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Q&A

© Do notworry if we can’t
address all your guestions in
today’s session

@ You can always reach us at
the following emails for
further questions or
information:

rba@wipo.int
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Prof. Keolebogile (Keo) Motaung

Full Professor, Biomedical Scientist and
Assistant Dean for Research, Innovation
and Engagement in the Faculty of Science
at the Tshwane University of Technology in
SA

Founder and Chief Executive Officer of
Global Health Biotech (Pty) Ltd working on
alternative natural anti-inflammatory
products to relieve muscles and treat pains

Winner of the Top Women in Science at
thel6th Annual Standard Bank Top
Women Awards by Topco Media and
Communications 2019

Winner of the Black Management Forum
(BMF) in partnership with Standard Bank
Top Inventor of the year award 2018; and
more.
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Mr. Julius Akinyemi

Resident Entrepreneur at Massachusetts
institute of Technology’s (MIT) Media Lab
in Cambridge, Massachusetts.

Founder of UWINCorp —the Unleashing
the Wealth of Nations initiative

Former Global Director of Emerging
Technologies for PepsiCo Inc.

Former Senior Vice President of Wells
Fargo Bank in San Francisco for Emerging
Technologies and the Mobile Banking
Technologies

Julius holds a patent in “Method and

Apparatus for a Broker Entity” -Virtual

Private Message Broker (United States

Patent: US 7,900,038 B2) for secure

financial transactions and a joint patent

with MIT in Interactive Vending Machine.
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Past sessions

B  From Passion to Innovation
W July 28 from 15.00 - 17.00 CET

B Summaries and Presentations will be available here:
https://www.wipo.int/meetings/en/details.ijsp?meeting id=58051

& Intellectual Property/Commercialization
M July 29 from 15.00 - 17.00 CET

I Summaries and Presentations will be available here :
https://www.wipo.int/meetings/en/details.jsp?meeting_id=58053

™ Mentorship - The 3C’s
™ August 5 from 15.00 — 17.00 CET
™ Summaries and Presentations will be available here :
https://www.wipo.int/meetings/en/details.jsp?meeting_id=58055

@ Becoming an Entrepreneur
™ August 6 from 15.00 — 17.00 CET
@ Summaries and Presentations will be available here :
https://www.wipo.int/meetings/en/details.jsp?meeting_id=58069
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Agenda

Prof Shirley Keolebogile Motaung

Assist Dean: Research/Innovation & Engagement
Tshwane University of Technology

Pretoria West, Pretoria, South Africa

Mr. Julius Akinyemi

Entrepreneur In Residence
Massachusetts Institute of Technology
The Media Lab, Cambridge, MA. USA



WIPO Young Innovators Program
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|. Pitching
Il. Financial Plan
[ll.Sources

TTTTTTTTTTTTTTTTTTTT
OOOOOOOOOOOO



Objectives

A pitch is a talk or a way of talking that is intended to
persuade another party or parties to buy or invest in
something usually a product, service or business venture in

Its entirety

Understand the relationship between planning and pitching

your business

Develop a pitch to explain your business to various

audiences

Create an even shorter pitch to present your businessin a

very concise manner A —
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Planning vs Pitching

The more information you gather and understand about
your business and how you relates to your market,
competition, pricing, bottom line and cash, the more
likely you are to succeed!

A good pitch is built on a solid foundation.

When pitching in front of investors, you will be able to
delve deeper for difficult questions if you have done
all the research and gathered all the information outlined
In a business plan WIPO
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Pitching

The purpose of a story telling is to arouse interest!
Be Memorable

Be Different
Arouse Emotion

WIPO
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Pitching

Know your business, market and competition inside out

Be prepared to explain the problem your business solves and
its benefit to customers

Listen to the questions investors ask and answer them directly.

