel investors will list this 
in their LinkedIn profile. VCs will usually list their 
portfolio on their website, and individual investment 
analysts typically list their specialist area in their bio. 
Once you’re armed with this information you can cre-
ate a targeted shortlist of investors that you need to 
approach.

Some founders decide to rank these investors from 
most likely to invest to least likely to invest, to gain 
a tighter focus. It’s often best to start with the least 
likely investors, to refine your tactics and get some 
pitch practice in, before working up to the most likely 
investors.

Meeting and approaching investors

There are a number of ways my clients have met and 
approached investors effectively; the most common 
are networking, pitch events, on LinkedIn or via an 
introduction from a mutual connection. The method 
that almost every investor I know prefers is an intro-
duction. Nothing beats a referral from a trusted third 
party. Before going in cold, exhaust all possibilities 
for getting a warm introduction. When meeting and 
pitching to investors at the bottom of your target list, 
consider asking them for introductions to other inves-
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tors they know who may be interested in meeting 
you. If you’ve impressed them and have come across 
as investable, they’ll most likely be happy to make an 
introduction, even if they don’t think your business 
is the right fit for their portfolio. Hopefully, they’ll be 
able to introduce you to someone higher up your tar-
get list – or to someone else not in your plan. Either 
way, this is a massive result.

Whichever contact method is used there is always 
one common thread that sees my clients achieve 
success, and that’s making the approach personal. If 
you’ve completed the targeting exercise, then you’ll 
know enough about the investor to make a personal 
approach. It’s important here that the investor feels 
special, that they feel you’ve specifically chosen them 
because you see value in having a relationship.

‘A warm introduction is the best. I’ll always make 
time for a meeting if it’s a warm introduction. But 
I still meet plenty of founders who have made 
contact through a LinkedIn message – as long as 
it’s very specific and says that they are reaching 
out to me for a particular reason.’

— Jerneja Loncar, founder, Good Tech 
Ventures

Getting a commitment from an investor will not be 
an overnight thing. First you make contact, then you 
pitch your business. Next, you’ll have some meetings 
to further explore the relationship, test your resolve 



185

Implementing your Investment Campaign

and deliberate over your business plan. Only once 
there is a trusted relationship between you both will a 
deal will be done.

How to make investors love you

Meeting investors can be daunting. You’ll be very 
conscious of trying to make a good impression and 
will most likely feel desperate for them to like you 
and your business. With each pitch, however, it will 
get easier. Over the years I’ve identified a number of 
tactics that founders have used to successfully build 
relationships with investors.

1. Show them the real you

After implementing ‘The Six Principles of the Perfect 
Pitch’, you’re certain to have a convincing pitch. You’ll 
also have a business plan that details the strategy 
you’ll be implementing and financial projections that 
show the rewards on offer.

With these assets you’ll be able to show you’re an 
investable entrepreneur. But investors invest in peo-
ple, not businesses: it’s important that you also get 
across your personality when you pitch. They need to 
like you as much as they trust you. As tempting as it 
is, stay away from heavily scripted pitches. Instead, 
treat each point on every slide of your presentation 
pitch as a prompt, and expand on that point without 
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notes. After all, it’s your business, you know this stuff 
inside out. By keeping away from notes, you’ll become 
much less robotic and come across much more natu-
rally, giving investors a glimpse of the real you.

Additionally, when in boardroom meetings it’s 
important to be authentic and honest with potential 
investors. If you’ve had failures in the past be upfront 
about them. You may have made a mistake early 
on in the business that cost you big time. The most 
important thing here is to show that you quickly 
learned from these mistakes and rectified them, 
putting your business in an even stronger position. 
Investors know you’re not perfect. No one is. Do 
you think the investor sitting opposite has backed 
a winner every single time? Of course they haven’t; 
sometimes they’ve made a mistake. Rather than have 
the investors dig around for the dirt, be upfront about 
it, own it and make it clear that you’re great at learning 
and adapting to change.

