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•

Introductions

•

Oops, “pitching” really isn’t the right metaphor. Think of it as fishing – You want to bait them, hook them,
and reel them in.

•

Intro/Overview
• As an entrepreneur, you are constantly telling and selling your story – you have to be ready for any
time, any place, any person, any situation.
• You don’t just tell your story to investors –you are constantly telling your story to almost everyone you
come across – employees, stakeholders, influencers, the media, customers, partners, etc.
• Today, you’ll learn a framework for structuring your story and message, regardless of who you’re
talking to, the situation or the time available. This gives you a consistent story that you can then tailor
as needed. You’ll get some pointers for how to deliver your story. And you’ll find out how to use
visuals to make your story memorable and impactful.

•

We’ve intentionally made the first set of slides in this presentation visually bland; in stark contrast,
the second set of slides will demonstrate the power of compelling visuals by sharing some of the
same information in a completely different, much more effective way.
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Contact Info
Theresa Lina Stevens
theresa.lina@stanford.edu (for matters related to Stanford)
theresa@linagroup.com (for other matters)
Forrest Glick
fglick@stanford.edu (for matters related to Stanford)
forrest@forrestglick.com (for other matters)
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Here is the biggest problem
with most pitches…

Copyright ©1999-2009 by Lina Group, Inc.

They fail to arouse curiosity and interest in the listener.
• They never hook their audience – they never engage,
connect – they fail to intrigue the listener.
• Often, this is because we don’t tell a story – there is no
setup, the listener isn’t drawn in.
• Instead, we have a tendency to launch right in and just spout
off – we lose them.
• No WIFM (“what’s in it for me?”) – why should I care?
Copyright © 1999-2009 Theresa Lina Stevens
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Your Only Goal

Get Them To Want More

Copyright ©1999-2009 by Lina Group, Inc.

•

Think in terms of reeling them in vs. pitching.

•

In each interaction, your “only” goal is to get them to want more.

•

It’s really about telling a story
• Need a strong hook
• Continuously arouse their curiosity
• Make it relevant
• Make them want to act – learn more, tell someone else
about you, buy, invest, etc.

•

Your message must clearly stand out and be completely unique
– if you sound like everyone else, you’ve lost your audience.

Copyright © 1999-2009 Theresa Lina Stevens
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How To Structure Your Message

Why/What/How Framework*

* Created by Theresa Lina Stevens, Lina Group, Inc.
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•

•
•
•

I developed this framework about 10 years ago when I was first working on the problem of
how companies that sell something relatively intangible are usually prone to becoming
commoditized “me-too’s” and eventually have to compete only on price. They needed a
way to achieve sustainable differentiation in order to compete on value and grow their
profit margins. I had solved the problem with a strategic marketing methodology
companies could use to become the unique “go-to” in a given market and dominate it. I
needed to figure out how to explain this to people – the media, prospective clients, etc.
I couldn’t find anything that worked.
I came up with this framework as a way to tell my story and realized it was really the key
to telling any story in a way that would grab people.
This Why/What/How Framework can serve as a skeleton for structuring your message
• It provides the basis for a story
• It helps you draw the listener in
• It allows you to put as much or as little meat on the bones as you want, depending
on the situation
• It’s a good acid test for whether you have a compelling story – if you can’t work your
story into this framework, there may be a fundamental flaw with your offering
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Why/What/How*

1. Why there is a problem
2. What they must do about it
3. How you’ve uniquely solved the
problem
* Created by Theresa Lina Stevens, Lina Group, Inc.
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Start with one statement per key message:
1. Why they have a problem –
•

Immediately hooks them
•

Gets them curious about the challenge or problem they face or should expect to soon face (In some cases, framing it as an opportunity is
more appropriate; but usually, leading with the problem as a way to introduce the opportunity is a stronger hook and far more effective)

•

Focuses discussion on them, not you

•

For a pain point they already know they have, it tells them you understand what they’re dealing with; in some cases, you’re educating
them on a pain point they don’t yet have but are going to be facing – your aim to is to get them concerned

•

“Because” is a key word for hooking them – “there is a problem, because ____”

•

Immediately sets you up as an expert on a broader issue than merely your own offering

2. What the listener/companies/etc. must do about it -•

Tells them what they should do to respond to this challenge or problem and the overall solution they should consider implementing

