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Why This Guideline?

Introduction

Website

Building pitch decks is hard…

We have therefore collected slides from former 
unicorn ventures to help you get your content right 
from your slides.

Please keep in mind that design standards have 
changed over the past decade. Some of the slides 
we recommend where designed more than 15 years 
ago. We recommend their content, not their design.

The EWOR Team

https://tally.so/r/npol9Z
https://tally.so/r/npol9Z
https://x.com/EWOR_official?s=20
https://www.linkedin.com/company/ewor/
https://www.instagram.com/ewor.io/?utm_source=ig_web_button_share_sheet&igshid=OGQ5ZDc2ODk2ZA==
https://ewor.io/
https://ewor.io
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The Chapters to Cover in Your Investor Deck.

01

02

03

04

05

…shows you found a 
compelling solution to a 

problem that matters.

Why Now?

The Market-Size

The Competition

The Business Model

The Go-To-Market

…shows there is a 
business opportunity that 

can be exploited.

…shows it’s likely that you 
will be able to exploit the 

opportunity.

06

07

08

09

10

11

12

13

14

Introduction

Traction & Milestones

Financial Projections

The Team

The Ask

Mission and Vision

The Problem

The Solution

The Product

The Value Proposition
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The Mission & Vision Chapter.

Mission & Vision | Tips & Tricks

The goal of this chapter is to clarify what your start-up wants  to achieve and inspire investors
to be a part of that journey. Your tagline on the cover page might not always be enough for that.

Tips & Tricks Common Pitfalls

● Communicate an ambition that your start-up wants to accomplish 
in ~10 years.

● Inspire investors by sharing the impact your company will have on 
customers or the world.

● Keep your statement concise and clear. Aim for no more than two 
sentences, and avoid jargon that non-experts in the field might not 
know.

● Lack of specificity: Provide a clear and specific direction for your 
organization. Vague or generic statements can make it difficult to 
understand what you stand for and where you're headed.

● Failure to inspire: Your vision statement should inspire and 
motivate. If it doesn't create enthusiasm or a sense of purpose, it 
may not be effective.

● Overly ambitious or unrealistic goals: While your vision should be 
ambitious, it should also be achievable.

G
O
A
L
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N26’s Mission & Vision Slide from their 2016 Series B Pitch Deck.

Mission & Vision | Example

The concise and 
clear statement is 
specific and 
ambitious.

The statements 
below add 
credibility to the 
ambition.

EWOR Note
The quotes from reputable sources add 

credibility
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The Problem Chapter.

Problem | Tips & Tricks

This chapter aims to convince the investor that you understand the problem your start-up is trying to solve
 and that it is a problem worth solving, meaning that many people or businesses will want to spend money on it.

Tips & Tricks Common Pitfalls

● The best way to convince investors that you understand the 
problem well, and it is worth solving, is by showing both quantitative 
and qualitative data.

● Draw on your customer research and use quotes, photos, and other 
artefacts you've collected to get investors to empathise with the 
problem.

● Indicate what the problem currently costs the people or businesses 
dealing with the problem in terms of money, time, or frustration.

● Use industry reports from credible sources to quantify the problem, 
either in terms of money, or the number of people/businesses 
experiencing the problem. Be sure to acknowledge the source.

● Exaggerating the problem: We see many founders describing large 
global issues (such as climate change) as the problem they are 
trying to solve, rather than context specific problems people or 
businesses are facing.
If it is not clear what context specific problem you are solving, it will 
be hard for the investor to understand and appreciate your solution 
chapter.

● Failing to induce empathy: Many start-ups solve issues that 
investors themselves have not faced. For these issues, it is 
important to elucidate the problem and the impact it has on the 
people experiencing it.

G
O
A
L
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Dropbox’s Problem Slide from their 2007 Pre-Seed Pitch Deck.

The slide does not 
indicate the costs 
of the problem. 

However, most 
investors would 
have immediately 
recognized the 
problem from the 
picture.

Problem | Example

EWOR Note
If your audience does not personally experience 

the problem, showing data works better. 
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N26’s Problem Slide from their 2016 Series B Pitch Deck.

The quoted 
statistic from a 
reputable source 
indicates the size 
of the problem.

The comparison to 
a dentist visit 
makes it palatable.

Problem | Example

EWOR Note
The background picture adds to the sentiment of 

the slide.
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The Solution Chapter.