2. Practice makes perfect

Your pitch looks and sounds great. It’s clear, con-
cise and memorable. But if you stand there in front 
of investors awkwardly looking at your feet with a 
noticeable quiver in your voice – you’re not going to 
inspire confidence in your ability to inspire others to 
join you on your mission.
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So, you’ll need to practise your pitch. You’ll need to 
practise it often. This doesn’t include pitching in front 
of the mirror. Nor does it include pitching to friends 
and colleagues, for that matter. Doing so is a waste 
of time and doesn’t simulate the real environment. 
Instead, attend pitching competitions, arrange your 
own events with your network, pull together people 
you don’t know from your accelerator or office space 
and spend some time pitching to each other. Do what-
ever it takes but practise your pitch hundreds of times 
before you even start at the bottom of your target list.

Martin Luther King had given versions of his “I 
Have a Dream” speech on several occasions up and 
down the USA in the year previous to his famous TV 
broadcast. However, King had actually planned a dif-
ferent speech for the occasion. As he was delivering 
the broadcast, he ‘started improvising a bit when he 
reached a sentence that felt clunky’,26 but after hearing 
his fellow activist Mahalia Jackson shout, ‘Tell them 
about the dream, Martin!’, he returned to what was, 
in effect, a tried, tested and rehearsed pitch. I doubt 
his first ever recital was anywhere near as impactful 
as this historic moment in front of millions around the 
world, but by opting for a tried-and-tested pitch his 
speech became one of the most famous and inspiring 
moments of all time.

26	 Emily Crocket (2017) ‘The woman who inspired Martin 
Luther King’s “I Have a Dream” speech’, Vox, www.vox.
com/2016/1/18/10785882/martin-luther-king-dream-mahalia-
jackson, accessed 4 September 2020

http://www.nytimes.com/2013/08/28/opinion/mahalia-jackson-and-kings-rhetorical-improvisation.html?_r=0
http://www.vox.com/2016/1/18/10785882/martin-luther-king-dream-mahalia-jackson
http://www.vox.com/2016/1/18/10785882/martin-luther-king-dream-mahalia-jackson
http://www.vox.com/2016/1/18/10785882/martin-luther-king-dream-mahalia-jackson
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3. Treat investors as equals

It’s easy for a founder to put investors on a pedes-
tal and treat them as if they are some kind of higher 
being. After all, they have something you really, really 
want – large sums of money – and without these, your 
dream is dead. Or, at the least, it will be much slower 
and harder to achieve it. However, you must remem-
ber that they’re just normal people, wanting to back 
an exciting entrepreneur and enjoy the successes it 
brings.

By treating an investor as an equal – another busi-
ness mind as brilliant as yours – you don’t bring them 
down, you raise yourself up. You’ll find yourself in a 
more influential position and lay the groundwork for 
building a real relationship. Remember, you can offer 
something they want: high returns on their capital. 
And only you can deliver them this.

By approaching talks as an equal you actually come 
across more likeable and more businesslike. It sub-
consciously tells the investor that you’re confident 
in your business plan and your idea, and that they’re 
lucky to have the opportunity to speak to you about 
it – rather than the other way round. It’s important to 
get the balance right, though; push it too far and the 
investors won’t see you as an equal, but as arrogant 
and uninvestable.
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4. Get out there

When it comes to raising investment, building rela-
tionships is key. Of the founders I’ve worked with, it’s 
always those that are proactive networkers that have 
the biggest successes. They attend as many events as 
they can, they go to pitch events, meet-ups and build 
a community on social media – and they started doing 
this long before they had a fully prepared business 
plan or had completed their pitch.

These founders don’t attend events in the hope of find-
ing someone who’ll invest in their business. Instead 
they slowly build up their network in the entrepre-
neurial, startup and investment scene so that, when 
the time comes to launch their investment campaign, 
they’ve a network they can leverage for warm intro-
ductions to their target list.

By building relationships with the mindset of ‘find-
ing people who may be able to help me’ rather than 
the mindset of ‘finding someone to invest in me’ you 
don’t come across as needy or desperate (trust me, 
investors meet more than enough needy or desperate 
founders). Instead, you’re much more approachable, 
relaxed and genuine. It’s amazing how many doors 
this will open. What’s more, when you’re not looking 
for investors, you’ll almost certainly meet them.

