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SUMMARY

i A well-structured business plan serves as the foundation of any successful startup. It provides a clear roadmap, outlining key objectives,
| strategies, and financial projections that guide the company from ideation to execution.

@S} IMPORTANCE OF CRAFTING A STRONG BUSINESS PLAN FOR STARTUPS

Strategic Decision Investor Confidence Operational Efficiency

It defines the company’s mission, vision, A well-crafted plan demonstrates feasibility It helps streamline processes, allocate
and goals, ensuring clarity in decision- and profitability, making it easier to secure resources effectively, and anticipate
making. funding. challenges.
BIG PICTURE ANALYSIS @% BPLAN: A ROADMAP

This guidebook helps businesses convey their vision through market research,

competition, and revenue models. \ \
It helps businesses craft a clear, strategic business plan to communicate their Lm Lm
vision, attract investors, and drive growth. Covering key aspects like market

research, competitive analysis, revenue models, and financial planning, it provides Validation Lm
Set Milestones Sustainability

a step-by-step framework for success. Whether launching or scaling, this guide
ensures businesses make informed decisions and build a strong foundation.




PROBLEM STATEMENT

7TTTSNG s S S S S S S S

z#*‘-: BE SPECIFIC AND CONCISE :Clearly define the problem in one to two sentences. Avoid vague or overly broad language.
B IDENTIFY THE ROOT CAUSE {Go beyond the symptoms and highlight the underlying reasons for the prablem. |
(@) INCLUDETHEIMPACT | Explain who i affected and how (Example: environmental, economic, or Social consequences).
{16 USEDATA OR EVIDENCE |Back up your statement with relevant statisics or examples to add credibiity.

c% RELATE TO YOUR SOLUTION | Frame the problem in a way that hints at the need for your solution.

e
______________________________________________________________________________________________________________________________________________________________________________________
TN

______________________________________________________________________________________________________________________________________________________________________________

@ EMPHASIZE URGENCY  iHighlight why immediate action is critical by pointing out rising trends, growing costs, or escalating impacts.i

____________________________________________________________________________________________________________________________________________________________________________________

-------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

A

.g‘? exampLE of PROBLEM STATEMENT: L IGHT POLLUTION

N '
Urban areas are experiencing unprecedented levels of light pollution, with 83% of the global population unable to see the Milky
Way from their homes. This over-illumination disrupts ecosystems, wastes $6 billion annually in energy, and adversely impacts
human health by interfering with natural sleep cycles. The lack of smart and regulated lighting systems exacerbates these
Issues, leaving cities with ineffective tools to address the growing problem. With urbanization projected to increase by 68% by
2050, the ecological and economic damage caused by light pollution is expected to double, making immediate action critical.




FRAMING THE PROBLEM STATEMENT

A well-defined problem statement helps businesses focus on solving a
real need. Investors and stakeholders look for clarity in identifying the
core issue your business addresses. §

WELL-STRUCTURED VS. POORLY STRUCTURED

é:) PROBLEM STATEMENTS C@

WELL STRUCTURED

"

E Many young professionals struggle to find i
i affordable, well-fitted formal clothing online E
i due to inconsistent sizing and high return !
i rates. Existing solutions lack personalized i
i recommendations, leading to dissatisfaction i
i_ among buyers and lost revenue for retailers. i

POORLY STRUCTURED

People don’t have a good way to buy clothes
online.

>4\ - A problem statement like this lacks
O depth and fails to provide direction for a
business solution.

___iClearly defines the target audience -
i"Young professionals."

iExplains the gap in current solutions -
"Lack of personalized recommendations."

| by R

1
1
1
—-_———
1
1
1
1

iToo vague: Who are these "people"? Are
ithey students, professionals, or seniors?

-

iNo specifics: What defines a "good way"?
i|s the issue price, quality, or convenience?

Lacks impact: Why does this problem i
matter? How does it affect businesses or |
iconsumers? "

o

-——

!? Template to be used:

[Target Audience] struggles with [specific problem] because [key reason].
' Existing solutions [shortcoming of current alternatives], leading to [impact
on users/business].