•

Positions you as a thought leader and gives you room to offer a point of view on the broader issue

3. How you’ve uniquely solved the problem
•

Your unique approach (“different” isn’t good enough – you need to be unique)

•

What sets it apart and how they benefit (“value proposition,” “unique selling proposition”)

•

How the solution offering enables them to efficiently and effectively implement your approach (your “unfair advantage,” “secret sauce”)
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Why/What/How*

1. Why there is a problem
2. What they must do about it
3. How you’ve uniquely solved the
problem
* Created by Theresa Lina Stevens, Lina Group, Inc.
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Some advantages to using this and a few tips:
• This gives you a standard story – keeps you consistent while allowing you to tailor as needed.
• In each situation, you should customize based on what the audience does/doesn’t already know,
level of interest/buy-in to listening, etc.
• For example, in a speech to an industry audience in which you aren’t supposed to “sell”
anything, you can talk just about the Why and the What – this establishes you as a thought
leader with a point of view on something that is troubling the market (a “pain point”).
• There are many situations in which the listener does not want to hear a sales pitch. However,
you’ll be surprised at how often the Why and the What will induce the listener to ask, “How?”
This gives you your opening.
• Hook them over and over, keep them curious, get them asking questions and wanting to know
more.
• Be provocative and even controversial.
• There should always be a strong implicit answer to “WIFM?” (“What’s in it for me? Why should I
care?”).
• It gives you plenty of room to adjust, embellish, and vary what you say -- You should start to feel
like a broken record but never sound like one.
Copyright © 1999-2009 Theresa Lina Stevens
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SEN Example*
(why they have a
problem)

One of the biggest problems people have in trying
to get involved in entrepreneurship on campus is
that organizations are spread all over the place -there is no single place to go to find out what’s
going on or how to get plugged in.

(what they should
do about it)

What would be ideal is a single point of contact
where a person could see what all of the options
are and figure out which are most appropriate for
them.

(how we’ve solved
the problem)

The Stanford Entrepreneurship Network (SEN) is
the Go-To for this on campus – through its website
and programs, it provides one-stop shopping for
anyone interested in entrepreneurship at Stanford.

* Adapted from Stanford Entrepreneurship Network website
Copyright ©1999-2009 by Lina Group, Inc.

Think through your reaction as you read and listen to the following
examples (on next few slides).
• Did the problem statement make you immediately curious? Did you
wonder what should be done about the problem?
• When you read the What, was the next logical progression to wonder
whether anyone was doing this?
• When you read the How, did it seem as though the message had come
full circle to find out how the “speaker” fit in?

Copyright © 1999-2009 Theresa Lina Stevens
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LifeStraw® Example*
(why they have a
problem)

Though a billion poor people worldwide don’t
have access to clean drinking water, and
nearly 5 million - mainly children - die each
year from waterborne disease, most of these
areas lack the infrastructure for clean water
delivery, even if it were available.

(what they should
do about it)

What’s needed is an inexpensive way to
purify the water these areas already have,
without needing electricity or the maintenance
of moving parts.

(how we’ve solved
the problem)

We have developed LifeStraw®, a $3 straw
that a person can use to safely drink from any
water source for up to a full year.

* Registered Trademark of Vestergaard Frandsen; content adapted from material on the company website
Copyright ©1999-2009 by Lina Group, Inc.

Note that some of these examples are not written the way you would say
them.
Spoken and written words differ from one another. Start by writing out your
message framework at the highest level (just three sentences), not worrying
about how it sounds when you speak the words out loud. Get it right on
paper first. Then you can start to adjust based on whether you’re speaking
or writing and what the situation is.

Copyright © 1999-2009 Theresa Lina Stevens
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ZeroFly® Example*
(why they have a
problem)

(what they should
do about it)
(how we’ve solved
the problem)

One of the biggest problems to plague people who
have already been displaced by natural disasters
is that the plastic sheeting they receive for
emergency shelter creates a breeding ground for
deadly diseases such as malaria and dengue.

Emergency organizations need an inexpensive,
easy way to shield people against the mosquitoes
that cause these diseases.
We have developed insecticide-incorporated
plastic sheeting called ZeroFly®, an inexpensive
solution provides both shelter while killing and
repelling mosquitoes.