Start networking now. Search Eventbrite and Meetup 
for some interesting events near you. Ask others at 
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those events if they know of any other good ones and 
start getting yourself out there. Begin building your 
online community and social network. It will be worth 
the effort once you’re ready to launch your investment 
campaign.

5. Build a tribe of investors

This one is my favourite tactic. I’ve saved the best for 
last. It’s the culmination of everything we’ve talked 
about so far. It builds excitement and creates a desire 
to invest in you and your business.

If you’ve taken on board the first four tactics, you’ll 
be a proactive networker, with a confident and natu-
ral pitch, who comes across as genuine and authentic. 
You’ll have built a network of fans who are keen to 
help you and have begun building relationships with 
investors. As you maintain these relationships over 
time, you should keep your network up to date with 
your progress. This might be when you meet them 
again at the regular events you attend, or via an active 
social media strategy. Either way, your goal is to tell 
them of your successes and failures. Your goal is to 
be authentic; this means you have ups and downs. By 
sharing the low points (along with how you overcame 
these obstacles) you’ll only add to your credibility. 
As you build deeper relationships you can begin to 
drop into the conversation that you’ll be opening an 
investment round soon.
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Before long, you’ll have a queue of investors asking 
to be notified when you open your round. Pick a date 
in the future that gives you enough time to build a 
decent waiting list. While they’re waiting send them 
your teaser pitch, telling them that you’re putting the 
finishing touches to the full investor pitch, business 
plan and financial projections.

If your teaser pitch lives up to the hype you’ve created, 
they’ll be keen to see the full investor deck and 
book a meeting with you to discuss the investment 
opportunity in more detail. As soon as you launch 
your campaign you’ll be able to line up a number of 
meetings and pitch events in quick succession and 
rapidly close your round.

It’s this tactic that led to one of my clients closing their 
round (and being offered nearly 50% more than they 
were asking for) after just one pitch.

Summary

You now know the importance of creating a campaign 
strategy and how by doing so you can dramatically 
increase the speed with which you close your round. 
You understand the importance of creating a tar-
geted list of investors and understand how to meet 
and approach those investors. You realise that raising 
investment is all about building relationships, and not 
about the cold, hard sell. You also have five tried and 
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tested tactics for making investors love you and lay-
ing the groundwork so that you can convince them 
that your business is the one to back.
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You now have a blueprint for success. You under-
stand the foundations of preparing the perfect 

pitch, and what it takes to become an investable entre-
preneur. You have a methodology for creating pitch 
materials that will convince investors to back your 
business, and you have ideas and strategies on how to 
implement an investment campaign. All you need to 
do now is make it happen.

In this final chapter I’ll set you on your way to 
becoming an investable entrepreneur. You’ll learn the 
mistakes most often made by founders that mean that, 
even with all the knowledge, processes and strategies 
set out in this book, they still fail to secure funding, 
and you’ll understand the traits that set an investable 
entrepreneur apart from the rest.

15

Making it Happen
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Mistakes you must avoid

Despite understanding the investment process, spend-
ing hours creating and crafting the critical fundraising 
assets and carefully considering their investment 
strategy, most founders still fail to raise investment. 
Why? Because they’ve made one of these mistakes.

Mistake One: Leave it too late

Too many founders consider raising investment when 
it’s far too late. They don’t leave enough time to prop-
erly consider their plan, produce credible projec-
tions or perfect their pitch. These rushed assets make 
it impossible to convince investors that they are an 
investable entrepreneur. Remember, a typical funding 
round takes three to six months to close and preparing 
the critical fundraising assets will take you a number 
of weeks before that even starts.

Don’t wait until you’ve burned through your current 
funds before you consider seeking investment. Start 
the process now. Even if you don’t have all the key 
fundraising assets in place there’s nothing stopping 
you beginning the process of building a network of 
investors.

When you begin seeking investment too late you 
become desperate. It shows in your approach, your 
body language and your pitch. Investors don’t invest 
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in the needy. If they did, they’d call themselves 
philanthropists. You don’t want to come across as 
a charity case, you want to be seen as an investable 
entrepreneur. Don’t leave your pursuit of invest-
ment until you need the money. Remember, seeking 
investment is a strategic activity to leverage capital 
to implement your growth strategy – not a stopgap 
when cashflow fails.

