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1. BALANCE




1. BALANCE




2. CASHFLOWS




2. CASHFLOWS

Szles QUANTITY
Revenues
Costs

1
10,000.00

2
12,000.00

50,000.00 € 60,000.00
22,500.00 € 27,000.00

3
15,000.00

4
15,500.00

5
12,000.00

75,000.00 € 77,500.00 € 60,000.00
33,750.00 € 34,875.00 € 27,000.00

EBITDA

27,500.00 € 33,000.00

41,250.00 € 42,625.00 € 33,000.00

Depreciztion

2,000.00 € 2,000.00

2,000.00 € 2000.00 € 2,000.00

EBIT

25,500.00 € 31,000.00

39,250.00 € 40,625.00 € 31,000.00

Taxes

Ld
10,200.00

£

12,400.00

L4
15,700.00

£

L
16,250.00

£

12,400.00

Ezrnings

15,300.00

£

18,600.00

23,550.00

£

24,375.00

£

18,600.00

Depreciation
Capital Expenditure
wWC

Changein WC

Cash Flow

DCF

Hurdle rate

NPV

€ 10,000.00

12.60%
€ 66,034.45

£
£
£
£
£
£
£
£

2,000.00

2,500.00

2,500.00
14,800.00
13,143.87

2,000.00

3,000.00

500.00
20,100.00
15,853.29

Dl U L L L L L)

ot

2,000.00

3,750.00

750.00
24,800.00
17,371.47

2,000.00

3,875.00

12500
26,250.00
16,329.61

£

2,000.00

3,000.00

(875.00) € (3,000.00)
21,475.00 € 3,000.00
11,864.28 € 1,471.94
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3. DEMAND




3. DEMAND

Bottom-Up Approach

Estimate market size

Estimate the number of competitors
Analyze your strengths for the long term
Estimate your market share for year 5

Establish a revenue growth path

Project customer growth
Determine budget
Estimate conversion rates

Estimate customer acquisition costs

Start from the first year working forward




3. DEMAND

Bottom-Up Approach Internet/Users Approach

L
Measuring past records i Veard
it i arrodlin g o tor impdomantotion pariod.
January TFebruary Trarch Tepm | R Toune | B}
Online Acquisition
Pavied Basic
Facebook adds  Users Acquired | | | | [ |
Money spent T [ | [ | [
Cost per User [ 0 0 [ 0 [
New Users Contributi I a I a e a
Google adds Users Acquired | | | I I I
Maoney spent | | | [ I I
Cost per User [ [ [ [ [ [
New Users Contributi I a I a e a
Other adds
e e g bl Users Acquired i | i | | |
Money spent | [ | | | I
Cost per User 0 [ 0 [ 0 [
New Users Contribution I I I I I I
Non 2 Rasis
| Networks Ca Users Acquired | T | I ] T
Maney spent I [ | [ | [
Cost per User 0 [ 0 [ 0 [
hew Users Contribution & I I3 a I3 a
BlogsiPress Users Acquired | | I I | I
|M New Users Cont @ @ 3 @ 3 @
Users base Yirality Users Acquired I I I T I T
e S Mew Users Contributi I3 @ I3 @ 3 @
Offline Acquisition
Users Acquired | | | I | I
Money spent | | | | | |
Cost per User [ [ [ [ [ [
New Users Contribution I & I3 I I3 I
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4. COSTS

Controls for COGS:
Delete Group

View common Examples

Controls for SW&S:
Delete Group

Add Cost DelCost
View common Examples

Controls for 5, M&R:
Delete Group
Add Cost

View common Examples

Controls for T&E:
Delete Group

View common Examples

Controls forAdim. Costs:
Delete Group
Add Cost DelCost

View common Examples

Controls for P,L&A::
Delete Group
Add Cost

View common Examples

Variable Costs

Cost of Goods Sold

Insert Cost name
Insert Cost name

Total COGS

Wages & Salaries( Gross- Final Out flow)

Insert Cost name
Insert Cost name

Total W& S

Sales, Marketing & Representation Costs

Insert Cost name
Insert Cost name

Total S, M &R

Technology & Equipment Costs

Insert Cost name
Insert Cost name

Total T& E

Administrative Costs

Insert Cost name
Insert Cost name

Total Adim. C

Professional, legal &

Insert Cost name

Insert Cost name

Total P, L& A

Total cash expenses




5. FUNDING




Startup Financing Cycle

5. FUNDING

Equity Crowdfunding & Crowdlending

VCs, Acquisitions/Mergers & Secondary Offerings

Accelerators Strategic Alliances
Angels’ FFF Later Stage

- -
Seed Capital Early Stage

Co-founders -—

L
2
=
L
>
L
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Public Market

Mezzanine

Break even

A

Valley of Death




5. FUNDING

BOOTSTRAP
FFF




5. FUNDING

ACCELERATORS
CROWDFUNDING




5. FUNDING

INVESTORS:
BUSINESS ANGEL
VENTURE CAPITAL




5. FUNDING

CREDIT
LEASINGS
RENTINGS




STARTUP
FUNDING
TIPS & TRICKS







Types of Funding...