Solution | Tips & Tricks

The goal of this chapter is to convince the investor that your start-up has come up with a 
desirable and achievable solution to the problem described in the previous chapter.

Tips & Tricks Common Pitfalls

Especially when you are still at the early stage, this chapter is on a conceptual 
level. Describe how you will solve the problem described in the previous 
chapter. A solution might still be a combination of different approaches, as 
you are still assessing the product-market fit. 
The actual execution of this solution (the actual product) is discussed in the 
next chapter.

The product will likely develop over time, but the strategy on how to solve the 
problem (the solution) will not.

Note: Not all start-up require a Solution and a Product Chapter.
Think of what makes most sense for the story you are trying to tell.

● Solving different problems: Many founders describe a solution that 
does not solve the problem they discussed. Especially in start-ups 
where their problem is related to global issues such as climate 
change, the problem chapter often lists the global issue as the 
problem. However, a start-up is very unlikely to solve such a broad 
global issue, and therefore unlikely the problem the start-up is 
actually solving.

● Explaining the product: This chapter is not about your product. 
Instead, it is about how you will solve the problem.

G
O
A
L
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Dropbox’s Solution Slide from their 2007 Pre-Seed Pitch Deck.

Dropbox did a great 
job in translating 
the problem in a 
concept that would 
solve the problem.

Solution | Example

EWOR Note
Investors will expect a better design of your 

solution slide. 
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The Product Chapter.

Product | Tips & Tricks

The goal of this chapter is to convince the investor that the current approach you are taking to execute on your solution is logical and attainable.

Tips & Tricks Common Pitfalls

● Describe your product and how it fits with the solution you envision 
to the problem you identified. 

● Your product may not encompass the entire solution yet, as it is still 
early-stage. That’s okay.

● Create compelling UI screens for the main user journey to provide a 
feeling for the product, even if it is not live or fully coded at this 
point.

● Overdoing it: We see many founders that have created three or 
more slides explaining their product in detail.
Especially if you are still early stage, this is not beneficial. 

Investors are looking for a stellar team and a large market.
They know that you will likely have to pivot multiple times to reach 
product-market fit, so the current product is not as important for 
them.

If you are early stage and not a deep-tech start-up, stick to one 
page.

G
O
A
L
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N26’s Product Slide from their 2016 Series B Pitch Deck.

The product does 
not meet the vision 
of a global bank 
yet, but the clean 
mobile UI is 
apparent.

Product | Example

EWOR Note
The slides lists three key features of the product 

required to achieve the vision.
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The Value Proposition Chapter.

Value Proposition | Tips & Tricks

The goal of this chapter is to convince the investor that your product is offering value to your (potential) customers.

Tips & Tricks Common Pitfalls

In this chapter, show what value you create for customers or users.
The value should be both related to the problem you discussed in your 
problem chapter and a result of your solution (and product).

Examples of value offered are:

● X % reduction in cyberattacks
● X % reduction in green gas emissions
● X % increase in revenue
● X % reduction on customer churn.

Note: This chapter can be very strong if you have evidence of the value you create for your customers or 
user. However, if you do not have such evidence, you can skip this chapter.

● Focusing on Features, Not Benefits: Many founders make the 
mistake of highlighting product features rather than the benefits 
those features bring to customers. Emphasise how your product 
solves a problem, or fulfils a need for customers.

● Not Addressing Customer Pain Points: Many founders showcasing 
benefits to customers and users that are unrelated to the problem 
they presented earlier. Make sure your value proposition directly 
address the challenges or pain points your customers are facing. 

G
O
A
L
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Coinbase’s Value Proposition Slide from their 2012 Seed Pitch Deck.

The analogy is very 
powerful and 
makes it very easy 
to understand what 
Coinbase is and 
how it add value.

Value Proposition | Example

EWOR Note
Most start-ups will require a bit more text to 

explain their value proposition. 
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The ‘Why Now?’ Chapter.

Why Now? | Tips & Tricks

The goal of this chapter is to convince the investor that now is the right time for your solution.
Be clear that all the pitch decks they have seen in earlier years with similar solutions were way 
too early, and that every pitch deck they will see years from now with similar ideas will be too late.

Tips & Tricks Common Pitfalls

Why now is the right time depends a lot on your start-up:

● Has the recent economic downturn or upturn exposed or magnified 
the problem?

● Has a particular technology gone mainstream, meaning the market 
for your solution exploded?

● Is new legislation passed that drives demand for your solution?