My advice is to act now. Start working on becoming 
an investable entrepreneur as soon as you finish read-
ing this book. 

Mistake Two: I’m in this on my own

For some reason, founders believe that they need to 
be able to do everything themselves. They need to 
struggle with the finances, spend days writing and 
rewriting their business plan, draft their own legal 
documentation and spend sleepless nights agonising 
over how to articulate their message.

The truth is that most successful entrepreneurs 
surround themselves with experts who are better 
than they are. Founders have this strange notion that, 
if they haven’t created the business plan, financial 
projections or pitch materials themselves, then 
they’ve failed at being an entrepreneur. This just isn’t 
the case. Think of it this way: do you think the CEOs 
of multi-national corporations spend hundreds of 
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thousands of pounds using the likes of PwC or KPMG 
to create a business plan because they’re unable to do 
it themselves? Of course not; they bring in firms with 
a good reputation because it adds credibility to their 
cause and reduces the likelihood that investors will 
question their assumptions.

Investors can immediately tell when assets have 
been created by the founder. These lack focus, are 
over-ambitious and miss important details. With 
high-quality, independently produced assets you can  
increase your chances of success and access invest-
ment on much better terms than you otherwise would.

When working with an expert team (whether advisors, 
consultants or an agency), you have to be prepared to 
dedicate time to providing them with the information 
they need. They’ll then add their own objective 
perspective and do additional research to help support 
your claims. Some will achieve this through extensive 
interviews and multiple workshops with you. Others 
might replace that process with a questionnaire or 
online platform. However you choose to approach 
it, it’s important to remember that behind every 
investable entrepreneur there is a highly performing 
team.

Mistake Three: Lose sight of the big picture

Raising investment isn’t a quick process; you’ll most 
likely spend at least half a year from start to finish. 
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During this time, it’s easy to be drawn back into the 
day-to-day operations of your business. When this 
happens, you get tunnel vision. You lose sight of the 
wider strategic vision and miss critical factors that 
make the difference between success and failure.

By drawing yourself away from the day-today opera-
tions of the business to consider the big picture you’ll 
completely transform your business. I’ve had many 
clients comment to me how incredibly inspiring 
going through the preparation phase of ‘The Six Prin-
ciples of the Perfect Pitch’ was for them. By spending 
time away from the operations of the business and 
using this time to think strategically about their busi-
ness, they were suddenly able to see things about 
their business they’d never noticed before. In some 
cases, they massively improved their business model, 
in others they created improved product offerings 
that delivered much greater value for their customers. 
Others simply felt inspired as they reflected on what 
they’d created so far and planned the details of their 
future path.

Embodying the investable entrepreneur

We’ve spoken a lot in this book about having the 
assets in place to show that you’re an investable 
entrepreneur. But there’s one thing I cannot help you 
with, and that is your own mindset. I can tell you 
what you need to do, and I can help you create the 
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pitch materials you’ll need to convince investors, 
but I can’t give you the confidence to believe you’re 
worthy of their money.

I can, however, tell you what common traits I see in 
successful and investable entrepreneurs. For me, and 
I’m sure many investors, it’s obvious from the moment 
you speak with a founder for the first time whether or 
not they have what it takes to succeed.

Trait One: Confidence

Some founders are terrified by the prospect of raising 
investment. Sometimes that’s because they’re scared 
of pitching in public, worried about the scrutiny 
they’ll be putting themselves under or because they 
feel they’re going around begging for money.

I find that, once my clients have all the criti-
cal fundraising assets in place, their demeanour 
changes. By going through the process of thinking 
strategically about their business and developing 
this into inspiring communication, they themselves 
become more inspired. This has a knock-on effect on 
their performance in the boardroom. They no longer 
have impostor syndrome. They believe in themselves; 
they believe in their business; and they realise they’re 
offering a great opportunity that an investor would be 
lucky to be a part of.
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As you begin pitching, you’ll realise you have a busi-
ness that people want to know more about. You’ll 
win more fans than you will critics and you’ll soon 
realise that you’re not begging for cash; you are offer-
ing investors an opportunity to make large sums of 
money.