Example:

Small-scale farmers struggle to access affordable organic fertilizers
: because of limited local suppliers. Existing solutions are either too
' expensive or involve complex import processes, leading to reduced crop

-------------------------------------------------------------------------

{ Be specific about who faces the problem )
2 R
{ Explain why current solutions are insufficient )

_________________________________________________________________________

_________________________________________________________________________

_________________________________________________________________________



INTRODUCTION

GUIDELINES FOR CONSTRUCTING A PROPER PROBLEM STATEMENT FOR A BUSINESS PLAN DECK

Company Overview Company Targets Company Wins

Explain how and why the Define immediate objectives Highlight significant
@ company was founded. @ and outline the broader g’v‘p accomplishments and

Provide a brief overview of aspirations for sustained showcase the honors

the company’s evolution. growth and impact. received by the company.

Explain the core reason Highlight what sets the

_ Summarize the primary o _ _
? be.hlnd the companyg /& oroduct, service, or solution ‘ business apart and hOW.I'[
o existence and its driving 454 the business provides. NA addresses the needs of its

mission. target audience.

VISION & MISSION STATEMENT
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Long term O/ Future N/ Key Broad 7 Immediate Guiding
goals Aspirations Strategies Impact Objectives Principles
Focus on Describe the desired Highlight the Highlight how the Define the short- Highlight the core
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long-term influence |
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articulating the primary actions or vision aims to bring term and specific philosophies
ultimate impact the i the business aims to approaches to about meaningful goals the business driving the
business seeks to achieve globally or achieve business's change or solve a aims to business's actions
achieve. within its industry. vision. pressing issue in the accomplish. and decisions.
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MARKET NEEDS AND OPPORTUNITY

- IDENTIFYING THE PROBLEM oo SWOT ANALYSIS

Discuss the underlying reasons behind the problem. Add a specific example
of how this problem affects the target audience or industry. Highlight the
consequences of not addressing this issue.

A "SWOT analysis" in competitive analysis refers to a process
where a company examines the Strengths, Weaknesses,

©

L e o e o o e e e e e e e e Opportunities, and Threats of its direct competitors to

- MARKET GAPS - e I understand their market position, identify potential advantages,

. Analyze why existing solutions fail to address the gaps effectively. Outline how — #2 and develop strategic plans to outmaneuver them.

these gaps create opportunities for innovation. Specify the audience that v*

i would be benefitted from filling these gaps. L ’\

e e e e b — STRENGTHS ~— WEAKNESSES —

|dentify the key internal Assess the internal

pmmmmmmmmemmemee COMPETITIVE LANDSCAPE factors that give your areas where the
organization a organization is
competitive lacking or at a
o O O e .. edge. disadvantage.
L J
i X P > i
~ Map™ “ " 1 " \
il I Recognize
: v : Explore
: ! external
i external factors challenges or risks
COMPETITOR SWOT COMPARISON ANALYSIS that could be leveraged that could negatively
IDENTIFICATION ANALYSIS MATRIX TOOLS for growth or improvements. impact the organization.

-------------------------------------------------------------------------------------------------------------------------------------- '~ OPPORTUNITIES ¥ “—— THREATS —




COMPETITOR IDENTIFICATION

g/ Competitor identification is the process of recognizing and analyzing businesses that offer similar products or services within your industry.
% This helps you understand the competitive landscape, improve your strategies, and differentiate your brand.

Identify Competitors Monitor and Adapt

Find direct competitors offering the Use tools like Google, SEO platforms,

same product and indirect CO social media, and customer feedback CO

competitors providing alternative i to assess competitor strengths,
solutions to the same customer need. i weaknesses, and market positioning.

Clearly outline your industry, target
audience, and the products/services
you offer. This helps position your
business and understand the
competitive landscape.

Keep track of industry trends, new
competitors, and shifts in consumer
behavior, adjusting your strategies to

maintain a competitive edge.

compared to competitors. strengths.

