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The New Enterprise Forum

Showcase Presentation

Guidelines for Entrepreneurs

The following pages contain information that will help you present your investment opportunity at a NEF monthly meeting.  It is divided into two major sections:

1. A written description of the opportunity.  Specifically, you’ll learn how to answer the questions asked on the New Enterprise Forum’s (NEF’s) Showcase Presentation Form.

Nearly everyone agrees that entrepreneurs seeking capital must have a well-conceived and well-written business plan.  If you already have one in place, you can extract information from it to complete the Showcase Presentation Form.  If you don’t have one yet, the Showcase Presentation Form provides an excellent outline you can use to start building one.  It asks the crucial questions that investors and other providers of resources want answered.

2. An oral presentation of the opportunity.  This section gives you guidelines and tips on how to make the Showcase Presentation itself.

Most entrepreneurs aren’t polished, professional presenters.  Our audience doesn’t expect them to be.  Our audience does expect you to be knowledgeable about your business and the market it serves, and be able to describe how it meets the needs and interests of those who provide the money and other resources you are seeking.

This final point is important.  Just as you need to identify the best prospects for your products and determine how you can meet their needs, you should be aware of the various types of capital providers and know what each type is looking for.  This information is beyond the scope of this paper.  However, we strongly recommend that you turn to other sources to learn more about who the capital providers are and what they are seeking.  Much of this information is can be found at the NEF web site:  nef.bizserve.com   Also, we suggest that you review the information provided at this web site.  It gives an excellent introduction to the issues and players involved in funding your company.


www.toolkit.cch.com/text/P10_0500.asp
To gain a sense of what criteria venture capital firms use to evaluate investment opportunities, we recommend that you review these web sites of four Ann Arbor-based firms:



www.edfvc.com/investfocus.htm


www.arborpartners.com/criteria.html


www.avaloninvest.com/about2.htm


www.northcoastvc.com/strategy.html
 The sources we’ve referred to here provide practical information in non-technical language.  It’s up to you to take advantage of them. The investment you make in learning what’s involved in raising capital can lead to handsome returns for you and your company. 

Completing the Showcase Presentation Form

The next six pages show a filled-out Showcase Presentation Form.  The information given describes a hypothetical company.  Although the information provided is reasonably accurate and appropriate for the kind of company described, it should not be viewed as an exact standard for an actual company involved in electronic billing of medical charges.  It is offered here only to illustrate how such a company would complete the New Enterprise Forum’s Showcase Presentation Form and thereby provide the critical pieces of information investors are seeking.

Immediately following the form, we have provided some commentary on each of the entries.  These comments will provide insight into the kind of information that is most pertinent to a prospective investor’s interests and provide guidance as to how you can present your company in a way that most clearly and completely describes why it is an attractive investment opportunity.

Showcase Presentation Form

1. Please provide a brief COMPANY OVERVIEW.  [e.g., corporate mission, stage of business (idea, prototype, initial sales, etc.), years in business, location, acomplishments.]

Medserve was founded as a C-corporation in 1998 to provide electronic medical billing services for healthcare providers in Michigan and nearby states.  Located in Livonia, we completed beta testing in March, 1999 and have enrolled 23 clients in April of this year.  We have established relationships with local HMOs and other 3rd party payers and are accelerating our marketing and sales efforts.

2. Describe your PRODUCT(S) AND/OR SERVICE(S) and your anticipated pricing structure (unit prices).

Medserve’s AutoRecord( system uses proprietary software to automate the healthcare provider’s (e.g., physician’s) existing manual or electronic billing procedure.  Our system’s cost (27¢ per transaction) is substantially lower than existing methods (57¢ to $1.50).  We also reduce the outstanding accounts receivable cycle from its present 90/120 to 5/10 days.  These represent an annual saving of $75,000 for the typical client.  Our services include system installation, training of client personnel, periodic software upgrades and verification of coding entries.