Trait Two: Relentlessness

At times it will feel like a long road ahead. Before 
you get into the fundraising groove, you’re likely to 
spend some time stumbling around in the dark. It 
may feel you’re not getting anywhere. But trust me, 
you are. You’re learning on the job, as you have done 
throughout your time as an entrepreneur.

No one starts their first business with experience of 
starting a business, yet you have started and are grow-
ing a successful enterprise. You’ve learned loads along 
the way, and second time around you’ll get to where 
you’re heading a million times quicker. It’s no differ-
ent with fundraising.

If you’ve never undertaken a fundraising campaign 
before then you’ll definitely make some mistakes. 
Investable entrepreneurs, however, learn from those 
mistakes and adapt their thinking and processes 
quickly. This is a great quality that every investor is 
looking for.
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Trait Three: Conviction

You should expect plenty of knock-backs. Even with 
the perfect pitch, perfect projections and perfect plan, 
investors may tell you your idea stands no chance. 
Don’t listen to them. Have conviction in your ability, 
know that if setbacks present themselves, you’ll be 
able to adapt and come out the other side stronger.

Think of all the times you’ve done exactly that to get 
to this point (perhaps even mention these to the inves-
tor that doubts you). You know your business and your 
market better than anyone else. Don’t fundamentally 
change what you’re doing because an investor who’s 
known you for five minutes says you should. Believe in 
yourself, believe in your plan and believe in your idea.

When an investable entrepreneur gets knocked down, 
they get back up again. Every step backwards gives 
them the opportunity to adjust their approach and 
take three steps forwards. You have to be willing to 
put yourself out there and take the rough with the 
smooth. The more investors you meet, the better your 
chance of finding investors that align with your vision.

Case study: The original investable 
entrepreneur

To end this book, I want to share a story that encap-
sulates everything outlined in the last 14 chapters; a 
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story that epitomises what it means to be an invest-
able entrepreneur.

I met Tony Pauley in 2018 after an introduction from 
an associate. I was immediately blown away by his 
story; the story I’m going to share with you now. It 
shows that if you apply ‘The Six Principles of the Per-
fect Pitch’, develop your critical fundraising assets 
and implement a strategic fundraising campaign then 
you really can achieve incredible investment success.

Tony was on the founding team that achieved the most 
successful early-stage fundraising campaign by a UK 
company, ever. The business was in the financial sec-
tor, and back in 2008 they started pitching their idea to 
investors. The product was called a partnership mort-
gage. It was the first shared-home-ownership scheme 
in the UK and was similar to what we now know as 
Help to Buy – although they were selling the product 
to a different kind of consumer. Tony fondly recalls his 
fundraising success:

‘It’s the most ever raised by a UK startup. We 
raised £65 million in seed funding. As far as I am 
aware, we still hold the record for the largest ever 
seed round.’

They were the original investable entrepreneurs. 
Unknown to them they had implemented ‘The Six 
Principles of the Perfect Pitch’ and demonstrated 
the key traits of an investable entrepreneur. Tony’s 
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story goes to show the incredible things that can be 
achieved when you implement the methodologies in 
this book.

The secret to Tony’s success

Tony puts the secret to his success down to two things: 
credibility and resilience. The first thing Tony and his 
team ensured was that the business plan and financial 
projections were both very appealing and completely 
rock-solid. Nothing was left to chance. When raising 
£65 million, having unimpeachable foundations to 
their pitch would be absolutely essential. Through a 
lot of hard work, they were able to demonstrate quite 
clearly that in almost any market situation they would 
make money, as Tony explains.

‘If the property market went up – we would make 
money. If the property market went down – we 
would make money. No matter what happened, 
we would make money.’

Tony had executed the preparation phase of ‘The Six 
Principles of the Perfect Pitch’ to perfection. When his 
team went to pitch their business to investors, they 
were able to present a viable plan for commercial suc-
cess alongside credible financial projections. They’d 
put the effort in, they’d done their research and they’d 
thought of all possible outcomes. This would later 
prove to be vital in bringing the deal off.
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Secondly, Tony embodied the core traits of an 
investable entrepreneur: confidence, conviction and 
relentlessness. With such eye-watering numbers 
at stake they had priced themselves out of the 
conventional seed investment routes. But they were 
not phased, they had confidence in their plan and 
their fundraising goals. Instead, the team approached 
private equity firms, more suited to later-stage 
investments. This led to lots and lots of rejections, as 
Tony recalls:

‘It took the better part of three years talking to 
private equity investors before somebody was 
willing to take a really deep look at the plan and 
the projections. But eventually it worked. We got 
the investment only because the business model 
was so incredibly robust.’