Don’t rely solely on your prepared presentation

Dress equal to your audience — not more or less
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Pitch Canvas

Simple Statement of what change you and your product are

making in the world
(Memorable one-sentence explanation of what you do for customers)

Pitch (+Gain) Product
Product Demo What's Unique
Customer Traction Business Model
Investment Team

Call to Action and End Statement
Finish the pitch strongly with a clear request for the audience to take
action — what is their first next step

Why You?
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The Pitch Canvas

Pain (+ Gain)

- What problem is out there in the
world?

- What are you solving for your
customers~?

- What opportunities do you
provide for people to be faster,
more cost-effective, more
efficient, happier, safer,..?

Product

As simple as possible: what does y
product does for customers?

How does it work?

How have you tested it with
customers?

(Be sure not to let the product
dominate the pitch.)

Product Demo

- Live demo? (always risky, but
powerful if it works...)

- Or screenshots? Physical
product?

- Can you show a real customer
using it?

- And do you really need to do a
demo??

What’s Unique

Technology/Relationships/Partners
How do you help your customers g
results differently to your competitic
or alternatives?

Customer Traction
- Success so far?
- Pilot customers? Major brands?
- Customer reference
quotes/movies?
- PR coverage?
- Use data and facts to strengthen

Business Model

How do you get paid?

VWhat's the opportunity for growth?
How can you scale beyond your
current scope: new industries,
territories, applications of partnerstr
and technology?

Investment

- AmMmount of investment?

- In how many rounds? How many
investors~?

- What type of investor are you
looking for~?

- What expectations do you have
of your investors; network,
expertise?

Team

What relevant experience does yol
team have that supports your story
Brands worked for??
Achievements? Sales success

WIiroO
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Types of Pitch

1. Elevator Pitch Smooth 30-60 sec verbal pitch
™ Focused on the Value

2. Venture Pitch 5-15 minute invited pitch
“ Focused on the business
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The Elevator Pitch

A summary used to quickly and simply define a process, product,
service, organisation, or event and its value proposition.

The conversation, or an ice breaker, will (hopefully) lead into a
deeper dialogue about the functionality, and specialty, of what you
and your company can offer.

It's typically about 30 seconds, the time it takes people to ride from
the top to the bottom of a building in an elevator.
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9C’s of Effective Elevator Pitches

Concise

Clear

Compelling

Credible
Conceptual

Concrete

Customised

Consistent

Conversational

Contains as few words as possible, but no
fewer.

Can be understood by your grandparents, your
spouse, and your children.

Explains the problem your Solution solves.

» Explains why you are qualified to see the

problem and to build your Solution.

 Stays at a fairly high level and does not go into

too much unnecessary detail.

As much as is possible, an effective elevator
pitch is also specific and tangible.

Addresses the specific interests and concerns
of the audience.

Every version of an effective elevator pitch
conveys the same basic message.

* The goal is to just set the hook; to starta

conversation, or dialogue, with the audience.
WIPO

WORLD
INTELLECTUAL PROPERTY
ORGANIZATION



Pitching to an Audience

Understand the different types of audiences and what
they are interested in?

Identify investors
Understand what investors are looking for?
Be prepared for the guestions they will ask you?

Types of Pitches:

d Investor Pitch

 Sales Pitch

O The Academic Pitch

d Media Pitch

O Networking Pitch il
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The Investor Pitch

What exactly do you do?
Define the market size.

Clearly state the problem and why it should matter to the
Investor.

Solution - Why s your product or service perfect to fix the
problem?

Product - A well thought-out product or service goes a long way.
Tell them why it's so amazing!

Traction - Have you made some progress?! GREAT — tell them
about it!!

Revenue Model - Investors care about return.
Investment Opportunity - What do you need and why?
Team - Explain your team and their strengths

Contact - Include the basics: email address, phone number,
social handles
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Sales Pitch

Introduction - Blow them away with a strong opening line in
your opening slide

Product - Open up early with what you do — you don’t want
folks waiting. You could lose them.

Value Proposition - Define exactly what's in it for them.
Solution - Make the benefits irresistible.