3. What is the DEVELOPMENT PLAN for your product/service?   [Include a brief description of your future development plan, with cost and time estimates, and other possible applications or enhancements.]

Our primary effort will be in market development.  We intend first to penetrate the healthcare provider market in the Wayne/Oakland/Macomb counties area.  In 2000, we will further penetrate this market and expand throughout the entire lower peninsula of Michigan.  In 2002, we intend to enter the Illinois, Indiana, and Ohio markets.  At the end of this period our customer base will be as follows:



Year




Marketing and Product



Ending

Customer Base
Enhancement Costs



1999

            450 



2000                         1,650

     2,750,000




2001                         3,880                       5,850,000



2002                         6,300                       8,950,000



2003

         9,500
               12,500,000



2004

       15,600
               19,100,000

As we extend our market reach, we will also be enlarging and strengthening our internal systems, operations and customer service capabilities.

We intend also to enter into strategic alliances with HMOs and other payers in each of the four markets.

4.
Provide an overview of your OPERATING PLAN.  [Which of your company’s primary business functions are provided by your firm and which are subcontracted?  How will this change as your business grows and develops?]

Initial software development was done on a contractual basis by an outside vendor.  System upgrades will also be done by the same vendor.  Medserve personnel will install the system at client locations, conduct client training, monitor daily billing transactions for coding accuracy, maintain liaison with HMOs and other 3rd party payers, engage in marketing activities, and provide general administrative support services.  As noted in answer #3, above, we intend to bring software and system development in house as the company grows.

5.
Describe your MARKETING PLAN.  [Define and give the size of the market segment and market niche in which you will be competing.  Give examples of your actual and targeted customers, how will you prospect these potential customers?  How will you service your customer base?  What distribution channel and selling strategy will you employ to reach your targeted customers?]

Because the Health Insurance Portability and Accountability Act (HIPAA) requires that all HMOs, insurance companies and other 3rd party payers be able to process billings electronically, there are legal as well as economic incentives (reduction of healthcare costs) for use of the AutoRecord( system.  The 63,000 healthcare providers (physicians and other individual practitioners) in Michigan, Indiana, Illinois and Ohio are the primary target for AutoRecord(.  We will also mount a marketing effort directed at paying organizations because they will have considerable influence on which system the healthcare providers select.  In fact, AutoRecord( has already been named by one of these organizations as its “preferred” billing system, a designation we intend to obtain from other payers as well.

Accordingly, we will mount two marketing efforts, one to gain the support and endorsement of payers, and the other directed at placing the AutoRecord( system in healthcare providers’ offices.  The first effort will be carried out by company officers making direct calls and presentations.  Selling to healthcare providers will be done by a combination of mailings, advertising and placement of informational articles in professional journals, presentations at medical society meetings, and direct calls by company sales representatives.

5. Who are your major COMPETITORS?  How is your product or service different from those of your competitors?  [Include market share forecasts.  What is your competitive advantage?]

Medserve faces two kinds of competition:  (1)  Existing methods of billing, and (2) existing – and future – companies offering electronic billing systems.  The latter include a limited number of potentially powerful players who already offer their products/services nationally.    Presto Processing, which had revenues of $38 million in 1998, and Docusend, with 1998 revenues of $34 million are the current market share leaders.  There are also a growing number of smaller, locally-focused companies that are coming to market in major metropolitan areas throughout the country.

An estimated 50% of physicians and other healthcare providers still submit bills manually.  The HIPA Act will not require them to change.  However, the fact that paying organizations will have electronic processing in place in 2000 plus the growing use of computers for internal office records management suggests that there will be only moderate resistance to electronic billing.  As the preceding paragraph suggests, there are many organizations to which they might turn.  However, all our competitors’ systems require re-entry of data from existing computerized office systems.  Only AutoRecord will accept existing data, without re-entry, from legacy systems.   This results in a major cost savings for the client (27¢ vs. 57¢ - $1.50).  It is one of the most important reasons we will be identified as the “preferred” system by the paying organizations.  The system also reduces substantially coding entry errors that cause payers to delay or deny payment.