COMPARISION MATRIX

R ety : ATTRIBUTES PRICING QUALITY SERVICE INNOVATION UsP
:A comparison matrix is a structured table used to evaluate and |

icompare competitors based on key factors such as product

Equality, pricing, customer reviews, and market presence. It BJ;:ESS
‘helps businesses identify strengths, weaknesses, and

Eopportunities to improve their competitive positioning.
:l'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_:";_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_'_':'" COMPETITOR 1
 IDENTIFY GAPS || REFINE STRATEGY

Spot areas where your business Focus on improving weaker

outperforms or underperforms areas and leveraging your COMPETITOR 2




MARKET ANALYSIS AND STRATEGY

MARKET OVERVIEW GO-TO-MARKET STRATEGY

KEY ELEMENTS OF KEY METRICS
CUSTOMER RV

ustomer Acquisition Cost (CAC): Cost to acquire a new customer. :
ifetime Value (LTV): Revenue a customer generates over time. i
onversion Rate: Percentage of leads converting to customers. i

0

PERSONA

BEST

 Growth Potential: Highlight projected CAGR and
key growth drivers.

MARKET NEEDS AND GAP

ldentifying unmet needs helps in product
| differentiation.
i« Why Existing Solutions Fail: Common i Pain points, Decision-

DEMOGRAPHICS

Age, Location, Income,
Profession, Lifestyle

Ir 1
e Current Size: Define market size using revenue, i
i customer base, or volume.
: J

[

EDlrect Sales: Online platforms, physical SOCIAL MEDIA

BUYING BEHAVIOR ; Stores. o MARKETING
iIndirect Sales: Distributors, resellers,

i partnerships.

making process, Brand i Subscription/Freemium Models (if INFLUENCER
preferences. MARKETING

COLLABORATIONS

customer complaints & inefficiencies.
» Opportunities for Differentiation: Unique
value propositions, innovation, service quality.

applicable).

1
1
1
1
L

The portion of TAM your business can
realistically target.

SAM

i SWOT ANALYSIS MARKET TRENDS

. Strength 1. Technology: TOTAL ADDRESSABLE MARKET

; @ @ . Weak?]ess Emerging innovations disrupting the industry. TAM Thede”:/'re market demand for your

; S e product/service.

| ((.J) \D ’ Opportunltles . negulations: ' iti SERVICEABLE AVAILABLE MARKET
i e Threats Key laws shaping market conditions.

the potential of the market-
SERVICEABLE OBTAINABLE MARKET

SOM e The share of SAM you aim to capture
® initially.

COMPARISON MATRIX

@ e Market share
——— ¢ Pricing
e Product features

COMPETITIVE
LANDSCAPE

& innovation

» Use CAGR figures or projections to reinforce




BUSINESS MODEL CANVAS

It Is a strategic tool that helps businesses visualize, analyze, and refine their business model. It consists of nine key building blocks that define
how a company creates, delivers, and captures value.

THE 9 BUILDING BLOCKS OF BMC

KEY PARTNERS

KEY ACTIVITIES

KEY RESOURCES

>, Who are your strategic partners
Q\"‘ or suppliers?

(e.g., vendors, distributors)

What key activities are crucial for
your business? (e.g., product
development, marketing)

«

®

o

\I/

What assets are needed to
operate? (e.g., technology,
team, intellectual property)

VALUE PROPOSITIONS

CUSTOMER RELATIONSHIPS

CHANNELS

What key challenge does your

How do you engage with and

How will you deliver your

Key Partner &, S
ey Partners & @) | value B 15 |Customer @ | Customer “@
Propositions Relationships Segments
Key Resources g?é@ Channels gl
Cost Structure f Revenue Streams f,’g'
S

QO ' i 2
§& et e || W e cusomers . csamer || [T o oo
L y support, loyalty programs) .g.‘, ' ’
your customers? media)
CUSTOMER SEGMENTS COST STRUCTURE REVENUE STREAMS

&

Content creators, tech
providers (AWS, CDN),
payment processors.

V)

Content production, platform Original content, Al-driven
development, data analytics,
marketing.

a%e
Y

platform, subscriber base,
brand reputation.

QO
B

Ad-free streaming,
personalized
recommendations,
original productions.

Who is your ideal customer?
‘h (e.g., students, professionals,
L small businesses)

What are the major costs in
& running your business? (e.g.,

production, salaries, marketing)

©

\

(@

(@

How does your business make
money? (e.g., subscriptions,
commissions, direct sales)

¥ B

Subscription-based
model, personalized
experience, customer
support.

Website, mobile
apps, smart TVs,
gaming consoles.