Types of Funding...

DEBT

eoften "investment grade”
*passive investment

*no loss of equity

*fixed sum (or structure)

fixed time period

fixed rate of return

*hefty (and onerous) covenants
erisk-averse asset

HYBRID

EQUITY

sinvestor "participates in upside”
eactively avoid lower risk

*higher returns required

*loss of equity

sactive investment (controls, board
roles, etc)

suitable for riskier investments
eoften part of a portfolio



Capital to Reach Cash Flow Positive &

o
=

Entrepreneurial Finance Framework

= )3
>

Capital Intensive, Capital Intensive,
Proven Technologies New Technologies
(Commercial banks; project finance; (Hard to fund —
strategic investors) “valley of death”)
Small Businesses New Technologies
(Personal credit; (Angel investors;
bank loans) venture capital)

$
A\

Technology or Business Model Novelty high



BY ANNA VITAL

HOW STARTUP FUNDING WORKS

IPO

money . A HYPOTHETICAL STARTUP GOES FROM IDEA TO IPO I (Initiol Public Offering)
:l‘::h ‘z’srml“‘ ot 526 b‘on WlWﬁOﬂ

o ¢
100 % Ol 17% OF A W

NOTHING IS A LOT LESS THAN BIG COMPANY...

SERIES A

$2,000,000 at $4 million valuation

SEED ROUND

$200,000 ot $1 million voluation

o $15,000 FAMILY AND FRIENDS

IDEA CO-FOUNDER STAGE

‘ il

some more series of funding




What do VC’s look for?



What do VC’s look for?

Business

Model

Team Opportunity
'\/




What to Expect with a VC! - (Via France Digitale)

The Process

40% 0UT Weekly 90% OUT
Executive Dealflow __~ _investment _—
Summary instruction ~ committee
analyst full team

| ] - Business Plan

try to avoid this step by meeting them
before you need funds (chances almost x2)

First meeting
analyst + partner

Party o Slideshow
everyone cool (0
Champaign I 85% OUT
N Negotiation ot Instruction
N

2 partners/1 partner-1 analyst

at least one partner « |
focus on specific points, “friendly” due diligence

Everything you got /\ due diligence

chance of raising: 100°(1-40%)"(1-90%)"(1-85%)"(1-40%)"(1-10%)=0,48%



Tip #1: Find your lead investor early.

Investors follow the
herd. They care more
about who else is
investing than what you
do as a company. Don’t
go broad until you have
your lead lined up.

How investors make decisions

® Business plan
Team
® Other investors



Tip #2: Your angel investors don’t have to be in tech.

10x

Don’t limit your search to
active tech angels. Think
more broadly about who
would support your
company.

Active angels Wealthy people
that want to
invest in tech



Tip #2: Your angel investors don’t have to be in tech.

Wealthsimple investors come
from...

Think broadly about your
ideal investors. “Smart
money” can make a big
difference.

® Tech
® Finance



Tip #3: Set a deadline.

Once you have a leader investor, move fast to close your round.
Closing will always take longer than you expect.

Deadline

2 weeks 1-3 weeks




Tip #4: Understand the Numbers... Financials... Economics.



Tip #4: Understand the Numbers... Financials... Economics.

Addressing a Sizable and Growing Market

X3 customers S[X] bn Market is Expected to Grow at ~50%

X2 customers

CAGR:
56.5%

CAGR:
41.4%

X1 customers

Source: [Insert your source here]



Tip #4: Understand the Numbers... Financials... Economics.