As described in item three, above, we intend to grow our market substantially in the years ahead.  We expect to capture 20% of the Wayne/Oakland/Macomb counties this calendar year.  In 2000, we plan to gain an additional 15% share in this geographic area and obtain 20% of the market in the lower peninsula of Michigan.  By 2002 we will have entered the Indiana, Illinois, and Ohio markets, and, by 2005, have 20-25% of the market in this four-state area.

6. Please describe the functional roles and give the educational, technical, and operational background of the MANAGEMENT TEAM.  How will the skills, experience and unique capabilities of your management team contribute to the success of your business?  What are your additional key personnel needs?

David Stanley is President and Chief Executive Officer.  Dave received an MBA from the University of Illinois in 1988.  He held a variety of positions of increasing responsibility, including Vice President of Claims, at Blue Cross of Illinois.

Marcia Caruthers is Vice President of Sales and Marketing.  She holds a BBA in Marketing from the University of Virginia.  She has experience in advertising (Fallon McElligot), field sales (Baxter Labs), and marketing administration  (McPherson Hospital).  While at McPherson, Marcia was part of the transition team that implemented the hospital’s electronic billing system.

Daniel Johnson is Vice President, Operations.  He holds a BS in Computer Science from Illinois Institute of Technology.  He has served as a Senior Systems Engineer with Control Data, Project Supervisor at EDS, and as Director of Computer Services at McPherson Hospital.

Victoria White is Chief Financial Officer and is responsible for accounting and administration.  She received a BBA in Accounting from the University of Michigan-Flint.  A Certified Public Accountant, she served as a Senior Staff Accountant at Arthur Anderson, and subsequently founded her own firm, White & Associates. 

As the company’s client base grows, we will hire a customer service representative and an administrative support specialist.  Subsequent growth will lead to the hiring of additional customer service personnel, and a systems administrator.

Collectively, our team has the training and experience that gives us an understanding of the marketplace, the technology involved, and the general business skills that are required to make the company prosper and grow.

8.
Please fill in the chart below for the last two years of your operation [if any] and the projected figures for the next five years.

First
   Second             Third
      Fourth
Fifth
       Sixth


Year
   Year
     
Year
      Year               Year              Year

(Actual)    (Projected)
(Proj.)          (Proj.)             (Proj.)           (Proj.)

Sales (units)
    1.1
        15.3              29.5
        51.4               74.3                 123.6

Sales ($s)
602,312
   4,250,494      8,122,513      14,812,350      22,850,546     34,775,675

Assets

 302,971      763.025      1,827,490
      4,489,645        9,241,918      17,576,021


Liabilities               87,453       128,657          249,567          785,877        1,887,650        3,763,907

Equity
               215,518       634,368       1,577,923       3,703,768        7,354,268      13,812,114

Net Income             65,518       418,850          943,555       2,125,845        3,650,500        6,457,846

               (Loss)

Number

      4                    9                   21                    26                 44                     56

               employed

Major assumptions:

A. Economic conditions will remain strong but the rate of growth will diminish slightly during the next five years.

B. There will continue to be widespread concern about the nation’s health and the perceived high cost of healthcare services.  We do not anticipate any federal legislation that will lead to dramatic changes in the funding of healthcare services.

C.
Changes in computing and communication technologies will continue at their present rapid pace and there will be a growing utilization of them in fields such as healthcare. 

9. Approximately how much money are you seeking and how is the money to be               used?

Use of Funds

Amount Needed
Date of Funding Need
Marketing

  $85,000

In two months

Staff expansion
  $75,000

In four months

Equipment upgrade
  $90,000

In six months

                        
Total


$250,000

10.  What types of financing are you looking for? [Equity, loan, etc.]

We are seeking an equity investor.  We are willing to explore alternate forms of investment such as convertible preferred stock or convertible debt.  Although we would welcome multiple investors, we prefer that each party invest a minimum of $75,000.