Testimonials - Have happy customers? Flaunt it! It increases
trust and credibility.

The Ask - Ask for their business!

Contact - Include basics: your website, email address, phone
number and social handles.
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Others Possible Funding Models:
Investors

Angel Investors:

Typically an individual with significant financial resources
that invests In start-up businesses

Tends to follow his instincts & invest in businesses that
otherwise have a hard time attracting other kinds of
Investors

Either only want a % of return on his investment, or may
ask for partial ownership in the company and a say in
management decisions e
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Peer-to-peer lending

Typically arranged via websites that bring investors and small
business owners together

Entrepreneurs create a profile and post a business plan on a

peer-to-peer lending website, and lenders bid on investing the
business
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Venture capitalists

A funding organization that typically gets involved In
companies that have already shown a history of returns

Rarely interested in risky start-up companies that may
require a small amount of capital to get started
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Personal investors

Friends and family members with means can also be
considered business investors.

It IS Important to use an investment contract with friends and
family members, just as you would with any other type of

Investor.

Banks

A bank loan works in much the same way as other business
Investments.
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Questions Investors might ask

What's your track record?

What other businesses have you started

How have they fared?

Do you have warm-body customers ‘signed up’?

How will you scale the business when it's ready to grow?

How well connected are you to other players in the same
sector?

What does your business model look like? Is it realistic? Have
you allowed for lean times

You are being rigorously evaluated, how rigorous were you
when identifying a prospective investor?

Are you happy to give up some equity and say in your
business? WIPO
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Partners to Secure
Investment
Who do you need to
can help you?

Investment Bankers /
Advisors
Lawyers

Accountants
Consultants

Key Activities to
Secure Investment
What is your plan?

Key Resources to
Secure Investment
Who is in charge and

what tools do they

need?

Total Cost of (Investment in) Fundraising
How much do YOU need to invest?

Value Proposition

to the Investor(s)
Why will an investor
invest in you?

What benefits
do you provide
OVER your
competition.

(And who IS
your
competition?)

Investor Relationship
Mgmt

How do you
retain
momentum?

Channels to
Investors

How do you get
the message
thru the first

time!?!

Investor Segments
Who will invest in you?

Angel
“Super Angel”
vC
Corporate
Crowd

NGOs / Others

Target Investment Amount
How much you need ?7?

WIPO
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Investors: What are they looking at?

What they want to know

How you communicate it

Demonstrate that there’s a big market for
what you're selling, and big bucks being
spent in that market.

Market research and customer
development. Have some reports that you
can send, customers that they can
interview.

Show how your product is different from
what’s out there. What makes it unique™?

Good competitive matrix that points where
your solution is better.

Prove that you have a solid management
team in place.

Have good CVs/Resumes, and Linkedin
pages. What have you done together? 2-3
References.

Show how your company is a good fit for
their investment philosophy

Know their investment philosophy in as
much detail as you can.

Back up whatever you tell them with metrics
and solid evidence

That is why we are doing customer
development. These interviews turn into
your evidence! Also the financial model is
important.

Explain how you are going to use their
money

Have a good description of how you will use
their money, as much detail as possible.

WIPO

WORLD
INTELLECTUAL PROPERTY
ORGANIZATION



Be prepared

Be passionate about your business

Know your financials

Define your problem first...then talk about your solution
Understand and address your competition

Do: Exude Confidence. Don'’t: Display arrogance
Admit what you don’t know

Discuss your team

Know what you'd do with their money

Have an exit strategy
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http://www.businessmodelgeneration.com/

Your Business Plan

Here is a summary oflmportant messages: Reference MIT $100K Competition/ Joe Hadzima/Boston Business Journal
“The business plan is essential to obtaining financing. Like a resume, it doesn't getyou the job/money, but it may get you an interview.
Not An Offering.

The plan should focus on the business and the opportunity. For a variety of reasons, it should not offer a specific deal thatis for
negotiation and the formal offering documents. Again, think of the resume—you put down your qualifications, you don'tsay, "l am willing
to work for you for $X and Y weeks vacation."