Startup economics

(Sm) 2017E 2018E 2019E Comments
KPI1 (e.g. customers) X1 Y1 Z1 [Insert comment]
KPI2 (e.g. channels, locations) X2 Y2 Z2
Revenues $X Sy Y4
Gross Margins A% B% C%
R&D S(R1) S(R2) S(R3) [Insert comment]
S&M $(51) $(S2) $(S3)
G&A $(G1) 5(G2) $(G3)
Operating Expenses S(OE1) $(OE2) S(OE3)
Net Cash Burn $(C1) $(C2) $(C3) [Insert comment]
# of Employees A B C [Insert comment]




Tip #4: Understand the Numbers... Financials... Economics.

Startup economics

(SM) 2017E 2018E 2019E Comments
KPI1 (e.g. customers) X1 Y1 Z1 [Insert comment]
KPI2 (e.g. channels, locations) X2 Y2 Z2
Revenues $X SY LY
Gross Margins A% B% C%
R&D S(R1) S(R2) S(R3) [Insert comment]
S&M heman zemme ae—os
G&A Term Definition Example
W Average Selling Price = Annual average revenue per customer' $100
| (ASP) = Can be monthly as well as long as consistent across
m ) = fit after the cost to deliver product or service
# of Employees Gross Profit ] gl;cc‘)ss margins x ASP $80
Customer Lifetime = 1 /annual churn rate 5 Vears
Useful Life = |fannual churn is 20% = 1/20% =5 years
::,:Is::r?::;ll).ifetime = $80 Gross Profit x 5 years =$400
Customer Acquisition = Annual sales and marketing expenses / gross customer adds $120
Cost (CAC)
CLV / CAC = >3x is considered healthy, sustainable scaling ~3.3x




Tip #4: Understand the Numbers... Financials... Economics.

Startup economics

Investors economics

(SM) 2017E 2018E 2019E Comments
KPI1 (e.g. customers) X1 Y1 Z1 [Insert comment]
Amount >
KPI2 (e.g. channels, locations) X2 Y2 72 8 Ventures Invested Total Value 3
24 ]
Revenues SX SY Sz
E sl 2> & = * EZ
Gross Margins A% B% C% s |5 9_... § s o 9—1 Py < 2 5_’: 3
F I 8 e °
R&D S(R1) $(R2) $(R3) [Insert comment] ® g §_ §g o §_ = % §_ g
&M e e
G&A Ll o EILED 0 | 31 | 26| 73,920 [2.201,525] 23 0 0o | o] 26
o ting E « | Average Selling Price = Annual average revenue per customer >0 to
—pera e Bxpense (ASP) = Can be monthly as well as long as consistent across 5100 <1 26 | 22 | 146,651)3812914 | 38 | 1,878,426 0.5 4 36
Net Cash B
| tetrasnhfum Gross Profit = Profit after the cost to deliver product or service $80 1 23 | 20 | 29,192 | 671,422 | 7 | 671,422 1 1 2
# of Employees = Gross margins x ASP >1to
. 10 [ 21 | 18 | 89,073 | 1,870,541 | 19 | 5,614,653 &) 1 5
Customer Lifetime = 1 /annual churn rate 5 Vears
Useful Life = |fannual churn is 20% = 1/20% =5 years >10x| 16 | 14 | 80633 | 1290132 13 |42.927.748| 333 | 84 | 886
Customer Lifetime ]
Value (CLV) = $80 Gross Profit x 5 years = $400 All | 117 | 100 9,936 100 51,092,249 100| 4
Customer Acquisition . .
Cost (CAC) Annual sales and marketing expenses / gross customer adds $120
CLV / CAC = >3x is considered healthy, sustainable scaling ~3.3x




Tip #5: Make a hell of a pitch-deck... most suck.

A compelling deck is short, clear, and well designed.



Tip #5: Make a hell of a pitch-deck... most suck.

Welcome

AirBed&Breakfast

Book rooms with locals, rather than hotels.

1

_ Linked(J]

Series B
August 2004

mixpanel
O O o

$ DWOLLA

the best way to move money

swipes

Plan

your day at lightning speed!

Steady udget

vay pay-per-click analysts optim onthly budgets.

[ jon@steadybudget.com

3 steadybudget

£ buffer




Tip #6: Put money where your mouth is (if you can).

If you can afford it, investing in your own round goes a long way

- Signals to investors that you are committed, aligned, and will be
a responsible steward of their capital

- Surprisingly few teams invest in their own rounds so it can also
help you stand out.