11. What is your exit strategy? [Initial Public Offering, management buyout,  acquisition, etc.]

We anticipate that the company will be purchased by one of the major organizations in the healthcare management field within five years.

Comments on Preparing the Showcase Presentation Form

Your presentation to groups of investors has a very limited and very important goal: To arouse their interest in your business and to get at least some of them to follow up on their interest by coming to you for additional information.

You have very limited time available to meet these goals.  This being the case, it is crucial that you have material available that documents your key points, provides a few of the details you weren’t able to include in your presentation, and gives your listeners a summary of the investment opportunity they can review individually.  This is the purpose of the Showcase Presentation Form.

As you will see, it is a highly summarized version of your Business Plan.  Moreover, it has been developed as a result of what investors have told us they want most to know about your business.  This is a critical point; the form asks for what investors most want to know, not, necessarily, what you want to talk/write about.  At this stage, be responsive to their needs and interests.  Be brief.  You will have the opportunity to provide more information and details in your follow-up meetings.

You may wish to refer to the sample, filled-out form to see how one company, Medserve, has responded to each of the items on the form.  Here are some things to note about each of Medserve’s responses.

Item # 1

What’s perhaps most important here is the brevity of the response.  There’s no “let me give you a brief history of how we got started” nor is there a description of the factors leading to the company’s creation (“There is a growing awareness in our nation of the astronomical growth in health care costs.  Our company …. “).  Here, and throughout the form, the facts speak for themselves.  They enable the reader to determine the magnitude of the problem and the value of the solution.

Item # 2

Rather than describe the technical features of their products and services, Medserve emphasizes the benefits they will provide for its customers.  In this case, those benefits have been quantified and a dollar value placed on them.  Once again, the response is short and to the point.  It's important to note here that you are not selling a product; you are selling an investment opportunity.  Make sure the investor knows what your product does but make sure that description is one that makes the investment opportunity an attractive one.

Item # 3

Investors want to know how you are going to make the company grow.  By developing new products?  New markets?  Alliances with other companies?  Other ways?  When will these events occur?  What will the major costs be?

Medserve has said its primary growth strategy is to enter new markets.  They have also noted they plan to enter into strategic alliances with other organizations.  They have a time schedule but they don’t enumerate the costs of carrying out their plan.

Item # 4

Investors want to know if you intend to carry out all aspects of your company’s operations yourself or whether you will call upon others to help you.  If you plan to do it all yourself, the investor will review carefully your management team and staffing plans (item # 7) to determine whether you have the talent to do the job.  If you plan to seek the assistance of others, investors what to know if have you identified who they will be and whether you have established relationships with them. 

Item # 5

To some investors, market size is important.  For example, venture capitalists invest in growth companies, and a company can grow only if (a) there is a large market and (b) there is reason to believe it can capture a defined portion of that market.  So, demonstrate that you are intimate with the size and character of the market and have a plan for communicating with, selling to, and servicing that market.

Apparently, Medserve has found a source that tells them the precise size of the market in the geographic area they intend to serve.  They also feel there are important organizations that will influence the buyers’ decision and plan to direct selling efforts at both these groups.  If you have hard facts about customers (or other aspects of the business), use them.  Don’t make them up.  Investors, in their due diligence efforts, will check out your facts.  

Item # 6

Don’t say, “We don’t have any competitors.”  Every company, old or new, has competition.  It may be that no one else has a product exactly like yours, but somebody has a product or process they use to obtain the benefits your product will provide. It may be slower, less precise, more costly, bulkier, harder to use, etc., but it’s a force to be reckoned with.  Your task is to convince the world – and especially the investor – that your way is better than anyone else’s.  Your competitive advantage is the cornerstone of your company’s success.  This is the place to declare it clearly and emphatically.  Medserve, for example, has a system that requires only one entry of data, a feature that no other company can match.  Note also that they know – by name – who their major competitors are.  

