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THE ELEVATOR
If you only get one part of your pitch perfect, make sure it’s the beginning

THE OPPORTUNITY

EXAMPLE
Uber makes hiring a taxi quicker, cheaper and safer than 
ever before.

Our mobile app connects you directly with a driver in minutes, 
in hundreds of cities worldwide. Seemlessly hail, ride and pay, all 
with your mobile phone.
Transparent metered pricing, security-checked drivers and 
tip-free cashless payments are all helping Uber to enable a 
revolution in urban transport.
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The Benefit
The problem you’re solving or 
the benefit you’re delivering

The Offering
Your solution to delivering 
benefit to consumers 

The Differentiator
The novel functionality, 
technology or approach
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An elevator pitch is so-named 
because it should be short enough 
and complete enough to be 
presented to someone in an elevator. 

It’s a standalone mini pitch, but it’s 
also the perfect beginning to a more 
detailed presentation.

TIP
Remember, it’s not your offering you’re 
pitching, it’s the benefit of your offering. 
It’s an important distinction and one that‘s 
often forgotten. The best elevator pitches 
start by identifying the problem being 
solved before presenting the solution.

Define the gap in the landscape that your opportunity aims to fill

Opportunity Size
• Always present an estimate for 

the scale of the opportunity 
you are exploring. Use whichever 
measures are most suitable. This 
could include revenue, volumes, 
potential cost-savings, or the 
number of market participants 
(e.g. the number of left-handed 
golfers).

• Always think of your opportunity as 
a way to raise revenue or decrease 
your organisation’s costs.

Consumer Benefits
• Explain what remains 

unconsidered, under-
optimised, or mispriced 
about existing solutions, and 
detail the potential benefits not 
yet offered to consumers. 

• Focus on benefits to customer 
experience and retention, as well 
as costs and efficiency.

• Outline which customer segments 
will be impacted by these benefits. 
Identify the demographics and 
characteristics that define your 
target audience.

• Introduce emerging and 
developing trends in your chosen 
industry and beyond.

Substitution Risks
• Competition to an idea or 

business doesn’t always come 
from the obvious places. 

• There was a time when makers 
of compact cameras would never 
have considered mobile phones 
as competition, or hotels have 
been fearful of websites like 
Airbnb. 

• If possible, demonstrate an 
awareness of, and resilience to, 
such risks of substitution.

Competition
• What are the best existing 

solutions? If relevant, name the 
top three, providing an estimate of 
their scale (e.g. market share).

• Don’t be afraid to highlight 
similar existing offerings – these 
can be useful in providing proof of 
demand.

• You may feel that your idea, 
business or project aims to solve 
a problem that hasn’t yet been 
solved. This may be the case, but 

never claim that you have “no 
competition” – perhaps 
focus on substitution risks 
instead.
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THE OFFERING THE FUTURE

THE SOLUTION THE TEAM

Time to show off your hard work and ingenuity

TIP
To make your pitch as 
engaging as possible, 
don’t just explain 
your offering, live-
demonstrate as much 
of it as you can. 

Product Roadmap
Run through any key upcoming features on your 
wish-list, focussing – as always – on the additional 
benefits they will deliver to your consumers.

What It Does
Start with the crowd-pleasing headline features 
– pick no more than 3 to showcase in full, before 
whistling through the smaller details that bring 
the user journey to life. 
Don’t get too technical and remember, every 
feature you introduce should be linked directly to 
how it benefits your users or customers.

How It Works
Keep the focus on novel or innovative uses of 
technology, but be careful not to bore people 
with technical jargon. Always assume that your 
audience don’t possess any specialist expertise.
If they would like you to get more technical, they 
will be sure to ask questions at the end.

Limitations, Assumption & Risks
As well as celebrating your solution’s capabilities, 
it’s important to be up-front about what it can’t 
do. Explain any risks and untested assumptions.

Remember, you’re not 
just pitching your idea, 
you’re also pitching 
yourself and your team.

Save the life stories, 
but for each key team-
members make sure you 
cover:

• a brief background 
focusing on specific 
relevant achievements

• areas of expertise
• areas of responsibility 

on this project

Be structured and unambiguous in stating what you’re asking for...

TIP
Highlighting synergies between your 
venture and your prospective backer’s 
existing activities will make your ask 
seem easier to accommodate.

Money
• Equity or debt?
• How much? And on what terms?

Expertise & Support
• Specialist advice or management 

experience
• Introductions to potential partners 

or leads
• Access to business support 

functions, like  accounting, HR and IT

Resources
• Office space– for how many 

people? Access to meeting rooms?
• Technical infrastructure

Product Development Schedule 
• When do you plan to launch a 

prototype, begin user-acceptance 
testing, and go-live?

• What is your schedule for further 
product releases?

Financial projections
• Present a breakdown of your 

projected costs and revenues for 
the next 3 years

• If relevant, prepare a burn-down 
chart and DCF analysis

Down to business: show your backers how you will earn them a return

Let’s assume your ask is fulfilled. How will you translate your capital, support 
and resources into value?

User Adoption Forecasts 
• How do you expect your user- or 

customer-base to grow over the 
next 3 years?

• If possible base your projections on 
data from similar product launches

The End-Game 
• Backers are ultimately seeking a 

return on their investment. How will 
your plan ensure this is realised? 

• What are the exit opportunities? 
Over what timescale?

THE PLAN

THE ASK



ABOUT THIS GUIDE
Every idea is different. 

Which is why every pitch should be different.

We don’t believe in forcing a ‘one size fits all’ 
approach. That’s why this isn’t a template or a 
framework. It’s a rough guide, a collection of 
suggestions based on our own experiences.

Whether you’re seeking backing for a new project 
within an old organisation, attracting investment 
for your world-changing startup or raising 
money for a charitable endeavour, we hope this 
guide will help you make a start.

But remember, no one knows your idea better 
than you do. So don’t be afraid to go off-piste, 
and don’t forget to have fun.

Good luck.

ABOUT US
We are a different type of consultancy 
– we help our clients change the 
game in their industries. 

Everyone’s talking about the future, a 
new digital world, but few are doing 
anything about it. We deliver actionable 
strategies and implementation focussed 
on achieving short-term results 
and long-term transformation.

ELIXIRR Partners LLP
100 Cheapside
London
EC2V 6DT
+44 (0)20 7220 5410

elixirr.com