Tony could have easily given up after six to nine 
months, but the team kept going and going until they 
got the yes that changed their lives for good. But not in 
the way you would expect.

You can never have enough money

With £65 million in the bank you would have thought 
that Tony was onto an instant success. Rarely is 
the  life of an entrepreneur that simple. Even with 
£65 million to play with, building a startup is a roller 
coaster.
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The plan was to achieve Financial Conduct Author-
ity authorisation within six months. They had all of 
the things in place that would mean that should have 
been easily achievable – they had the capital, the 
product and the team. However, when it came to it, 
their proposal terrified the regulator. Tony puts this 
down to their having a product the regulators didn’t 
understand, a lot of money, and a powerful board of 
directors (which included some of the UK’s top CEOs, 
CFOs and even an ex-Cabinet Minister).

Instead of taking six months, it took two-and-a-half 
years to get authorised. In the meantime, they were 
paying the whole team as they needed the staff on the 
books in order to get authorisation. Eventually, they 
were left with no choice but to take the government to 
court over the issue, costing them £20 million in legal 
fees.

By the time they did achieve regulation the business 
was almost bankrupt. They’d run out of cash before 
doing any business: £65 million had been spent while 
they waited for FCA authorisation. Tony recalls: 

‘It was one of those things; the investment should 
have been plenty. But life kicks you in the teeth. 
We came very, very close to running out of 
money – we were six weeks from being dead.’

Eventually they got back on their feet. They hired 
the head of sales from Nationwide who came in and 
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pivoted the product towards buy-to-let landlords. It 
was at this point that the product started to fly off the 
shelf and now the business is doing extremely well.

Lessons learned

Tony has learned a number of valuable lessons from 
the highs and lows of raising the UK’s largest seed  
investment, but his best advice is to nail the commu-
nication:

‘When I look back at our pitch, on every single 
page we had the acronym ‘NIM’: it means Net 
Interest Margin. The reason for this was that 
we were seeking investment from people who 
ran banks. In banks, all they think about is Net 
Interest Margin.

‘You’ve got to use the language of the people 
you’re trying to get to invest in you. For example, 
we couldn’t possibly talk about ‘software as a 
service’ metrics to banks, as they just don’t care – 
they don’t understand them.

‘If you know who your investors are and what 
language they use, then your job becomes much 
easier. There’s more money in the market than 
there are good ideas. They’re just looking for a 
credible place to put it.’
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And with that, Tony had hit on the fundamental theme 
of this book; the underlying premise explained back in 
Chapter 1. To successfully raise investment, you must 
speak the language of an investor. You must address 
their concerns, justify the risk and pitch to them on 
their terms. You must prepare a plan that demonstrates 
commercial viability, projections that justify the risks 
and a pitch that inspires them to follow you on your 
vision. When you can do that, you can achieve incred-
ible things, just like Tony Pauley did.

Summary

You now know the three mistakes you must avoid if 
you’re to become an investable entrepreneur, as well 
as the three traits you’ll need to embrace to be a suc-
cess. You realise that there will be many twists, turns 
and knock-backs along the way, but having care-
fully considered all of the critical fundraising assets, 
and having produced a perfect pitch, you know (and 
believe) that you will raise investment. You’ve seen 
for yourself what can be achieved when you imple-
ment the ideas in this book. There really is no limit to 
your success.
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Entrepreneurs have great ideas. They have the 
ability to make them a success. But the odds tell 

me that they’ll most likely fail to raise the investment 
they need to make their dreams a reality. Despite all the 
effort, despite the hype and despite their willingness 
to succeed, they’ll fail.

The reason for this isn’t down to their ideas. It isn’t 
down to their ability to grow a successful business. 
And it isn’t down to their lack of ambition. It’s simply 
down to their ability to communicate with investors.