REMEMBERING:
PITCH TIPS







PITCH ?!
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THE PITCH
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CLICHE

CLICHE

BORING

CLICHE
CLICHE
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dirty little secrets. ..
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TELL A STORY.



| L'g?;s' ON 13,000+-Hours 12.000+
: NEw RN MUSIC | mewaps
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20,000+ [hRGEsT
POSTS ON i
tumblr.
a®
e E
iPhone i ACCOUNTS
APPLICATIONS -
DOWNLOADED

content

QUESTIONS  Answerscom _
ASKED ON THE

INTERNET...
a3 600+
e 50+ -‘
ube A ¥
25+ Hours 70+ DOWNLOADS —.
TAL RIS TERED
DURATION - @
o O 1,700+ STATUS 125+

s Firefox ~ UPDATES
DOWNLOADS DOWNLOADS
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FINAL TIPS
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LAST WORDS



em-pa-thy

noun \'em-pa-thé\

the action of understanding, being aware of, being sensitive
to, and vicariously experiencing the feelings, thoughts, and
experience of another of either the past or present without
having the feelings, thoughts, and experience fully
communicated in an objectively explicit manner

connecT







The power of the
asterisk™

* hidden lies

sE HONEST




* NO hype

* NO marketing
* NO hard sell

* NO buzz

* NO viral

In other words...

No BULLSHITT




[ 3,000,000,000
Huh?

BE FACTUAL..AND CLEARN






write hard
sbeak casy

BE SURE YOU ADDVALUENEE



speak slooowleeeee

cam powN



Float like a butterfly, sting like a bee.
(Muhammad Ali)




KISS ME



KISS ME

Keep
It
Simple
Short & MEmorable









DON’T FORGET
THE Q&A




FAQ:

We have separated the questions into three categories:
A) Business

B) Financials

C) Management

Disclaimers:

e The questions are not listed in any particular order

» Not all of the questions will apply to your business

* You can expect to be asked a lot more questions than included in
this presentation

» Be prepared to answer industry-specific questions which we did not
include here



A) BUSINESS
1. What is your industry and your business?

2. What problem are you trying to solve?

3. Why is this worth solving? Have you got validation

4. How big is this problem/market?

How will your company grow?
What is the biggest challenge for your company?

How does the economy affect your business?
What gives your company a competitive advantage?
9. Who are your customers?

10. How do you plan to acquire and keep customers”?

11. Why did you choose this market over another market?

12. What drives customer satisfaction for this industry and this product/service category?
13. What is the projected lifetime of your product or service?

14. Is there a proven demand for your product/service? What research supports that?
15. What is your pricing model based on?

16. What is your legal liability concerning your products/services?

17. Do you have proprietary intellectual property in the form of patents, trademarks, etc.?
18. What'’s the barrier of entry for competition”? How easily can you be copied?

19. What’s going to stop a big company from copying you?
20. What is your strategy to handle competition?

© N O



B) FINANCIALS

21.
22.
23.
24.
25.
26.

27.
28.
29.
30.
31.
32.
33.
34.
35.

How did you get your initial startup capital?

What did you do with your initial startup capital?

What's your revenue model?

What is additional funding going to do for you?

Why are you raising the amount of money that you want to raise?

How long do you expect this investment capital to last? When and how are you planning on securing

more funding?

What is your current revenue and how much of that is profit?

Explain the fixed and variables costs in your business model?

Who else have you spoken to concerning this investment?

What is your investment proposal? What are you offering?

What is your exit strategy?

How much money can | potentially earn as an investor and what happens if the company goes bad?
How much do you have invested in your own company?

What and how are you being compensated from this project and/or investment?

How much have other people invested into your company and what has been their return so far?

C) MANAGEMENT

36.
37.
38.
39.
40.
41.
42.
43.

What does your team look like and what is their background?
What selection criteria have you used to assemble your current management team?
What kind of experience does your management team have in this field?
Do you and your partners have any relevant diplomas, degrees, certifications etc.?
Are all the key people in place? Are there any management gaps?
What do you expect to be my involvement/role as an investor in the company?
Are you currently doing something else for money or are you running your business full-time?
What makes you sure that you will succeed with this business?
44. Why you are the best team to implement this idea?






Mastering the Rockefeller Habits 2.0

SCALING UP

How a Few Companies
Make It.. and Why
the Rest Don't

Verne Harnish

and the team at Scaling Up




Mastering the Rockefeller Hab

its 2.0

SGALING UP

How a Few Companies
Make It...and Why
the Rest Don't

Verne Harnish

and the team at Scaling Up

Leaders
Team

Managers

STRATEGY

The Core
7 Strategic Strata
One-Page Strategic Plan

EXECUTION

Priorities
Data
Meeting Rhythm

Cash Flow
Accounting

7 Financial Levers



Are you ready to scale up 10x?