EXAMPLE - NETFLIX’S BMC

7o

L \4

Binge-watchers, casual
viewers, international
audiences, families.

Content licensing,
production, tech
infrastructure, marketing,
customer acquisition

\\

©
(@
((((

— A — A —

Subscription fees,
licensing,
merchandising,
partnerships.



TRACTION

e e e T e } REVIEW 1 REVIEW 2 REVIEW 3

| Traction : The progress and momentum of a startup company, and how |

' well it's performing. It's a measure of how well a startup Is gaining | O QO O
icustomer Interest, user engagement, market demand, and generating i o o o

| revenue. |

IDENTIFY KEY METRICS PARTNERSHIP AND COLLABORATIONS

| . ;
| Consumer retention: Number of active
| users and their retentions.

Revenue: Show your monthly or QBvUS

|

|
_ . ™~ O
annual revenue recurring growth. | w ﬂalcfif‘am’s MYP

™

EValidation means that you have tested your assumptions and hypotheses
i about your product-market fit, value proposition, and customer segments,

Explain the metrics to your business goals and market potential } USing experiments, surveys, interviews, or prototypes.

£50,00,000 50K 45K

Last year Revenue

Customer Validation Market Validation

» Evidence of demand, such as pre-
orders, walitlists or sales.

 Pilot programs successfully completed
with key partners.

Pt 100 K 5K ; o Partner Logos. é

Include quote or testimonials from a
happy customer or company in speech
bubbles or brand logo.

Active Users Monthly Revenue

2 /'\ \/ Website Visitors M&?;m/n Nec;,-;v Partnership Validation Flnanm.al Vallldatlon |
/\ « Endorsements from key partners or « Revenue or profit metrics demonstrating
investors. sustainability.
2 1K 10 K . Collaborgtio_n with well-known brands » Recurring revenue streams- monthly or
or organizations. yearly.
States of India Pre Sales




FINANCIAL PROJECTIONS AND METRICS

Your pitch deck financial projections must give investors a quantifiable representation of your anticipated revenue, expenses, and profitability over a
specific period—for at least three to five years.

FINANCIAL PROJECTIONS TO INCLUDE:

Revenue
Projections

Outline the expected income generated from the sale of products or services,
providing insight into the scalability and revenue-generating potential of the
startup.

Projections

Expenses Detail the anticipated costs and expenditures associated with running the
= t business, encompassing both operational expenses and investments in
orecas growth,
Cash Flow Track the movement of cash into and out of the company, highlighting the
Statements ability to manage and sustain healthy cash flows.
P&L

Showcase the projected profitability of the venture by deducting expenses
from the anticipated revenue.

Balance Sheet
Projections

Tracking current assets, liabilities, and long-term capital investments. This
document provides visual representation of your business assets and helps
predict accurate equity projections.

6

IN

w2

(3]

—

0 2 4 6 8 0 12 14

Revenue

Year 1: Rs XXX

Year 2: Rs XXX

Year 3: Rs XXX

Year 4: Rs XXX

KEY METRICS

Customer Acquisition Cost (CAC)

The cost of getting one customer to buy
from you.

Lifetime Value of a Customer (LTV)

The total money a customer will spend with
your business over time.

Profit Margin
The percentage of revenue that is profit after
all costs.

Break-even Point
The point when your business starts to

make a profit, meaning your revenue equals
your expenses.

Ratios

Use graphs or charts for clarity.
(Bar charts for revenue growth,
Pie charts for expense breakdown)

EXPENSE BREAKDOWN

Operations Marketing

Administrative
Cost

Research &
Development

Showcase your projected expenses in an
expense breakdown slide. Use a visually
organized format, such as a pie chart— or
try a treemap, scatter plot, or stacked bar
graph—to provide a clear overview of how
you plan to allocate resources across
different expense categories.

Highlight key expense areas such as
marketing, research and development,
operations, and administrative costs.
This way, you're helping investors
understand your cost structure, expense
management strategies, and investment
priorities.




PRODUCT-MARKET FIT

Product-market fit (PMF) means being in a good market with a product that can satisfy that market. It's the degree to which a product satisfies a strong market demand.