In this chapter, explain why your solution wasn’t feasible, viable, or desirable 
before, but why now is the perfect time for your solution.
Be specific.

When reading this chapter, investors should think: “If we don’t do this now, 
someone else will do it! The timing is perfect.”

● General statements: We see many founders citing reasons for ‘why 
now’, that have little to nothing to do with their problem, solution, or 
value proposition. 

The recent economic downturn and high inflation rates are not a 
reason for all products and services to suddenly face tailwinds.

In fact, in many cases, it means now is not a good time for the 
business.

G
O
A
L
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SNYK’s Why Now Slide from their 2015 Later Stage Pitch Deck.

SNYK lists several 
trends that together 
increase the 
demand for their 
solution.

Why Now? | Example

EWOR Note
The power of this slide lies in the coupling of the 
worsening problem with the increased demand 
for security by developers and the increase in 

their decision-making power. 
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Wealthsimple’s Why Now Slide from their 2014 Seed Pitch Deck.

Wealthsimple 
shows a clear 
trend towards 
democratization
of wealth 
management which 
is a trend they 
capitalize on.

Why Now? | Example

EWOR Note
Consider foregoing the Why Now slide if it 
would mean showing well-known industry 

trends to industry experts.
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wework’s Why Now Slide from their 2014 Later Stage Pitch Deck.

wework shows 
clear trends and 
couples that with 
their value 
proposition.

Why Now? | Example



19

The Market Chapter.

Market Size | Tips & Tricks

The goal if this chapter is to convince the investor that the market you are operating in
is large and/or rapidly growing market your start-up to grow to a very profitable exit for the investor. 
Remember, start-up investors bet on potential unicorns and are not looking for SMEs, no matter how profitable.

Tips & Tricks Common Pitfalls

The size of the market you are operating in is very important for investors. 
Spend ample time searching for or calculating logical numbers for your 
market size.

Many founders use the TAM/SAM/SOM framework to show their market size 
(see next page). However, this is not always relevant or applicable for your 
start-up, especially if your start-up is creating a whole new market or is 
operating in a market that is currently very small.
In those cases, it might make more sense to show market growth or the 
amount of time or money people or businesses are currently spending on 
trying to solve the problem.

Make sure to mention all your sources. If you are making assumptions, it is 
wise to mention them on the slide or to add a separate slide outlining your 
assumptions and calculations.

● Overestimating the market: We see many founders defining their 
market incorrectly and thereby grossly overestimating their market 
size.
They for instance take the revenue of potential customers as their 
market size or define their market so broad that it includes all kinds 
of spend that is not related to the solution the start-up is offering.

● Not taking into account price-drops: Keep in mind that if you offer 
your product at a lower price than your competitors, your market 
size shrinks.

G
O
A
L
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LinkedIn’s Market Size Slide from their 2004 Series B Pitch Deck.

LinkedIn showed 
market sizes for 
each revenue 
stream they were 
envisioning.

Market Size | Example

EWOR Note
The comparables serve as analogies for investors in 

a time when the business model of LinkedIn (or 
other social media) was not yet well-known.
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Revolut’s Market Size Slide from their 2015 Seed Pitch Deck.

Revolut did not 
show a clear 
market size but 
indicated the size 
of the opportunity.

Market Size | Example

EWOR Note
Cross-currency transactions is not Revolut’s TAM, 

the Fees & Spreads is.
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The Competition Chapter.

Competition | Tips & Tricks

The goal of this chapter is to convince the investor that there are no viable alternatives currently 
available for the problem you are solving and that you have a good understanding
of the competitive playing field and which aspects of your value proposition make you unique.

Tips & Tricks Common Pitfalls

Indicate on this chapter:

● Who your competitors are. Make sure to list quite a few 
competitors (both direct and indirect) and do not leave off any 
obvious competitors or competitors that have recently received a lot 
of buzz.

● How you differentiate yourself from your competitors
and why this differentiation is crucial to your success.

● Why your differentiation is defensible.
If your competitors can do what you do in a reasonable timeframe, your 

differentiation is not defensible.

● Claiming no competition: Having no competitors is not a good sign 
as it likely means that the problem is not worth solving.

● Rigged positioning: Choosing the axis or competitor set in such a 
way that their start-up ends up in the top right quadrant and all 
competitors in the bottom left quadrant.