Only if you’re able to show that you’re highly 
resourceful, understand the financial risks and 
rewards and have a plan for commercial success; 
if you’re able to inspire investors to join you in 

Summary
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achieving your vision; only then will you hear those 
magic words, ‘Yes, I’d like to invest in your business’.

Imagine what that feels like for a second. After all 
the hard work bootstrapping your business, after 
the emotional pain, the hard graft and the sleepless 
nights, hearing that ‘Yes, I want to invest’ will be the 
most satisfying feeling in the world. When you get 
that first ‘Yes’ it will be hard to remain professional 
and composed. Inside you’ll be wanting to scream, do 
a dance and give the investor a great big hug.

Imagine then, the feeling that follows when you hear 
five yeses and have enough committed to close your 
round: the nervousness as you send out the legal 
paperwork, and the elation when you look in your 
bank account to see more zeros than you’ve ever seen 
on a bank statement in your life. Because of the sac-
rifice, because of the effort, because of the dream it 
enables, that will feel a million times more satisfying 
than the luck of winning the lottery. The two cannot 
compare.

This is what life feels like as an investable entrepre-
neur. No matter how many times you raise invest-
ment, the highs that come from success do not fade. 
I’ve seen experienced entrepreneurs act like kids in 
a candy store when they get the news that they’ve 
closed an investment round. I watch as they struggle 
to contain their excitement.
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Summary

When you have the formulae for becoming an 
investable entrepreneur, when you have the meth-
odology for creating the perfect pitch, this feeling, 
this success, becomes so easily repeated. Time and 
again you can raise investment, close deals and build 
brilliant businesses.

You now have these secrets. Use what I’ve shared in 
this book wisely. Master the craft of communicating 
with investors, embrace the transition into an invest-
able entrepreneur and you will succeed. You’ll defy 
the odds and be in an elite group of your peers. You’ll 
be in the top 1% who successfully raise investment.
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Review this book

If you enjoyed this book, then please take the time 
to review it on Amazon. Send a screen shot of your 
review, or a link to a blog post that features this book, 
and you’ll be sent a complementary ticket to one of 
my Fundraising Strategy Sessions.

Connect with me

Send a connection request on LinkedIn and keep up 
to date with the latest investment trends and receive 
ongoing support and advice from me. I post regular 
content and share current best practices for convincing 

What’s Next
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investors your business is the one to back. You can 
find me here: www.linkedin.com/in/jamescchurch.

Discover more about being a 
successful entrepreneur

My blog contains many articles on the subjects of rais-
ing investment, building a brand and scaling your 
business. It’s a hub of information to give you the sup-
port and guidance you need to build a successful busi-
ness. Simply log on to www.investable-entrepreneur.
co.uk/articles.

Book me as a speaker

If you run a group, accelerator, incubator or event that 
is focused on founders and entrepreneurs then per-
haps you’d like me to talk about raising investment. 
I can cover any of the themes in this book, and more 
besides. Visit www.investable-entrepreneur.co.uk to 
book me for your meeting or event.

http://www. linkedin.com/in/jamescchurch
http://www.investable-entrepreneur.co.uk/articles
http://www.investable-entrepreneur.co.uk/articles
http://www.investable-entrepreneur.co.uk
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As a multi-award-winning fun-
draising consultant, James is 
recognised as one of the UK’s 
leading pitch specialists. He’s 
helped hundreds of founders 
and entrepreneurs understand 
how to create a winning pitch 
and assisted them to perfectly 
position their investment oppor-

tunity so that they can better convince investors.

Having come from a branding and marketing back-
ground, James has always believed that when great 
innovation meets inspiring communication incredible 
things can happen. It has the power to change the 
world, inspire a movement and build brilliant brands.
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James has always had a great skill in applying 
creative principles to achieve commercial outcomes. 
His ability to see beyond the principles of design 
and communication and understand the nuances 
of business strategy has helped create the unique 
investor communication services he offers today.

After conducting intensive research with hundreds of 
investors and entrepreneurs over a three-year period, 
James created ‘The Six Principles of the Perfect Pitch’. 
The success of this methodology led to him develop-
ing partnerships with some of the leading players in 
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oped a reputation as the UK’s leading pitch specialist.
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