Achieving PMF: It's an iterative process. You start with a hypothesis about your target customer and their needs, build a Minimum Viable Product (MVP), and then test
and refine based on user feedback. The signs are as follows:

RAPID CUSTOMER GROWTH HIGH CUSTOMER RETENTION ENTHUSIASTIC USER REVIEWS WORD-OF-MOUTH REFERRALS

RATES AND TESTIMONIALS

REAL-LIFE STARTUP TRACTION EXAMPLES:

STRONG REVENUE GROWTH

RAPID USER GROWTH §
A SaaS company consistently increases its

HIGH CONVERSION RATES
A social media app gains hundreds of

WAITLISTS §
An e-commerce site sees a significantly

A company might generate a waitlist of
thousands of potential customers before i1 thousands of users within the first month of higher-than-average percentage of website monthly recurring revenue (MRR) by a
even launching, indicating strong demand. i launch. visitors making a purchase. significant percentage each month.

Customer Acquisition Cost (CAC): The cost of getting one customer to buy from you.

HOW TO Customer Retention Rate: Percentage of customers who continue using your product over a given period.
MEASURE §

TRACTION
WITH KEY Lifetime Value (LTV): The total money a customer will spend with your business over time.

’ Monthly Recurring Revenue (MRR): Predictable revenue that a company expects to receive every month.

PERFORMANCE

Conversion Rates: The percentage of users who complete a desired action (e.g., signing up for a free trial, making a purchase).

INDICATORS [
(KPIS) Website Traffic: Number of visitors to your website.

" Active Users: Number of users actively engaging with your product (daily, weekly, or monthly).




UNIT ECONOMICS IN DETAIL

The revenue and costs associated with a single unit (e.g. a customer, a product).It accounts the profitability of each individual

transaction or customer relationship.

The total revenue a customer is expected to
igenerate during their relationship with your
company.

@ WHY IT MATTERS?

i The total cost of acquiring a new customer. It
refers to the resources and costs incurred to
i acquire an additional customer.

Contribution margin measures the profitability
of a product or the revenue that is left after
covering fixed costs.

Understanding unit economics helps determine if your business model is sustainable and scalable. Ideally, your LTV should be

significantly higher than your CAC.

LTV > CAC: Sustainable business LTV < CAC: Unsustainable business

TYPES OF STARTUP FUNDING:

s

« Description: Funding the company using your own
personal savings, revenue generated from early
sales, and careful management of expenses.

BOOTSTRAPPING

« Pros: Retain full control, no debt or equity dilution.

« Cons: Limited capital, slower growth potential.

ANGEL INVESTORS

el

« Description: High-net-worth individuals who invest
their own money in early-stage companies.

» Pros: More capital than bootstrapping, valuable
mentorship and connections.

e Cons: Dilution of equity, loss of some control.

- I@@ VENTURE CAPITAL FUNDING

« Description: Funding from venture capital firms that
invest in startups with high growth potential.

« Pros: Significant capital infusion, access to expertise
and network.

« Cons: Significant dilution of equity, more stringent

reporting requirements, pressure for rapid growth.




STRATEGIC ROADMAP Upava

SHORT TERM GOALS (0-12 MONTHS ) MEDIUM TERM GOALS (12-36 MONTHS)

Product Development Market Expansion

Brand Development Strategic Development

Deliver gn MVP (Minimum Viable Product) Enter secondary markets via Build trust through Collab th ind
—@ | addressing core user needs. regional partnershins or new st » dg ificati ollaborate wit |r? u.stry.
Pro Tip: Quality testing and rapid iterations g P P estimoniais and certtications. leaders to _bOOSt distribution
to show commitment offices. and retention.
Pro Tip: Define clear growth Pro Tip: Showcase proof of Pro Tip: Name-drop major
targets and showcase industry trust to strengthen collaborators to reinforce your
Market Entry success examples. brand credibility. strategic edge.
Focus on high-priority markets identified GANTT CHART OKRS FRAMEWORK EXAMPLE
—® | through TAM/SAM analysis. Q12019 Q22019 Q32019

Objective: Achieve market leadership within
three years.
» Key Result 1: Secure 100,000 active users

Customer Acquisition —— | o by Year 3.
. | | o Key Result 2: Enter 5 international markets

Leverage AARRR Acquisition, Activation, oesidh | | | by Year 3.