Develop a distinct Strategy ———

&)

Can vyou articulate vyour
company’s strategy simply,

M and is it bringing sustainable
growth in revenue and gross

margins?

Stay afloat with enough Cash

Do you have steady
(and ideally internal)
sources of cash to
power your business
growth?

([l

Attract and retain the right People
Are stakeholders happy &
engaged in the business, and
would you choose to work
with them again?

Execute perfectly with 3 key habits

’@’ Are all processes running smoothly

‘\ and driving superior profitability?

i
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IDEA PRODUCT TRACTION SCALE

THE
TRACTION GAP

GO-TO- GO-TO-
PRODUCT MARKET

MVC IPR MVP MVR MVI



. PRODU C'I' LlFECYCLE EARLY MARKET BOWLING ALLEY TORNADO MAIN STREET TOTAL ASSIMILATION
(product development) (preduct intfroduction) (product growth) (product maturity) (product decline)

— GO-TO-PRODUCT

IDEATION (MVC)
MINIMUM VIABLE
CATEGORY

— COMPANY LIFECYCLE

Tech Enthusiasts Visionaries Pragmatists Conservatives

GO-TO-MARKET > THE TRACTION GAP GO-TO-SCALE

Skeptics

(IPR) (MVP) (MVR) (MvT) SCALE
INITIAL PRODUCT MINIMUM VIALBLE MINIMUM VIABLE  MINIMUM VIABLE
RELEASE PRODUCT REPEATABILITY TRACTION



Product

Revenue




& vil

MVC IPR MVP MVR MVT
Mimum Viable Category Initial Product Release Mimum Viable Product Mimum Viable Repeatability Mimum Viable Traction
Defining a new or redefining First publicly developed Product has achieved Solution-grade product, MVR + multiple quarters
an existing category product iteration minimal customer business model & of growth
validation metrics repeatable sales/marketing

METRICS & RATIOS (For EACH VALUE INFLECTION POINT)

IDEA PRODUCT TRACTION SCALE
QIDEATION FAMVC  ¢HIPR - @MVP  TRMVR  gfimvr
. S THE : S
i TRACTION GAP REVENUE (ARR) $0 $0 $0 $0 $2M $6M
| GO-TO-PRODUCT > GO-TO-SCALE > I A MONTHLY
t | $100K $100K  $100K $250K $500K $750K
) M:IC IPR MVP MVR MVT NET CASH BURN
% R&D SPEND 80% 80% 80% 80% 70% 50%
MARKETIZ,Gs IS\;::I; 0% 0% 0% 0% 10% 35%
@ IDEATION E‘%MVC 2 SALES)
MARKETING SPUIT 0% 0% 0% 0% 70/30%  70/30%
CAPITAL $
Raises SIM $IML $IM M FHIM $20M %GRASPEND  20% 20% 20% 20% 20% 15%
PRE-MONEY CAC RATIO
VA AOTION $5.3M  $53M  $5.3M  $142M  $40M  $77M (MEDIAN) 0 0 0 0 2 12
VALUATION e GROSS( m&&g 0% 0% 0% 0% 78% 78%
STEPUP FROM N/A N/A N/A 3x 8x 15x
IDEATION
% CHURN RATE
oAy 0% 0% 0% 0% 10% 10%
DILUTION
FROM PRIOR
ROUND ez 79 e 2t 2L 2403 HEADCOUNT 4-6 4-6 4-6 10-12 15-25 35-50

Source: Wildcat & Mattermark 2014 Startup Traction Report




IDEATION

mMmvcC

IPR

MVP

MVR

MVT

@ PRODUCT

Focus on product-engineering tasks:
Perform statistically valid market
research and prioritize initial product
features based upon that market
research.

Capture statistically valid market
feedback to produce a verified product
and feature list.

Don't build everything. Obsess about
the things that users really rely on and
actually use. Develop a market-first
mindset and process.

Measure your customer engagement
and usage rates, not just the number
of customers.

Measure your product’s success and
communicate those metrics with
customers to influence retention.

Prioritize removing technical debt over
new features.

TRACTION GAP PRINCIPLES

REVENUE

TEAM

SYSTEMS



IDEATION

mMmvcC

IPR

MVP

MVR

MVT

@ PRODUCT

Focus on product-engineering tasks:
Perform statistically valid market
research and prioritize initial product
features based upon that market
research.