* Registered Trademark of Vestergaard Frandsen; content adapted from material on the company website
Copyright ©1999-2009 by Lina Group, Inc.

Pardon the pun, but I suspect that by the time you got to the How in this
example, you were just itching to find out what someone had come up with
to solve this problem.

Copyright © 1999-2009 Theresa Lina Stevens
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Boiling It Down…
To bridge the gap between the acute stage of an
emergency and the time when proper infrastructure
is established, the ZeroFly® shelter, a long-lasting
insecticide-incorporated plastic sheeting, has been
developed as a dual function tool providing both
shelter and malaria prevention. *

* Registered Trademark of Vestergaard Frandsen; content adapted from material on the company website
Copyright ©1999-2009 by Lina Group, Inc.

This is an example of how you may need to bend the framework a little
when boiling your message down to a single sentence.
Note what we did – we touched on the problem and then blended the What
and the How.

Copyright © 1999-2009 Theresa Lina Stevens
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Here is an example of how the framework can be used in a website.
(We can’t take any credit here – this company has not been introduced to
our Why/What/How Framework but instinctively uses it to very effectively
educate audiences about its products.)

Copyright © 1999-2009 Theresa Lina Stevens
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Increo Example*
(why they have a
problem)

Say you need to get your co-workers’ feedback on
a PowerPoint deck, so you email the file around, at
which point everyone makes their own edited
version and sends it back; now you have a thread
with fifty replies and fifteen new versions and it’s
like whoa, what’s going on?

(what they should
do about it)

Wouldn’t it be cool if, instead, you could leave it in
one place and let everyone come literally mark it
up, comment on it and see what everyone else
thought?

(how we’ve solved
the problem)

Our product, Backboard, lets you do that right
there in the browser, where they can type in
feedback, mark it up with a little red pen tool and
do a bunch of other amazing stuff.

* Adapted from an example of the Increo “bar pitch” as conveyed on the Increo company blog
Copyright ©1999-2009 by Lina Group, Inc.

What about the case of a service or technology company, for which the problem and
solution is a less tangible and more difficult to explain?
As shown in this example, you can use the framework to explain a scenario that the
listener can relate to. You still want to start with the problem.
Think about all those times someone has launched in to tell you about a “cool, new
technology.” The entire time they’re talking, you’re asking yourself, “Why does anyone
need this? I don’t get it.” Answering this question for your listener first by helping them
relate to the problem can be very effective.
Increo is a company started by some of our former students. A version of this pitch
appears on their company blog as an example of how they tell their story in a casual
setting, such as a bar.

Copyright © 1999-2009 Theresa Lina Stevens
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Boiling It Down…
Increo solves the problem of having to email
documents around in order to obtain
feedback from co-workers in a group
collaboration setting. Once you upload your
document, people can comment in the
browser in real-time and even literally mark it
up with a “red pen.”

* Adapted from information on the Increo company website
Copyright ©1999-2009 by Lina Group, Inc.

In my role with the Stanford Technology Ventures Program, I was recently
making a pitch to a reporter on Increo’s behalf. The reporter had already
asked to speak to entrepreneurs who were former students of ours, so this
wasn’t a “cold” pitch. Still, I needed to explain Increo and get the reporter’s
attention in just a sentence. Using what I found on their website, I boiled
their story down as shown here.
Note that I still start off with the problem, but I basically blend the What and
How.

Copyright © 1999-2009 Theresa Lina Stevens
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Nice Example of a One-Minute Pitch

http://www.youtube.com/watch?v=u6eKwv2x44w
Copyright ©1999-2009 by Lina Group, Inc.