Executive Summary.

You need an Executive Summary of not more than two pages. It must be crisp so that the reader can quickly grasp what the business is.
It must entice the reader to want to read on. Put in a summary chart giving a thumbnail sketch of projected five-year revenue, margins
and profits. Develop an "elevator speech™ which ties to the executive summary—e.g., you get into an elevator with a venture capitalist in
a high-rise building in the financial district. She turns to you and says, "What line of business are you in?" You have thirty seconds to
respond before she reaches her floor. What do you say?

Operating Plan.

The Business Plan should be the core of your operating plan. It should state the vision forthe company and function as a roadmap that
you actually try to follow.

Everything Must Tie Together.

The Business Plan should be internally consistent and tie to any presentation you will make. This seems obvious, but | can'ttell you how
many times | have seen plans which present a cluttered, inconsistent message. We all have difficulty critiquing our own work, so have
your plan reviewed by several people who haven't been involvedin putting it together and ask them for frank feedback.

Field of Dreams.

The marketing section is usually the weakest section of the plan. Many marketing sections should be entitled "Field of Dreams" because
they assume that if "I build the product, they will buy it." Don't do "top down" market analysis—e.g., there are 60 million personal
computers, one percent of the PC owners will buy our product at a price of $50, so we will have sales of $30 million. Instead, do "bottom
up" analysis—exactly who will buy the product and why? What is the compelling need that your product or servigeélfits?Show thatyou
have actually talked to potential customers. £t
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Your Business Plan

“Sales and Marketing.

Once you have done the marketing analysis correctly, make sure the sales strategy ties in. The sales section of many businessplans
basically says, "We will sell through every known channel.” This just isn't convincing. Demonstrate that you understand why a particular
channel strategy makes sense given your marketanalysis.

Financial Projections.

The financial needs of the business will depend greatly on the marketing and sales strategies. It all has to fit together in a coherentway.
Remember, projections are just that, projections; they will never turn out to be correct. However, projections do have to showan
understanding of how all of the variables of the business interact. In the plan, and in any presentation you make, you must demonstrate
that you "own" the numbers, that you really understand the financial implications of your strategy. Because they are projections, don't
present the numbers to the penny; five-significant-digit accuracy may be critical in the engineering of your product but it has no place in
business plan financials. Don't be creative in your presentation of the numbers—there is an accepted format. Help your reader out by
calculating key percentages like gross margins.

Team is Critical.

Some investors look at the product/market opportunity firstand then the team, but most seminar speakers put the emphasis on the team.
The general consensus was that a first-rate team will figure out howto make the business a success. It's much easier to raise money if you
have a few "success notches" in your gun. If you are new at the game, surround yourselfwith experienced advisers with good reputations.
A well thought out and written business plan is critical in attracting those advisers.

Important Practical Points.

Plan length should be 20 to 30 pages max. Put the details in separate volumes which you make available upon request. Professional
investors see hundreds of plans a year and often read them on airplanes or on the train home. Moral: Don't put the plan in alarge three-
ring binder—it's too big to fit in a briefcase. Preferences vary but many people seemto like a plastic spiral bound plan becaus e it lays flat,
which makes it easier to write notes on. Firstimpressions are important, so run the spell checker on your word processing program, and
have someone check your plan over for obvious grammar errors and for internal consistency. Finally, if you have followed all of this advice,
and you have the most interesting plan and business opportunity in the recorded history of entrepreneurial ventures, and the investor is all
set to give you the interview, make sure that you can be reached. Put in your name, address, telephone, fax, email, etc. information. It
seems obvious, but you would be surprised how often this information is missing from business plans.

That's my summary of some of the important information conveyed by some 50 speakers in over 100 hours of practical presentations at
the MIT Business Plan Competitions' Seminars over the past sixyears. No one can tell you how to succeed, but ifWL&voE@;d enough
mistakes, your ability to succeed will be enhanced. Good luck and happy hunting.” INTELLECTUAL PROPERTY
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What are Your Business Drivers?