—® | Retention, Referral, Revenue) metrics to [t » Key Result 3: Generate $10M ARR by Year
optimize acquisition, | | Pro Tip: Use visual metrics to showcase

Follow up | | progress towards these measurable targets.

Task Name

Pro Tip: Highlight partner roles for added Jan19

Feb19 | Mar19  Apr19 | Jun19 = Jul19
credibility. Planning |

A

LONG TERM GOALS (36+ MONTHS) A~

GLOBAL PRESENCE

Plan international expansion with localized products

DIVERSIFIED OFFERINGS SUSTAINABLE GROWTH

Present a profitability model balancing growth and
efficiency.

Launch complementary products for adjacent

markets and higher customer lifetime value. Pro Tip: Use OKRs (Objectives and key results) to
show measurable progress

and distributor networks. Use roadmap diagrams
with phased localization plans to clarify strategy.




This is typically the amount of funding or support you need to achieve the goals outlined in your business plan and your ask for this from the
potential investors or stakeholders.

TIMELINE

MILESTONES

FUNDING AMOUNT ;
i Outline key objectives or

VALUATION INVESTOR INTEREST

If comfortable, include your
target valuation or valuation
range to provide context for

If applicable, mention any
commitments or strong
interest from other investors

milestones you aim to
achieve with the funding.

the funding to sustain your

of capital you are seekin
ey J operations and support your

from investors.

of how you plan to allocate

| Clearly state the total amount i i
i i i the investment.

i i Provide a detailed breakdown i ] i Indicate how long you expect

your ask. to enhance credibility. growth plans.
INVESTMENT BREAKDOWN CEXAMPLE OF THE ASK e,
| Operational Marketing
T o 325,00,00,000 5
2,00,00,
- “We need 25 Crores to expand into Tier Il cities, focusing on creating a i
i Hiring & '_I'eam Product |l ) ] ] ] i
i Expansion Devcca:lopment B seamless online and offline retail experience to our customers.” ;
i ost | | i

Timeline

15 CRORES 5 CRORES 10 CRORES e Year 1: Launch stores, establish supply » Open strategically located flagship stores
Two Flagship Regional Creating a |:> chain and start digital campaigns. |:> o Use of Al driven insights for rising customer
stores in each | campaigns for seamless e Year 2: Optimize operations, scale omni demand and establish supply chain.
Tier- 2 cities. strong local omnichannel channels experiences and adapting to local » |ntegrate Online & Offline channels for a
connections. Shopping preferences. seamless shopping experience.
experience.




GO-TO-MARKET STRATEGY

It is a step-by-step plan for launching and selling a product in a competitive market. It outlines how a business will reach its target customers,
promote its offering, and generate sales.

STEPS FOR A SUCCESSFUL BUSINESS LAUNCH

PRE-LAUNCH PHASE

SOFT LAUNCH PHASE

FULL LAUNCH PHASE

Businesses conduct market research, It involves testing the product with a Butsinesses scaie mgrretirllgk optimiz_e
. . : customer support, and track key metrics
small audience to gather feedback, ) )
develop an _MVP’ a_nd build an_au_dlence . J . . like conversion rates and revenue
through social media and email signups. refine features, and adjust pricing.

growth.

MARKETING STRATEGIES FOR GROWTH

PAID ADVERTISING INFLUENCER MARKETING Sf\)ﬂ%'é'le“q_ﬁ\?éA EMAIL MARKETING

Leverage Facebook Ads, i Partner with industry i Optimize website content to i Build engagement through i Send targeted email i Encourage existing i
Google Ads, and LinkedIn i influencers to increase ! rank higher on Google | Instagram, LinkedIn, {1 campaigns to nurture leads i customers to refer new users !
Ads ¥ credibility and reach ¥ X Twitter, etc ¥ :

SALES AND DISTRIBUTION STRATEGY KEY MATRICES FOR GTM SUCCESS
scouson | CUSTME. | COWERSON | cumwmate | noumming

Direct Sales, Channel Sales, Online CosT VALUE REVENUE
Inside Sales, Outside Sales, (website, e-commerce platforms) Two Flagship stores | Regional campaigns | Creating a seamless | Two Flagship stores Regional campaigns
Hybrid Approach Offline (retail, partnerships). in each Tier 2 cities. for strong local omni-channel in each Tier- 2 cities. for strong local

connections. shopping experience. connections.