You know from commercials that a minute can either be really long or really quick. If the commercial is really bad, a minute seems to
last forever. If it’s entertaining and/or reeling you in, it flies by. You don’t want it to end. Regardless of the length of your pitch, your
goal is to make the listener not want it to end. Leave them wanting more.
If you hunt around on YouTube for “one-minute pitches,” you’ll see that the good ones are very few and far between. Scout around a
little bit, and you’ll see. They immediately talk about the product, service or technology with no introduction as to the problem or pain
point. They are difficult to listen to. And it’s almost impossible to remember a thing they said once they’re done (if you can stand to
listen to the full pitch).
This one, on the other hand, is a great example of a one-minute pitch I found on YouTube. He hooks you in even before he starts
talking by generating curiosity about what’s on his head. When he starts talking, you immediately think, “Huh? What could that
contraption possibly have to do with a trip to the dentist?” He’s got you. He then very concisely tells you how this solves the problem
and what’s unique about they way in which it solves the problem. At the end, he answers investors’ primary question, which is “How
are you going to make money?”
One by one, he anticipates the questions going through the listener’s mind and answers them. The progression is logical and the
information is highly intriguing. He’s also clearly practiced this and is even possibly reading it, yet his delivery is very natural and fluid.
This is a near-perfect quick pitch. Then only thing he might have done to make it any better would have been to take the glasses off
toward the end and look at the camera – the eye contact would have reeled us in even further.
Note that this didn’t even last a full minute and was interesting, start to finish.
Copyright © 1999-2009 Theresa Lina Stevens
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Overall Pitching Guidelines
• Tailor to the audience and situation
• WIFM
• Peel the Onion (Rule of Three’s)
• Examples and Stories
• For investors, it’s Why/What/How/How
– How you’ll make money (i.e., business model)

Copyright ©1999-2009 by Lina Group, Inc.

•

Always, always, always tailor your pitch/presentation/message to the audience and the situation. The beauty of this framework and having a core set of
messages is that you can do this while remaining consistent in your story from person to person. It’s kind of like your resume – your work history is what it
is. However, for an engineering design position, you might emphasize your technical expertise, while for a project management position you’ll emphasize
your organizational skills.

•

Always tie what you’re talking about to the audience – address the “What’s in it for me?” Keep them curious.

•

Think in terms of “Peeling the onion” – Think of the earlier examples as the top level of an outline, with one sentence per item: why, what and how. You can
then build detail into this by adding additional layers to the outline, three points per layer (people are built for handing information in sets of three, max – this
is known as the “Rule of Three’s”).

•

Add color to your pitch with stories and examples – these are key for hooking your audience and reeling them in
• Among other things, use them to illustrate how you’ve earned the right to talk about this – use them to establish your credibility
• Keep stories short -- max 2 minutes each -- If you have to tell a long story, make it a collection of two-minute sub-stories (like a comedian doing a
long routine but weaving in mini-jokes and earning laughs along the way)
• The elements of a good story are a strong hook, drama, tension, heroic rise and fall – think about how you can work these in

•

For investors and, sometimes, business partners, you need to add another “How” to your story – Why/What/How/How – How you are going to
make money. A quick Google search will give you lots of tips on the content of an investor pitch, and in a few moments we’ll show you a short video clip by
Guy Kawasaki that provides some very practical pointers. Your pitch needs to include the following, among others:
• Team/Leadership – They will be investing in the team more than anything
• Business model – How you will make money
• Market, competition – What’s the opportunity and who else is going after it
• Other items might include barriers to entry, partners you’ve signed on, progress to date, current customers, go-to-market plan, financials, etc.

Copyright © 1999-2009 Theresa Lina Stevens
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Venture Capitalist Heidi Roizen on
“Tips for a Good Pitch”

From the STVP Entrepreneurship Corner website
http://ecorner.stanford.edu
http://ecorner.stanford.edu/authorMaterialInfo.html?mid=85
Copyright ©1999-2009 by Lina Group, Inc.

Hear it firsthand from an investor.
Heidi Roizen is a very well-known and respected entrepreneur and venture capitalist in
Silicon Valley.
Here she offers some tips and advice on pitching to venture capitalists.
You can find more great podcasts and video clips of this nature on the Stanford
Technology Ventures Program’s Entrepreneurship Corner website.
http://ecorner.stanford.edu.

Copyright © 1999-2009 Theresa Lina Stevens
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Overall Pitching Guidelines

Last but not least…
Touch them emotionally

Copyright ©1999-2009 by Lina Group, Inc.

• The final tip is also the most important.
• You absolutely must touch your listener emotionally.
• Nothing will penetrate your listener or move them to action unless you do this.
• People don’t act based on raw information or based on what they intellectually take
in. They act based on their emotions. You must reach beyond their eyes, ears and
heads to touch their hearts. In many pitching situations, it means getting the listener
excited about the possibilities and believing you can execute.
• The two strongest motivators for humans are pain and pleasure. Among those two,
the strongest is pain. Get them to want to move away from pain (e.g., solve the
problem) and toward pleasure (e.g., the potential to make money, save money,
achieve a result, etc.).