Item # 7

It is said that the three key elements of success for a retailer are location, location, and location.  For an entrepreneurial company, they are management, management, and management.

Medserve appears to have all its key players in place.  Many start-up companies don’t.  If you have staffing gaps, identify the gaps and specify the kind of people you will need to fill them.  If you have prospects in mind, say so.  You needn’t identify them by name.

Item # 8

Although this may be the most difficult part of the form to complete, it may also be the most important part.  These figures demonstrate that, 

A. In the longer term, the company will have become valuable enough to earn a return for you and your investors.

B. You have done a careful job of planning and are capable of meeting your fiscal responsibilities.  

The figures you report here are based on a full set of projected financials.  If making these projections is beyond your own scope of abilities, seek out professionals who can assist you.  It is absolutely essential that these figures will stand up to the investor’s scrutiny.  For example, investors will use standard reference works such as Robert Morris Associates Financial Statement Analysis to compare your forecasts to results experienced by other companies in your field.  Your figures needn’t match those industry norms, but if they vary dramatically, you should be prepared to explain why.

Don’t forget about federal income taxes, the Michigan Single Business Tax, and other government obligations.

Medserve had listed three assumptions about factors that have influenced their projections.  Sometimes investors will ask, “What is your contingency plan in case one or more of your assumptions are wrong?”

Item # 9

The only comment here is, don’t expect to get your money “now.”  It always takes longer than that.

Item # 10

Often, equity investors in fact make loans to companies that are convertible to equity at some future time.  Learn what the various options are, decide which you prefer, and then be flexible.  Like Medserve, you may decide that you want to specify a minimum amount you will accept from each investor.

Item # 11

Tell the investor how and, approximately, when he can get out.    It appears that Medserve, from the very beginning, planned to be purchased.

For guidelines on giving your oral presentation, see the following pages.

Giving Your Showcase Presentation

Your presentation has a very specific, very limited goal:  To prompt one or more members of your audience to come to you and say, “I’m interested.  Tell me more.”  Because of this, it’s critical that you present the information investors seek and that you present it in a way that prompts such a response.  This brings us to two sobering facts:

1. No one in the room will know as much about your business as you do.

2. No one in the room will be as excited about it as you are.

This being the case, there may be the temptation to tell your audience all about your company and all that you are going to do to make it a booming success in the future.  Resist the temptation.  There are two reasons you can't do this:  First, you won’t have the time.  You’ll have only ten minutes plus another five minutes or so to take questions from the audience.  Second, too much information can overwhelm, confuse, and even turn off your audience.  How can you resolve this dilemma?

Work within this framework:  (1)  Identify the key points your audience wants to hear, (2) Vow to stick to only those points in your formal presentation; you can enlarge upon them as you respond to the audience’s questions, and (3) Present your information in a way that’s as understandable and interesting as possible.  Let’s start with the last point first.

Arousing Interest, Making it Understandable

Here’s a typical opening statement:

Ajax Corporation was founded last October as an S corporation to capitalize on our expertise in micro-circuitry.  We are using these skills to develop a new generation of widgets with 30-terraflop capability. This will enable us to serve market segments that other companies are ignoring.

Although this statement may be factually correct and although it may contain a key element in your company’s strategy – to exploit other companies’ missed opportunities – it may not be the best way to grab your audience’s attention and interest.

An alternate approach, utilizing a small dose of showmanship might not be out of place.  For example, hold up a widget and say to your audience, 

This is a widget.  See what’s missing?  Of course you can’t; it’s the circuitry inside.  It lacks speed and processing capability.  The three major widget manufacturers didn’t recognize this shortfall either.  But we did, and last October we founded Ajax Corporation to capitalize on our expertise in micro-circuitry and take advantage of their failure to respond to the market’s demand for higher capacity widgets.

I’m Joe Smith, President of Ajax.  Tonight, I and Susan Jones, our Vice President of Marketing, would like to tell you how we are going to make Ajax one of the major forces in this dynamic industry. 

