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GROWTH ACADEMY
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VC Funding Has Exploded

US VC deal activity
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Investors are Funding Recruitment

ZipRecruiter $156 million Wellington

AllyO S45 million Sapphire, Scale
SmartRecruiters S50 million Insight

Glassdoor S40 million T. Rowe Price, Tiger Global
Karat $28 million Tiger Global
Jobvite $200 million K1

ExecThread $6.5 million Canaan, Javelin
Workable S50 million Zouk Capital
Instawork $18 million Spark, Benchmark
SeekOut $6.5 million Madrona

Belong $10 million Sequoia Capital

Entelo $20 million US Venture Partners, Battery



What Investors Are Looking For
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The Growth Tradeoff
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The Investor “Rule of 40”
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Rule of 40 in Action
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Fundraising Process

CAMPAIGN Due Diligence on your

company
-

PREPARING Investor Due

Positioning v
Diligence
L i Financial Projections
v= Target List J Term Sheets
Practice
When to Raise Templates for Legal Docs
Outreach Q&A

How Much to Raise Board seats &

Teaser Deck Different Pitch Types meetings

Preparedness

Checklist Running a Campaign

Your Next Round

Time of Year . .
Communication



PITCHING:

BE THE
CMO, NOT
THE CPO




BE THE CMO

Most pitches suck- | have been through
hundreds of them

Most pitches are super heavy on the
product, and especially the product features

Most entrepreneurs are inventors at heart.

So the pitch is ALL ABOUT THE
INVENTION, and more specifically about the |
FEATURES |




Inventors Marketers

STORAGE FOR 1,000 SONGS
1GB OF MP35 IN YOUR POCKET
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PITCHING

In your pitch, you need to “position” the company
properly
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Emphasize the customer problem, then the difference
in your solution.

Businesses exist to solve customer problems.

Uber founders- “Getting a cab sucks, imagine if you
could use your phone”

Zappos founder- “Man, going to shoe stores sucks, but
no one wants to buy online because sizing is hard and
shipping is expensive”




A BRILLIANT PITCH

{ PAIN }
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“ldeas are great, but companies succeed or
die based on execution.

Like most VCs, I'll invest in a B idea with an A
team, rather than an A idea with a B team.”

— Amit Raizada, Vision Ventures



“I like to invest in companies that
Smart people are joining.

Capital should follow talent, not
talent following capital.”

Fred Wilson, Union Square Ventures



Top 20 Reasons Startups Fail
o market Neod - | -

Ran Out of Cash 29%

Not the Right Team

Get Outcompeted 19%

14%

Ignore Customers

Product Mis-Timed
e ———e

13%

Lose Focus
S ———

Disharmoney on Team / Investors

Source: CB Insights












"If you are not willing to
fail, you can't innovate.
you're not willing to build
a vulnerable culture, you
can't create.”

- Dr. Brene Brown



Service oriented

Warmth
L e aming Data driven
Competitive

. ] Respectful

Collaborative Curious
Compassionate
. Safe

Process based P dSS101N Innovative Ownership

L Customer focused

MY~ Fearless Entrepreneurial
Open Relentless Family
Risk tolerant Rules oriented Adaptab le Energy

Quality



Translate Values to Behaviors: Energy

Negative Behaviors

Build up your ' Talk behind people’s |

Positive Behaviors

( )

teammates back

- J - J

( R s N

Leave people .
positively charged Stir the Pot

R e N

f Present constructive
feedback to the source

Accept critical
feedback
Make people want to
work with you again

Energy Vampire




Founders Have to Live the Values

* Define the values in
behavioral terms

e Support the culture as it
grows and evolves

e Communicate values and
mission over and over

* No "brilliant jerks”



A venture investment or VC relationship is like a
marriage, except that divorce is nearly impossible.

- Bessemer Venture Partners




Value Creation

The Messy Middle

Search for PMF

Hockey Stick

The Messy Middle

Time




For More Information

START
LAUNCH
GROW

www.StartLaunchGrow.com

NEVERTOUAKTE

Twitter: @rkorny

rob@startlaunchgrow.com
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