Copyright © 1999-2009 Theresa Lina Stevens
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Example of Slick Storytelling

Watch
http://www.ted.com/index.php/talks/larry_lessig_says_the_law_is_strangling_creativity.html

Copyright ©1999-2009 by Lina Group, Inc.

If you’ve never watched videos from the TED conference (TED stands for Technology, Entertainment and
Design), you are in for a real treat. We highly recommend that you scan the site and study these
presentations. Most, if not all, are stellar models. They all last 20 minutes or less and are free.
www.ted.com
This is a 20-minute “pitch” in which attorney and Stanford professor Larry Lessig makes the case for “how
creativity is being strangled by the law.” Notice how he uses stories to create an emotional build-up about
the problem and bring it to life through examples.
He also gives a smooth delivery that’s easy to listen to and very engaging.

http://www.ted.com/index.php/talks/larry_lessig_says_the_law_is_strangling_creativity.html

Copyright © 1999-2009 Theresa Lina Stevens
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An Even Better Example of
Gripping Storytelling
The Secret History of Silicon Valley

Watch
http://www.youtube.com/watch?v=hFSPHfZQpIQ
Copyright ©1999-2009 by Lina Group, Inc.

Steve Blank is a very successful serial entrepreneur who founded E.piphany Software among others.
He is a lecturer with the Stanford Technology Ventures Program at Stanford University. He also
teaches at the University of California, Berkeley, and the Columbia Business School.
Watch incredible, oral storytelling in action here. You’ll see why he’s a popular teacher.
This is a talk I’ve seen him give, and his storytelling is just outstanding. Here he is giving the talk to an
audience of Google employees. He makes very effective use of visuals and statistics. He uses humor
at times and is very relaxed and connected to the audience. He could just as easily be talking to five
people as 500. His ability to weave a story and build to a dramatic crescendo is spectacular. Notice
how he spends a significant portion of time up front building to the problem. He gets you emotionally
involved. He gets you to really care about the problem – young American men were being sent out to
be slaughtered and dying by the hundreds. And he relates the problem to the audience – “These
young men were your age and younger.”
He also leaves you hanging for quite awhile with intense curiosity about what WWII bombing raids
and casualties have to do with the birth of Silicon Valley. Meanwhile, he continuously reels you in.
Copyright © 1999-2009 Theresa Lina Stevens
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Storytelling at Its Best
Jill Bolte Taylor: My Stroke of Insight

Watch
http://www.ted.com/index.php/talks/jill_bolte_taylor_s_powerful_stroke_of_insight.html

Copyright ©1999-2009 by Lina Group, Inc.

Jill Bolte Taylor is a brain scientist who had a massive stroke. In this talk, she describes what the
experience was like and how it changed her as a person and as a scientist. She so effectively
describes watching her brain functions shut down one by one, that you feel you were right there with
her. It’s a truly remarkable talk.
This is another example in which the speaker uses a series of provocative and gripping stories (and
props – such as a real human brain) to keep the audience engaged while she makes her case.
Watch it once for the pure enjoyment. Then watch it again and analyze it – notice how she moves
from one story to another. Notice how she baits her audience right off the bat with her very first
sentence and continues to reel it in one story and tidbit after the other. Notice how effective her verbal
delivery is. Notice how she immerses herself emotionally and how this touches the audience.

Copyright © 1999-2009 Theresa Lina Stevens
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Pitching &
Presenting

Forrest Glick
Stanford Technology Ventures Program
1

This portion of the presentation focuses on the use of images and
slides to reinforce your message.
If you!re asked to give a presentation and don!t have time to prepare,
forget the slides. A presentation with no slides is better than a
presentation with bad slides. The slides should reinforce what you!re
saying, not recreate or compete with it.

Why do we
present?

2

Why do we give presentations? There can be a number of reasons - To
inform a group about a subject, to solicit input or support, to educate,
to request an action, to motivate, to sell a product.
Ask yourself - What is the GOAL of my presentation?

