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How to Impress Investors
ek SOM: A4

@ You never get a second chance to make a first
impression. A poor first impression will doom even
the best idea to failure. And, when you are dealing
with venture capitalists or loan officers, the execu-
tive summary of your business plan is your first
impression. Presenting a sloppy" or confusing ex-
ecutive summary is like going to a loan interview in
a dirty old pair of shorts, or even worse.

The executive summary ' is a short abstract? of
the business plan designed to grab the reader’s
attention.” Each plan has to vie* with many others
just to get a second look from investors. So the aim is
to entice investors into reading the rest of the plan
for details. In no more than two pages, aspiring "
entrepreneurs must convince investors of their own
integrity,” as well as the plausibility " of their plan.
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In order to keep everything clear, the executive
summary is usually split into a general summary
and financial projections. ' The general summary
introduces a company’s goals. ” its products and
services, and its rarget ” market.

The financial summary needs to show that there
is a tremendous profit potential, but the figures need
to be realistic. Otherwise, the management team’s
reliability could be called into question.” If that
happens, no investor will even bother checking the
amount of funds requested, let alone’” grant * them."

Practice on the Spot

Dennis, a loan officer, is handing a business plan to
his coworker Nina.
Dennis: You’re not going to believe this business
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plan. Bitwl,
Nina: “Road Map to Riches” Well, I like the . "BELEE R, RER
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Dennis:

Nina:

Dennis:

Nina:

Dennis:

Nina:

Dennis:

Really grabs your attention, doesn’t it?
Take a gander®at the executive summary.
“We will raise ' ten million dollars, then
build a prototype” high-speed Internet com-
pany which we will use to increase share
holder value.” (insert marketing strat-
egy here) What?

He must’ve used business-plan-writing
software, then forgot to fill in some of the
blanks.

Nice personal touch.”1t’s only seven
pages long. About a quarter the norm’.
There’s quite a bit left out.” Neither the
business nor the market is defined. And
the business history was cut-and-pasted "
from a magazine article.

He has, though, been kind enough to pro-
vide a market share projection for five years
from now.

“One hundred percent.” That’s pretty optim-
istic. I doubt there’s any valid market
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research behind that figure.

Nina: That goes without saying. ' Who comes
up with " this stuff?

Dennis: Take a look. There are resumes attached to
the management structure section.

Nina: It says that his many thousands of hours
surfing the Web make him qualified to start
this company. Can 't argue with that,” but
where’s the name — oh my!

Dennis: What?

Nina: This is my ex-husband. I see he’s still

building castles in the air.”
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Sounds Like a Plan

SRS i el

@ The time between the conception of a business

and the opening of that business is chock-full’ of

planning. ' All of these ideas must come together”

in a completed business plan.

A business plan is ideally a concise, interesting,
25- to 30-page document. It should contain an
abundance of visuals and be written in the third
person.” Above all, it should be honest, for the sake
of "' both investors and the aspiring entrepreneur.

Since the business plan’s purpose is often mis-
construed’® gs a means of " obtaining funds, the last
point is frequently forgotten. An effective business
plan needs to do more than just convince investors
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of an idea’s feasibity: ' It should be a dynamic, liv-
ing document that serves as a blueprint® when start-
ing a business. Once the business is up and running,
the plan can then be used as a yardstick * by which
L(Lgﬂﬂgi SUCCESS. n

The cosmetic guidelines given in the first para-
graph of the plan are important, but have no value
if the content does not stand up to” scrutiny®. This

means that consumer demands must be gssessed,””

and a novel® method of meeting those demands
established. Realistic long-term and short-term
goals, as well as strategies to reach them, must also
be set. Next, financial needs and feasible payback
schedules need to be established. Finally, the busi-
ness plan needs to be spruced up’ and made
presentable.

Practice on the Spot

Arnie has just presented ' his business plan to
Sabine, a venture capitalist.
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Sabine:

Arnie:
Sabine:

Arnie:

Sabine:

‘ Arnie:
} Sabine:
|

Arnie:

Sabine:
Arnie:

So you want to produce components used
in DVD-ROM drives.

That’s the gist® of it.

What sets your product apart from the
competition?

Like I said, with seed money out of our own
pockets, my partners and I have trade-
marked ’ a new, more efficient connector.

You'll find specs’’ in the appendix.”

Now you need, let’s see, three point eight
million dollars to ser up operations. "
That’s right.

Looking at your halance sheets.” 1 see
you’ve barely earmarked' any money for
marketing expenses. Why is that?

Our most important clients are all former
as sociates and friends of my partners’
and mine. They’ve already expressed inter-
est in our product.

Is there any way I could verify that?

No problem. In fact, I could set up a
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Sabine:

Arnie:
Sabine:

Arnie:
Sabine:

meeting, if you’d like.

Please. That would pave the way for a
deal, since everything else looks solid.’
A bit of advice, though, Arnie.

Shoot. "

For future business presentations or
meetings, try to remember that you’re be-
ing scrutinized — you are the business —
80 try to be a little more formal.

Are you saying T shouldn’t wear shorts?
If you do, at least clean them first.
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& I think you've answered your calling.
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They need to go head-hunting.

ol 15 Ey e N A,