By employing this tactic you have, in addition to stimulating their interest, 

1. Shown your audience what a widget is.  Of course, merely showing them a widget won’t make them very informed.  However, your purpose here isn’t to tell them about your product; it’s to tell them about your investment opportunity.  And, seeing a real widget can help them feel a bit more comfortable with what you’re talking about.

2. Minimized jargon and talked in a way your audience can understand.  Closely related to the preceding point, you must remember we are all laymen in every field but our own.  You can lose or even alienate your audience by assuming they are knowledgeable in your field.  It is extremely easy to lapse into jargon (e.g., terraflops).  Work hard at avoiding it.  Even when a knowledgeable person in the audience uses technical terms in asking you a question, try to rephrase the question so the rest of the audience will understand its significance.  

3. Identified yourself and your co-presenter (if you have one).  You will have been introduced to the audience, probably by a member of your liaison team.  Still, it doesn’t hurt to repeat your name; it helps the audience identify and remember you. 

4. Demonstrated you are a market-driven company.  Often, entrepreneurs spend too much time describing their product/service or technology and too little time telling (a) why there’s a need for it, and (b) how they will get it to their customers.

5. Evidenced that you know who your competitors are and know their shortcomings.  Investors are looking for business-savvy entrepreneurs and awareness of market dynamics is one way to show that you meet their expectations.

6. Left out a fact – that you’re an S corporation – that was in the earlier version of the introduction.  This is an example of possible information overload.  You can bring this fact out later in your presentation.

7. Introduced the next major point you want to make, that you are a unique business opportunity. We’ll say more about this below.

Although we advocate that you use what we refer to here as showmanship, let us make clear that it should be professional in nature and have a character that is appropriate to the audience and the occasion.  This is not the venue for clever jokes or funny costumes.

Perhaps the “showmanship” can simply be a thought-provoking question or statement.  For example, the spokesperson for Medserve, the company that served as the model for our comments on completing the Showcase Presentation Form, might start with this statement:

How many of you are familiar with the Health Insurance Portability and Accountability Act?  Probably not many.  But I can assure you that all 118,000   physicians in private practice in the United States are intimately aware of it.  This law requires insurance companies to permit doctors to send them billing records  electronically.  Medserve has developed a program that will enable doctors to take advantage of this new opportunity.  And, by using our program, a doctor can save $75,000 a year.  Most importantly, we are the only company that can provide these kinds of savings.  Tonight, I would like to tell you about ….   

As you proceed through your presentation, there will other times and places you can stimulate interest or, conversely, lose your audience.  For example, it may be difficult to decide how much detail you should provide on any given topic.  In general, give only a general statement rather than many specifics.  For example, it is sufficient to say, “We plan to establish a network of approximately 35 overseas distributors.”  It is not necessary to tell us that five of them will be in the United Kingdom, four in Japan, five in France, etc.” 

Communicating financial information can be particularly vexing.   Presumably, “money is what it’s all about,” and that being the case, there is a tendency for presenters to go into considerable detail.  This isn’t necessary.  Moreover, just as it is difficult to present detailed financial information, it is equally difficult for an audience to absorb and understand it.  Keep detail to a minimum and rely on visual to make your points.  

Your visuals should themselves be simple and easy to understand.  If you present a table of financial data, keep it very simple.  Your audience will probably have no more than 30 seconds to analyze what appears on the screen.  Compare their situation to what you experience as you read a billboard while driving at cruising speed on a freeway.  A rule of thumb advertisers have is that there should be no more than nine words on a billboard.  It’s not a bad rule of thumb to use for your overheads or slides.  Also, consider using graphs, pie charts, etc. as an alternative to showing an array of numbers.  