3

Imagine yourself standing before an audience. This image was taken
during Entrepreneurship Week 2008. It!s what you hope to see when
looking out at your audience - smiling, attentive, engaged. The reality
is that you!ll often see people who are distracted, sleeping, or
otherwise multi-tasking. How do you capture their attention?

1) Distill
2) Design
3) Deliver
4

First Distill your message. Theresa covered many of these ideas in her
presentation. The same principles apply when creating slides and
images to support your message. Consider your audience and
determine what level of detail is appropriate to keep their attention.

Define
your
hook

5

Come up with one key message (or hook) for the audience to
understand. New hook = new slide.

6

This video of Guy Kawasaki describes his 10-20-30 rule.
10 slides maximum
20 minutes tops
30 point font minimum
View the video at: http://ecorner.stanford.edu/authorMaterialInfo.html?
mid=1177

What is the
core take-away?

7

Reduce ideas to the key concepts. You can!t convey everything - focus
on the key message.

1) Distill
2) Design
3) Deliver
8

So now that we!ve distilled the ideas down to the key concepts, how do
we reinforce those concepts through the use of visuals? Most slides
create a distraction from the what the speaker is saying. Remember
that YOU are the presentation, not the slides. The audience should be
able to quickly comprehend the slide and remain focused on what you
have to say.

Start in analog
9

Start in the analog - do NOT launch powerpoint to organize your ideas.
Use a piece of paper or dry erase board to layout ideas and organize
concepts.

Use powerful images

10

Capture the imagination and emotions of your audience. Focus on the
use of images over the listing of bulleted points.

Speak to logic
and emotions

11

Appeal to the left and right brain. Capture the attention of your
audience through the use of visually appealing images and don!t be
afraid to do something unexpected. Think about text AND visuals
working together to reinforce the concept.

LifeStraw

®

Safely drink from
any water source
for up to a year.

12

In this example, we've blended a powerful image with a clear and
concise message. The image and text should reinforce each other and
have an emotional appeal. The image is memorable and helps to
clarify the concept.
Image source - http://www.vestergaard-frandsen.com/lifestraw.htm
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Without the use of any words at all (other than the product name) the
idea is conveyed to the audience.
Image source - http://www.vestergaard-frandsen.com/permanet.htm

Date: July 29, 2008 11:14:51 AM PDT
To: fglick@stanford.edu
3 Attachments, 56.3 KB

Hi Forrest Glick,
We hope Backboard has been useful for you as a tool to
gather feedback from friends and associates. We have
been receiving our own feedback from users like you and
are pleased to announce three new features that make
Backboard even better.
Premium Backboard Security
Many Backboard users have requested enhancedsecurity Backboards. Now you can create Backboards
protected by an access key--ideal for an extra level of
security when sharing with large groups. Or, for
confidential documents, restrict access to your
Backboard to a group of confirmed, password-protected
Backboard accounts.
Premium accounts further protect your documents with
the same SSL Encryption used by banks and credit
card companies.
Enhanced Sharing Support
We know you often work with the same group of people
and, like us, your email addresses are stored in your
address book, not in your head. Check out Backboard
Groups, which make it easy to share multiple
Backboards with the same project team and Address
Book Import to easily retrieve your contacts from
Outlook, Gmail, LinkedIn, Yahoo and Hotmail.

How do you use Backboard?
Bryan Connor, a freelance designer from
Baltimore, uses Backboard to get feedback
from web designers and clients on his latest
work. View Bryan's Backboard.
We are searching for Backboard users to
profile for our site and newsletter. Let us
know how you use Backboard.

Multiple Versions
After getting feedback, it is often important to make
changes to your file and request thoughts on the new
version. Backboard now supports multiple versions of
the same document--as many as you need to get your
work just right.
Questions? Feedback? Contact us.

