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IMPROVING
YOUR BUSINESS PITCH
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THE

SPECIALTY

picoSpin.

Thermo \ N\

SCIENTIFIC Uy anaLvyTics

& Shorelel °

Lewis s
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& ASSOCIATES

STRANGERS

SEO * BLOG -+ SOCIAL MEDIA - DIGITAL ADVERTISING * INFLUENCERS

VISITORS

CALLS-TO-ACTION - LANDING PAGES « FORMS

LEADS
TO CLOSE:

EMAIL NURTURING - LEAD SCORING * WORKFLOWS -« PROGRESSIVE PROFILING

CUSTOMERS
TO DELIGHT:

PERSONALIZED ENGAGEMENT + VOICE OF THE CUSTOMER + SOCIAL MONITORING

PROMOTERS



"Staying

Hungry is Half !

"You Have  the Battle!" Lo
to Trust the U 'S"'u”
Process!" = "You Can't I'hrough!

o) VL Win if You

Don't Play!”

Chuck
Oliver
Rristin
Andrew



Sell A Vision

Know Your Audience

Do Your Homework

What Problem To Solve?

Tell A Story

Demonstrate Your Passion
Keep It Simple Stupid (KISS)
Talk Up The Team

Act Normal

... And Make It Snappy!



MASTERS OF THE PERFECT PITCH

Guy Kawasaki
Chief Evangelist at Canva

Steve Jobs Richard Branson
Apple Founder Virgin Group Founder

“Simple and to the point is
always the best way to get
your point across.”

“Simple can be harder than “Emphatically explain how
complex: You have to work hard to your new company will give
get your thinking clean to make it your customers a ‘.bettei deal
simple. But it’'s worth it in the end, than your competitors.
because once you get there, you

can move mountains.”
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FOUNDATIONAL
ELEMENTS FOR AN
PERFECT PITCH

i GO FISHTITLE

=4 OUR STORY

ia MEET THE TEAM
= ESTABLISH TRUST
2 THE PROBLEM

=4 OUR SOLUTION

¥ii UNIQUE VALUE PROPOSITION
=3 BLUE STEEL

=4 ON BENDED KNEE

Y& NEXT STEPS




BE BOLD. BIG.
BLUNT. BRAVE.

The average
attention
spanofa
humanis

Goldfish?



-

OUR STORY

WHAT?
WHERE?
WHY?

CSC

CSC TODAY

A strong innovative
global enterprise

We have many
remarkable assets

OUR STRATEGY: FORWARD TOGETHER

jr'

Over fifty years of
bringing expertise
and innovation to
clients worldwide

The right people

A passionate, global
team with deep
technical expertise and
industry knowledge

Knowing what
works

Ability to bring best
practices and
experience with leading
companies and
government agencies

=

Leading-edge
software and
business processes
Solutions that create

impact and value for
major industries

Global scale

and reach

Delivery anytime,
anywhere via resources
in 70+ countries

Website source: www.csc.com/insights

®

Technology
independence

Flexibility with informed
point of view optimizes

clients’ technology
choices




MEET THE TEAM

COMPETENCY.
TRUST.

DOUGLAS NATE JUSTIN JESSE
JOSEPH EMBREY HOWELL BENSON
PRINCIkPAL+ CREATIVE DIRECTOR PROJECT MANAGER BRAND STéATEGIST
OPERATIONS + PHOTO + DESIGN + EDITOR + ACCOUNTS

Website source: serifcreative.com




ESTABLISH TRUST

TESTIMONIALS.
CASE STUDIES.




THE PROBLEM

DRIVERS.

MEASURABLE IMPACT.

INFOGRAPHIC STORY.

Website source: www.therapeuticassociates.com

LOW BACK PAIN (LBP)
BY THE NUMBERS

cause of work-related most common reason most common reason
disability in persons reported for for all physician visits
under 45 in US missing work

1inal

- Al_nericans
¥ of the population will . g
experience LBP <

atsome point (B @\ ML~ ¢
in their lives \ THAT’S 78 478 510 reorLe!

$135 bllllon

2 Cost e of L'BP.t0'the /4
US economy annually

E SR (direct medical & associated costs)

WHAT CAN BE AFFECTED BY LOW BACK PAIN?

= " As & i

SLEEP EXERCISE RECREATION WORK FAMILY TIME




THE SOLUTION

Website source: www.medicalmega.com/
category/aids-to-daily-living/backjoy

Backjoy|

GOoa@D POSTURE GOOD HEALTH

Relief

* Relieve Back Pain
* Reduce Pressure and Sirain
* Sit More Comfortably, Longer

Maintain Vitality
* Optimal Posture
* Engage Core Muscles
* Prevent Long Term Sitting Damage

Price $39.99 $59.99 $39.99
Padding Regular Foam Memory Foam Proprietary Foam Resin
Color Black Black & Colors
Portable 4 v v
Advanceacore v v v
Fits 120-300 Lbs. v 4 v
Everyday Use v (4 (4
Indoor/Outdoor Use v
Added Support v
Longer Sitting v
Pressure Point Relief v
Medical Conditions v




ﬁ Uniqueness SWEET SPOT!
Q

UNIQUE VALUE

PROPOSITION DOLLAR SHAVE CLUB

WHAT MAKES YOU SPECIAL?