Business drivers are YOUR key inputs and activities
that drive the operational and financial results of a
business.

Examples Are:

¥ Number of Development = number of Product Units
Months ™ Price of products

@ Transaction Volume @ units of production

@ Commission Rates “ Number of producers in a

© Number of Subscribers Ccoop

¥ Number of Licenses ® Number of Accounts

W Sales Staff W etc.

= Website Traffic
“ number of stores

TTTTTTTTTTTTTTTTTTTT
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Figures in 5(00)

Business Year | 1 | 1 2 2 2 2 3 3 3 3 4 4 4 4 5 5 5 5 b b b
Calendar Year

Quarter Q @ W a Q @ 04 a Q ] o o Q 03 o a Q Q3 o a Q 0] o
Revenue:

FeeIncome - - - - - 50 25000 35000 45000 45000 45000 45000 45000 45000 45000 45000 45000 45000 45000 55000 55000 55000 55000
Transaction Fees - - - - - 146850 146350 183563 183563 183563 183563 440550 440550 440550 440550 587400 73450 734250 881100 88100 88LL00 8BILOD 881100
Advertising - - - 500 10000 20000 30000 40000 40000 40000 40000 40000 40000 40000 40000 40000 40000 40000 40000 40000 40000  400.00  400.00
Total Revenue § - 8 - S - 500005 10000 S171850 $201850 $2585.63 $2685.63 $2685.63 $268563 $525550 9525550 9525550 9525550 S6,724.00 $8,192.50 $8,19250 $9,661.00 $9761.00 $976L00 $976L00 99,76L00
Expenses:

Development 150000 20000 20000 20000 20000 20000 20000 20000 20000 20000 20000 20000 20000 20000 20000 30000 30000 30000 3000 3B000 36300 3930 493
R&D 1000 2000 00 000 000 1000 000 200 200 200 200 40 400 400 400 M0 B0 BAU %% AL NH 7B BH
Sales & Marketing 10000 20000 20000 A0 7500 000 B0 B0 A0 7500 A0 100000 20000 20000 20000 10000 20000 20000 10000 1000 L0 IR0 164l
Operations 000 200 20 00 00 200 2200 2200 2000 2000 220000 20000 20000 20000 20000 2000 24200 20620 2928 W0 B3N WM 48N
General Admin 3563 2563 4B 260 5260 5260 S260 5260 5260 5260 5260 5260 5260 5260 5260 5748 623 658 7514 4165 95 101840 L1104

Misc. Ops Expenditures 500 500 00 00 00 00 500 500 5000 5000 5000 5000 5000 5000 5000 5500 6050 eeSS A 803 BB GM 10718
Total Operating Expenses § 191563 § 61563 § 81550 § 87760 § 87760 S 87760 S 87760 § 88760 SL06760 SL06760 SL06760 9111260 S111260 S111260 S111260 $129386 138325 SLABLST S158973 SLTMBI0 SL91357 SLULHB §23075
Depreciations 125 15 175 Jl s BS WS BS wS us W8S ¥5 N5 35S RS BAOHUL O BW0 O BT BT IH  BE 360

Net Income Before Taves & (191563) § (615.63) § (81550) § (82760) § (777.60) § 84090 $1,14090 516903 9161803 S161803 S161803 S414290 S414290 414290 SA414290 $54304 S680925 S671093 S807L27 9801230 S783743 STed07 §743348

Taxes 38.5% 0 0 0 (31863) S (29938 § 3375 § 43925 § 63374 § 62294 § 61294 § 61294 S15%5.02 $159502 $1595.02 $1595.02 $209080 S262056 S2SRTL 9310744 S308474 9301741 S2.94335 286189