You are receiving this email because you have used Backboard, a lightweight web tool for
getting feedback on documents. We respect your email privacy and will send an update
only periodically according to our Privacy Policy. Unsubscribe.
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When designing your slides, you should consider developing three main focus areas.
1) The first area is what your eye immediately goes to. It's usually an image or the largest text. In
this example of an e-newsletter, the image on the right is what I look at first. Use it as an
opportunity to catch the viewers attention.
2) The second area should further reinforce or explain the image and address the question of
"what is this?" In this example, I view the title and tag-line second.
3) The third area should describe the value of the product or service. Here it's the paragraphs
(specifically their titles) that describe the features. Use the "squint" test by slightly blurring your
vision when looking at a slide or ads in a magazine. Do you still get the message? You may lose
some of the detail, but the first two area of focus should still come across to the viewer. If they
don't, you should consider refining your message or looking for images/text with greater
immediate impact.

Signal to noise ratio

source: www.presentationzen.com
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The display of data presents a unique set of challenges, but can be extremely powerful when done right.
In this example two slides are shown that present the same data. The left slide is difficult to comprehend, as the viewer
must connect the pie graph to the legend. Count the number of seconds it actually takes you to discern the message.
Compare this to the slide on the right where the title helps to provide context and the bar graph is much easier to grasp.
The more information you put on a slide, the longer it takes the viewer to grep all the data. This is time when the viewer is
not really listening to you and may detract from communicating the core message.
Increase the “signal to noise ratio” by keeping your information concise and focused. Every bit of text that!s not absolutely
necessary should be considered noise and your core concept or “hook” is the signal.
Experiment with a few options for displaying your data and ask a few friends for feedback. Any slide can be made better
by incremental refinements, especially those displaying data. Take the time to develop a few iterations and increase the
signal to noise ratio.
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An example of slide with a lot of noise and no clear signal.

Less is more
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Amplification through simplification.

1) Distill
2) Design
3) Deliver
18

Practice your presentation. Use a mirror, use a friend, use a friend!s
mirror - It doesn!t really matter how you do it, as long as you go
through your presentation a number of times before presenting it to an
audience. Solicit feedback from others. What parts are confusing? Is it
too long? Too boring. Be honest with yourself. Your audience will thank
you for it.

Be passionate

19

Capture the attention of your audience - if it doesn't seem like you're
excited about the content, no one else will be. Don!t be afraid to show
your enthusiasm.

Leave listeners
hungry for more
You don!t have to cover everything in your presentation. Leave time for
questions, comments, discussion.
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Remember
Bait them!
Hook them!
Reel them in!
Copyright ©1999-2009 by Lina Group, Inc.

If there is just one thing you take from this workshop, we hope you walk away with the
resolve to always find a way to bait, hook and reel in your audience.
A couple of closing caveats:
•

Please note that there are lot of aspects to pitching and presenting that are outside the
scope of this workshop. Likewise, though closely related, positioning and other aspects of
sales, marketing, and fundraising are also outside the scope here.

•

The two of us consider ourselves students of pitching and presenting techniques, and we
encourage you to do the same. Techniques, audience preferences, and best practices are
always evolving.

•

We’ve provided some fundamentals here, but there is much, much more to this topic than
we can possibly address.

Copyright © 1999-2009 Theresa Lina Stevens
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Become a student
of the topic

Copyright ©1999-2009 by Lina Group, Inc.

To get you started, here is some recommended reading and online resource, but even these represent just the tip of the iceberg. Hunt around online.
Read as many books as you can. Take workshops and classes. And most of all, practice, practice, practice.
Books (in no particular order): Presentation Zen (Reynolds), Made to Stick (Heath and Heath), Reality Check (Kawasaki), Art of the Start (Kawasaki),
and any of a variety of books on pitching, presentation techniques and the art of persuasion – we recommend you read as many as possible. Also
read up on positioning, marketing in general, sales, and fundraising.
Websites
•

http://ecorner.stanford.edu

•

www.ted.com

Tools and Resources
•

Cool Iris (www.cooliris.com) for quickly sifting through images online

•

Flickr (www.flikr.com) for images in the public domain

•

Slide (www.slide.com) for images in the public domain

•

Google Image Search Tool

More Food for Thought
•

Entrepreneur and pitching coach David Rose on how to pitch to a VC (a TED presentation)
http://www.ted.com/index.php/talks/david_s_rose_on_pitching_to_vcs.html

•

An article on what makes a story great: http://www.publishingcentral.com/articles/20051009-87-a5ff.html

Copyright © 1999-2009 Theresa Lina Stevens
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This workshop is part of…

Entrepreneurship Week
at Stanford!
http://eweek.stanford.edu

Copyright ©1999-2009 by Lina Group, Inc.