A few other thoughts on visuals:  Use them.  A picture truly is worth a thousand words.  Limit the number of them you will use; five-ten is probably the maximum.  As you present your visuals to the audience, don’t forget the audience.  Sometimes a speaker will become so focused on a visual, perhaps reading it word by word, that all the audience sees is the speaker’s back.  Remember, visuals should augment your presentation, not dominate it.  Test the audio-visual equipment before the meeting starts.  Make sure it works and make sure you are familiar with how to operate it.   Unless you have your own equipment with some sort of remote control device, it is advisable to have someone else – a colleague, a family member, or a NEF members – actually operate the equipment for you.  Make sure they know how to operate it and agree upon a method that will be used to signal that you want the next visual shown.  Finally, proofread your visuals.

Mundane as it may sound, there is another important element in gaining and maintaining the audience’s interest:  make sure they can hear what you have to say.  This is easily achieved by making sure you use the microphone throughout your presentation.  If you want to leave the lectern to point out a feature on one of your visuals (or simply to walk around), make sure you take the mike with you.  This is important not only to those in the room who are hearing you “live.”  It’s even more crucial to those who will see your presentation on cable TV.  Without a good, strong sound feed, your voice will become muffled or completely inaudible.  When an audience member puts a question to you at the end of your presentation, make sure you repeat the question so that everyone in the room and viewers at home know exactly what was asked.

Identifying Key Points, Sticking To Them

To a large degree, this issue has been addressed in the Showcase Presentation Form.  The questions asked there represent what investors want to know.  You need not, of course, place equal emphasis on each of the form’s questions.  Time constraints and the subject matter itself won’t permit you to present orally everything you’ve written on the form.  In fact, it may be to your advantage to make statements such as “I’m just going to hit the high points on the financials.  There’s much more detail on this in our Showcase Presentation Form.”

To help you allocate time properly, we suggest that you plan your presentation so that it will closely follow the time schedule shown on the following page.

As the Liaison Team works with you, its members will reiterate the points made here.  If, for example, they feel you are putting too much (or too little) emphasis on one part of your presentation, they will encourage you to make adjustments.  Be responsive to their advice.  Individually and collectively they have been closely involved with process of seeking resources.  They will be sensitive to your interests and priorities but they will also impress upon you that you must be sensitive to the interests and priorities of prospective investors.

To a degree, they are representative of the audience you will be addressing.  They may ask “dumb” questions; e.g., “I don’t know what a terraflop is.”  They may ask tough questions that might sound skeptical or even hostile.  Their intent is not to attack or even dispute but rather to make sure you have addressed the major questions the audience will want answered and answered them in as clear, straightforward manner as possible.

Better to learn from them than the NEF audience that you’re speaking over your listeners’ heads or failing to cover a point that investors want answered. 

They and the entire NEF organization wish you well with your venture and are pleased that we have this opportunity to work with you.

	Introduction




Up to 1 minute

Visual #1 

Showing

Info at right
	Company name, product(s), presenter’s name and role

In company, personal comment/insight



	Unique Business 

Opportunity

1.5 minutes

Visual #2
	What is unique or special about your business opportunity?


Present an overview of product(s) and its potential.

Describe the industry and market trends, the niche you

intend to serve.  What proprietary protection does your

company have?



	Marketing

3.0 minutes

Visual #3
	Explain how the product/service will be taken to market and why your venture will succeed.

External:  Who is your competition?  What are major segments?  Who are the major buyers of your products?

Internal:  How will you achieve your market goals?  



	Operations

2 2.0 minutes

Visual #4
	What are the major functions?  Which will be performed internally?  Which externally?



	Management

1.0 minute
	Relevant background (highlights only) of management team.

Identify advisors, coaches, consultants.



	Financials

1.0 minute

Visual #5 showing data

at right in graph form
	Income/expense/profit projections for 3-5 years

Other major financial data; e.g., capital expenditures



	Investment Deal

Visual #5
	Amount of investment being sought.  Type of

investment being sought.  Purpose and application of 

Requested funds.  When needed.

Exit strategy.  When and how.

 of financing being sought



	Questions and  Answers

Up to 5.0 minutes
	Note:  We can plant questions in the audience that you want 

asked.




Showcaseguidelines.doc




17