INVESTOR PITCH 4&'¢

&s PITCH DECK STRUCTURE

STRONG OPENING BUSINESS MODEL COMPETITIVE ADVANTAGE

c : 1. Start with a strong Opening statement for a better : 4., Thisis where you outline your revenue generation c : 7. Highlight what sets you apart.

first impression. strategy.

- PROBLEM & SOLUTION - o TRACTION - FINANCIALS & FUNDING ASK

c - 2. Explain very clearly about what problem are you c - 5. Traction includes all the key achievements, revenue, c - 8. Key numbers and investment needs.

solving, and how? or customer growth.

MARKET OPPORTUNITY L GO-TO-MARKET STRATEGY L THE ASK
c : 3, Discuss briefly about the target market size and - G, Go-to-Market Strategy basically tells how you will c - 9. Specify the funding required and outline its intended
growth potential. acquire customers. allocation.

? COMMON INVESTOR QUESTIONS & WAY TO ANSWER THEM

What makes this the How do you plan to

What challenge are _ Who is your target What is your How do you stand out
you addressing? ideal morr_lent §OTVOul audience? monetization strategy? from competitors? allocate the
business? investment?
Clearly define the Highlight market Define your ideal Explain how you Name competitors, Break down fund
problem with trends, tech customer and their make money— highlight their allocation—product
market data and advancements, or pain points. subscription, one- weaknesses, and development,
real-world regulatory shifts Provide market time payment, showcase your marketing, hiring,
examples. supporting your segmentation advertising, etc. unique value expansion, etc.

solution's timing. detalls. proposition.




RISK ANALYSIS & CONTINGENCY PLAN

POTENTIAL BUSINESS RISK

Market Risks: Changes in customer preferences,
market demand, or competitive landscape.

Financial Risks: Limitations in cash flow,

\

difficulties obtaining financing, or unforeseen
COSts.

Operational Risks: Supply chain disruptions,

equipment failure, or inefficiencies in processes.

\
\
\
\
Regulatory risks: Legislative changes,
compliance challenges, or licensing difficulties.
.'
I
I
I

Environmental risks: Natural disasters,

/

climate change or resource constraint.

Technological risks: Cybersecurity concerns,

software problems, and rapid technological
changes.

Reputational risks: Negative publicity,
customer dissatisfaction or brand damage.

CONTINGENCY PLAN

The participants are required to develop a mitigation strategy once the risks
are identified in order to minimize their impact. This involves:

RISK ASSESSMENT

Determine the possibility and possible
consequences of each risk.
(high, medium or low)

PREVENTIVE MEASURES

Resilience can be built through supplier
diversification, financial reserves, and up-to-
date cybersecurity.

CONTINGENCY PLANS

Develop backup suppliers/methods, crisis
communication, and insurance for hazard
mitigation.

EVALUATION AND REVIEW

Create a procedure for frequently monitoring
risks and updating mitigation plans as the
business evolves.




RECOMMENDED TOOLS Upava

Participants can leverage the following tools to streamline their business planning process:

SCORE BUSINESS

CANVA LEAN CANVAS GOOGLE TRENDS LIVE PLAN PLAN TEMPLATE

Google Trends

v fLivePlan SCORE %z

-----------------------------------------------------------------------------------------------------------------------------------

i Business planning software
Analyze customers, their that can be used for

A one-page business modeli
| behaviorand trendsto | templates, financial

template for quickly
outlining crucial aspects of
your business.

Create visually appealing
presentations, pitch decks,
and marketing materials.

Free, thorough business

plan templates for start-ups.

validate the business ideas. | projections & progress

tracking.

TRELLO SURVEY MONKEY PITCH DECK GURU HUBSPOT

@ Trello £ surveyMonkey 7 HubSppt

A project management
application that allows you to
arrange tasks and engage
with your team.

] pT
i Conduct market research | |
i and collect customer .

Accounting software for
budgeting and managing
cash flow.

Free, customizable
business plan templates.

Examples of successful

feedback. pitch decks for inspiration.




Thank you !!