• This workshop has been just one event of many during Entrepreneurship
Week 2009 at Stanford.
• Entrepreneurship Week happens annually. It is an exciting series of over
a dozen events involving people and organizations all over campus,
ranging from the business and engineering schools to the medical and
law schools.
• The goal is to celebrate and raise awareness of entrepreneurial
approaches to solving world problems and creating opportunities.
• It’s also a wonderful sampler platter of entrepreneurship organizations
and activities going on across campus year round.

Copyright © 1999-2009 Theresa Lina Stevens
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Entrepreneurship Week
is hosted by
Stanford Entrepreneurship Network

A federation of diverse
entrepreneurship groups
across campus

Copyright ©1999-2009 by Lina Group, Inc.

Entrepreneurship Week is hosted by the Stanford
Entrepreneurship Network, an informal federation of nearly
20 groups across campus that consider entrepreneurship
part of their mission or focus.

Copyright © 1999-2009 Theresa Lina Stevens
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Stanford Entrepreneurship Network
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Asia-Pacific Student Entrepreneurship Society (ASES)
Biodesign (BDN)
Business Association of Stanford Entrepreneurial Students (BASES)
Center for Entrepreneurial Studies (CES)
Center for Social Innovation (CSI)
Graduate Program in Journalism: New Media Entrepreneurship
GSB Entrepreneur Club (GSB E-Club)
Office of Technology Licensing
Product Realization Network (PRN)
School of Medicine Career Center (SoMCC)
Society for Entrepreneurship in Latin America (SELA)
Stanford Law & Technology Association (SLATA)
Stanford Digital Vision Program
Stanford Institute for Electrical and Electronics Engineers (IEEE)
Stanford Program on Regions of Innovation and Entrepreneurship (SPRIE)
Stanford Technology Ventures Program (STVP)
Stanford Venture Capital Club (SVCC)

Copyright ©1999-2009 by Lina Group, Inc.

• Diverse collection
• Clearly, entrepreneurship is alive and well throughout the
university on many levels
• These include student groups, research organizations,
teaching organizations, and others devoted to outreach.
• You also find unusual suspects, like the Journalism
Program and Medical School Career Center

Copyright © 1999-2009 Theresa Lina Stevens
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Special thanks to

Deloitte.

Copyright ©1999-2009 by Lina Group, Inc.

• We want to especially thank our generous sponsor,
Deloitte.
• In addition to Entrepreneurship Week, Deloitte sponsors
all of the Stanford Entrepreneurship Network’s programs.

Copyright © 1999-2009 Theresa Lina Stevens
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Join Us for the Rest of the Week
Details at http://eweek.stanford.edu
2/21 Sat
 "Bring Your Product to Life" Workshop
2/22 Sun
 Social Enterprises Panel and Showcase
2/23 Mon
 "Solving the Global Leadership and Talent Equation" Panel and
Reception
2/24 Tue
 "Startup 101" Job Fair
 Entrepreneurship Mixer
 Creativity Challenge: James Bond Casino Caper (invitation only)
2/25 Wed
 GSB Entrepreneurship Conference (fee and registration)
 "The Next Big Thing": Tim Draper, Tony Perkins & Michael Moe
 Networking Reception and Stanford Entrepreneurship Network
Showcase
Copyright ©1999-2009 by Lina Group, Inc.

•

We hope you’ll make plans to join us for other events happening this week.

•

You can get descriptions and details online at eweek.stanford.edu

•

Note that the James Bond event is for students only and is by invitation only.

•

The GSB conference does have a registration fee, so check the website for details.

•

If you can use some uplifting information during these rough economic times, be sure to join us on
Wed. for a discussion of the “Next Big Thing” to find out where the opportunities are now and in
the near future. If you’ve never seen them in action, Tim Draper, Tony Perkins and Michael Moe
are enormously entertaining. It should be a GREAT session. If you miss this, enjoy the full podcast
and video clips on http://ecorner.stanford.edu.

•

Afterward, you can learn more about various entrepreneurship groups on campus during the
networking reception and tradeshow-style showcase.

Copyright © 1999-2009 Theresa Lina Stevens
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Make It Happen!
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Now let’s get going and make something happen!
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