Net Income § (191563) S (61563 S (81550 § (50897) § (47822) § 51715 § TO0L65 SLOM29 § 99509 § 99509 § 99509 S254788 S254788 $2547.88 $2547.88 $33%054 S418769 $4127.20 S49638 S492756 S480.00 S4T0LT S457L59
038

capital Expenditures 500 125 125 125 125 5 5 5 5 10 10 10 0 0 0 0 Kl Rl Kl Kl L) L) L

CASHFLOW

IN § - S -5 - 5 5000 S 10000 171850 9201850 925863 926863 9268563 S2685.6 9525550 $525550 525550 $555.50 $6,72400 $8192.50 SSW. ﬁ{)ﬁ@-@p 9976100 S976L00 $976L00 $976L00

our § 24BB S BB S 81050 § 8010 S 8760 § 8910 § 8810 5 86710 SL046.10 $1050.0 SL04910 S109310 110210 $110010 $1,10010 $1,28055 $1379.0 $147657W$d58385 $174193 $192588 $211730 8230792

NET § (241 S (6313 § (81050) § (82010) § (6760 § 85940 9116040 5171853 S163953 S16353 S163653 S416240 S41340 S415440 SA415540 S548345 $681340 56715930683‘.974651238@1&97% $783512 $764370 9743308




Figures in S(000) Annual for first 6years
Business Year 1 2 3 4 5 6
Calendar Year

Quarter Full year Full year Full year Full year Full year Full year
Revenue:
Fee Income - 300.00 1,700.00 1,800.00 1,800.00 2,200.00
Transaction Fees - 2,937.00 7,342.50  17,622.00  29,370.00  35,244.00
Advertising - 650.00 1,600.00 1,600.00 1,600.00 1,600.00
Total Revenue S - $ 3,887.00 $10,642.50 $21,022.00 $32,770.00 $39,044.00
Expenses:
Development 4 1,900.00 " 800.00 800.00 800.00 ~  1,200.00 1,531.53
R&D g 30.00 ~ 40.00 " 80.00 160.00 204.20 298.98
Sales & Marketing 4 300.00 ~ 300.00 300.00 400.00 " 400.00 510.51
Operations g 60.00 " 80.00 " 620.00 800.00 1,021.02 1,494.88
General Admin 906.75 2,090.40 ©  2,090.40 ©  2,090.40 2,667.93 3,906.11
Misc. Ops Expenditures 150.00 " 200.00 200.00 200.00 255.26 373.72
3,510.40 |
Total Operating Expenses $ 3,346.75 $ 3,510.40 $ 4,090.40 $ 4,450.40 $ 5,748.40 $ 8,115.72
Depreciations 45.00 90.50 108.00 124.00 138.33 152.69
Net Income Before Taxes S (3,346.75) S 376.60 S 6,552.10 S$16,571.60 $27,021.60 | $30,928.28 |
Taxes 38.5% - 144.99 2,522.56 6,380.07  10,403.31  11,907.39
Net Income $  (3,346.75) $ 231.61 $ 4,029.54 $10,191.53 $16,618.28 | $19,020.89 |
0.385
capital Expenditures 525.00 35.00 " 30.00 " 70.00 " 110.00 ~ 150.00
CASH FLOW
IN S - $ 3,887.00 $10,642.50 $21,022.00 $32,770.00 | $39,044.00
ouT S 3,826.75 S 3,454.90 $ 4,012.40 $ 4,396.40 $ 5,720.07 | $ 8,113.03
NET $  (3,826.75) $ 432.10 $ 6,630.10 $16,625.60 $27,049.93 $30,930.97
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Break-Even Analysis

120000

100000

80000

60000

40000

20000

—Noqr

—— CUM. Revenue

s CUM. EXpenses

/ $107,365.50

REV1

568,321.50

$35,551.50

$29,262.07
1,146.35

$14,529.50

,397.95
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Cash Flow Analysis

90000

80000

Year Cum. NI e CUM. NET Cash Flow

70000

$78,103.43
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60000

50000
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Thank you for your attention!

Emalil
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