PRICE/QUALITY RATIO.
CONVENIENCE.
AUTHENTIC BRAND.

-

kﬁ\ \ “All you need to know about marketing is in this graph...”
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ON BENDED KNEE

CLEAR OBJECTIVE.
DETAILED PLAN.
MEASURABLE RESULTS.
EXPECTED OUTCOME.




NEXT STEPS
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CREATING
POWERFUL DESIGNS







TECHNOLOGY'S TOLL
YOU HAVE

8 seconds.
140 characters.

Hhashtags.

THEY HAVE

3 devices each.




SIMPLE IS THE SECRET.

K XK XK

X % % %




Vi VISUAL TENSION
& CONTRAST

Y2 NEGATIVE SPACE
4 'L-PATTERN

G

PRINCIPLES FOR
AN ATTENTION-
GRABBING DESIGN




VISUAL TENSION




CONTRAST




NEGATIVE SPACE

This Yolkswogen missed the boot.

The chrome sirip on the glove comporiment
s blemished ond must be reploced. Chonces
ore you woulda't hove moliced it; Inspector
Kurt Kroner did.

There are 3,359 men ot our Wolfsbyrg foc.
1oty with only one job: 10 inspect Volkswogens
of each stage of production. 13000 Volkswagens
ore produced doily; there ore more inspectors

Lemon.

thon cors)

Every shock obsorber is tested lspot check.
ing won't dol, every windshield is sconned.
VWi have boen rejocted for surfoce scrotchos
barely visible 1o the eye

Finol inspoction is reclly somethingl YW
inspectors run each cor off the line onto the
Funktionspriifsiond (cor test stand), tote up 189
check points, gun oheod 10 the ouvtomotic

broke stond, ond soy “no™ 10 one YW out of
fifty.

This preoccupotion with detoil moons the
VW losts longer ond requires less mainte
ncnce, by ond lorge, thon other cors. Ut olso

means o wied VW dopreciotes
less thon ony other cor.)

We pluck tho lemons; you got
the plums.

Think small.

vo 'Yy v ! ove X ot 10 the
e ' ¥y Vrel -
A oo ° 00 k ' ( five " ’
tey b ore intide it ’
The ) U sown’t ok ¢ avar fae yostifroaze
whe the . € brg 0. XX Ty
" toret OF 04r ShOPe o
L, om0 pocale wh o Gor Baile .




'L-PATTERN

7 daoll asked us to write a fw words aboul

Coffee

Make your own coffee

lﬂmmmﬂa-

ir future coftee tree should

hment bean. The locatior

¢ temperature of between

and parchment my
ROAST. Heat up y

iled or percolated,

T eS|
rwise it's best 1

8. PACK. [n a vacuum. Othery straight away

use your cofle

“Strong coffee, much strong coffee, is what
awakens me. Coffee gives me warmth, an
unusual force and a pain that is not without
very great pleasure.”

A cup of fox poison

We all know that coffec de

U8, SAIDTHE FEX

A profitable idea
In 1908, Melitta Bemz of G
some small holes ir
a plece «

filling it with fresk

pany with her
ny t

has a turnover of aln

1.3 billion euro (2007

Sweden's biggest coffee rmnuhcturers

The v«md s most expensive coffee

n is grown under ideal ¢

onesia costs ¢
o this yo

posed to be divine

Speculating in coffee

Coffee money
se 38 the world's most
el
es expoeted

Price trends
SCRBs statistics show

verted t

sacks, for exampl
ven moare than Blue Mount

Putting people to work

1 get beans that h ¢
. Cheerful workers, satisf

Kaldi the shepherd
According © g

shephy

For know-it-alls

Next time

and has a

I'u.k\

sent by sea to roast

that the

customs tor t
shap price foe (con mporting half a kiko
unts not
stjump in the

1953 that

he coffee shorta
ducing s 59
! of spirits. T

ficule v

1 millior |.~|I

Under pressure

Coffee and dunking trends

1965 Coffee with cream

buying px
A new versic
ndex, whic

m coffee chai

SD 1.93) in Bangkok

) 4.54) in Zirich.

Coffee statistics

fiice is drunk by about 40% populatic

litres of coffee a day. ¢

The world’s most expensive cup 01 wffee
In April 2008, the m_—j.

tollow
is grown in Ind

he workd’s

oflee is




THE MYSTERIOUS ‘CREATIVE PROCESS’
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DELIVERING
THE (IM)PERFECT PITCH




BEFORE,
DURING
& AFTER

BEST PRACTICES
FOR NAILING
YOUR PITCH

= PREPARATION
=@ 10/20/30 RULE
=4 BODY LANGUAGE

= FINISHING UP

=2

»

\



PREPARATION

42"
é?/%ﬂ

Kill the
Butterflies.

\“"" | b




Heed the 10/20/30
0 Rule of PowerPoint

“Marketingis

~ nolonger about
 the stuff that

- u make...

about the

)Pies you tell.”
- Seth Godin -

/




BODY LANGUAGE

If a picture is worth 1,000 words, how much is



Ansing ik Continue the Conversation.

Field Questions.
Offer Next Steps.




THANK YOU!