Capture statistically valid market
feedback to produce a verified product
and feature list.

Don't build everything. Obsess about
the things that users really rely on and
actually use. Develop a market-first
mindset and process.

Measure your customer engagement
and usage rates, not just the number
of customers.

Measure your product’s success and
communicate those metrics with
customers to influence retention.

Prioritize removing technical debt over
new features.

TRACTION GAP PRINCIPLES

REVENUE ohg TEAM

Focus on market-engineering tasks:
Build draft business model and initial
value propositions—estimate customer
acquisition costs and marketing/sales
funnel conversion rates.

Define or redefine the category you
intend to build/compete in; lock in
your initial value propositions, pricing
models, and positioning.

Focus on a subset of a market, then
expand outward from there.

Select revenue metrics carefully and
maintain a disciplined focus around
them.

Leverage reference selling to fuel a
repeatable sales engine.

Refine pricing models, customer
acquisition strategies, hire sales
resources slightly ahead of demand.

SYSTEMS



IDEATION

mMmvcC

IPR

MVP

MVR

MVT

@ PRODUCT

Focus on product-engineering tasks:
Perform statistically valid market
research and prioritize initial product
features based upon that market
research.

Capture statistically valid market

feedback to produce a verified product

and feature list.

Don't build everything. Obsess about
the things that users really rely on and
actually use. Develop a market-first
mindset and process.

Measure your customer engagement
and usage rates, not just the number
of customers.

Measure your product’s success and
communicate those metrics with
customers to influence retention.

Prioritize removing technical debt over
new features.

TRACTION GAP PRINCIPLES

REVENUE

Focus on market-engineering tasks:
Build draft business model and initial
value propositions—estimate customer
acquisition costs and marketing/sales
funnel conversion rates.

Define or redefine the category you
intend to build/compete in; lock in
your initial value propositions, pricing
models, and positioning.

Focus on a subset of a market, then
expand outward from there.

Select revenue metrics carefully and
maintain a disciplined focus around
them.

Leverage reference selling to fuel a
repeatable sales engine.

Refine pricing models, customer
acquisition strategies, hire sales
resources slightly ahead of demand.

TEAM

Invest solely in people who can
specify and build the product.

Do not hire anyone who cannot
accelerate initial product
release.

Hire only the best people,
preferably those you've worked
with previously.

Hire slow, fire fast—quickly
remove foxic team members.

Not everyone is good at every
stage of the company. Remove
anyone who isn't consistently
producing.

Deliberately construct a high-
quality board—and adyvisers.

SYSTEMS



IDEATION

MVC

IPR

MVP

MVR

MVT

@ PRODUCT

Focus on product-engineering tasks:
Perform statistically valid market
research and prioritize initial product
features based upon that market
research.

Capture statistically valid market

feedback to produce a verified product

and feature list.

Don't build everything. Obsess about
the things that users really rely on and
actually use. Develop a market-first
mindset and process.

Measure your customer engagement
and usage rates, not just the number
of customers.

Measure your product’s success and
communicate those metrics with
customers to influence retention.

Prioritize removing technical debt over
new features.

REVENUE

Focus on market-engineering tasks:
Build draft business model and initial
value propositions—estimate customer
acquisition costs and marketing/sales
funnel conversion rates.

Define or redefine the category you
infend to build/compete in; lock in
your initial value propositions, pricing
models, and positioning.

Focus on a subset of a market, then
expand outward from there.

Select revenue metrics carefully and
maintain a disciplined focus around
them.

Leverage reference selling to fuel a
repeatable sales engine.

Refine pricing models, customer
acquisition strategies, hire sales
resources slightly ahead of demand.

TRACTION GAP PRINCIPLES

TEAM

Invest solely in people who can
specify and build the product.

Do not hire anyone who cannoft
accelerate initial product
release.

Hire only the best people,
preferably those you've worked
with previously.

Hire slow, fire fast—quickly
remove toxic team members.

Not everyone is good at every
stage of the company. Remove
anyone who isn't consistently
producing.

Deliberately construct a high-
quality board—and adyvisers.

{% SYSTEMS

Implement basic systems for
engineering, collaboration,
and back-office functions.

Establish your startup’s initial
governance and core values.

Keep your systems incredibly
lightweight at this stage.

Keep your burn low—too
much funding can cause bad
behavior.

Spend more time on finance
than you think you should;
make sure the math works.

Implement advanced front
and back office systems.




APPLIED
ENTREPRENEURSHIP

Thank You.
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