● Meaningless differences: Focusing on differences between your 
start-up and competitors that are not meaningfully connected to the 
problem you are trying to solve or that are not observable by your 
(potential) customers and/or users.

G
O
A
L
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LinkedIn’s Competition Slide from their 2004 Series B Pitch Deck.

LinkedIn shows a 
competitor matrix 
that uses two 
relevant axis for 
their business 
(target audience 
and service model).

Competition | Example

EWOR Note
The user data helps showing that 

Linkedin is superior to other solutions 
in the same quadrant.
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Coinbase’s Competition Slide from their 2012 Seed Pitch Deck.

Coinbase uses only 
one aspect to 
compare 
themselves with 
competitors: 
ease-of-use.

Competition | Example

EWOR Note
The argument is supported by clear 

screenshots.
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N26’s Competition Slide from their 2016 Series B Pitch Deck.

N26 bundled the 
service of multiple 
well-known 
FinTechs in their 
product, leaving 
little room for 
competitors to do 
the same.

Competition | Example

EWOR Note
Showing N26 as the center point of all these 

well-known services drives home the point that 
competitors will have a hard time competing. 
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AirBnB shows a 
competitor matrix 
that uses two 
relevant axis for 
their business 
(affordability and 
where the 
transaction takes 
place).

AirBnB’s Competition Slide from their 2008 Pre-Seed Pitch Deck.

Competition | Example

EWOR Note
Note that affordability was an important 

part of the problem AirBnB identified.
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Revolut shows their 
superiority 
compared to 
competitors by 
indicating they 
solve the problems 
they identified by 
showing use cases.

Revolut’s Competition Slide from their 2015 Seed Pitch Deck.

Competition | Example
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Dropbox used a 
table to indicate on 
which aspects they 
differ from their 
competitors.

Dropbox’s Competition Slide from their 2007 Pre-Seed Pitch Deck.

Competition | Example

EWOR Note
Note that Dropbox linked their solution slide 
to their competition slide by listing the same 

(+ additional) features
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The Business Model Chapter.

Business Model | Tips & Tricks

The goal of this chapter is to convince the investor that the business model allows you to rapidly scale your start-up
and that you will be able to extract enough value from the transaction with your customer to be(come) profitable.

Tips & Tricks Common Pitfalls

In this chapter, show how you will generate revenue.

● Investors know that you will most likely not make a profit yet.

● To help them assess whether you will be able to scale rapidly and 
whether you will ever make a profit, you should also provide your 
(best estimates) of Customer LifeTime Value (CLTV) and Customer 
Acquisition Cost (CAC).

● For clarity and easy comparison, you can also provide the CLTV:CAC 
ratio.

● Not understanding your numbers: Many entrepreneurs do not have 
a playbook on how they are going to (try to) improve their CLTV:CAC 
ratio. Many start-ups fail because they have an unfavourable 
CLTV:CAC ratio and are not able to improve it.

Not being aware of this ratio and not having ideas on how to 
improve the ratio is a huge red flag.

● Unscalable business models: Investors are looking for start-ups 
with unicorn potential. If your business model does not allow for 
rapid scaling, investors are unlikely to invest.

G
O
A
L
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Canva (back then 
called Fusion 
Books) planned to 
build a platform but 
saw opportunities 
for monetization.

Canva’s Business Model from their 2011 Seed Pitch Deck.

Business Model | Example
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AirBnB showed a 
very simple 
business model (a 
commission per 
transaction) but 
also also showed 
the revenue that 
could lead to.

AirBnB’s Business Model Slide from their 2008 Pre-Seed Pitch Deck.

Business Model | Example
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Dropbox showed a 
tiered subscription 
model but didn’t 
mention prices or 
potential revenue.

Dropbox’s Business Model Slide from their 2007 Pre-Seed Pitch Deck.

Business Model | Example
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Tinder (then called 
Matchbox) 
expected to make 
money from in-app 
purchases.

Tinder’s Business Model Slide from their 2012 Pre-Seed Pitch Deck.

Business Model | Example

EWOR Note
Tinder now makes revenue through 

advertisements and subscription models.
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The Go-To-Market Chapter.

Go-To-Market | Tips & Tricks

The goal of this chapter is to convince the investor that you have
a sound strategy for which customer group or geography to go after first.

Tips & Tricks Common Pitfalls

In this chapter, show which customer segment you want to target first:

● Are you going for a regional role-out, marketing to a specific age 
group, company size, etc?

● Why did you choose this customer segment?

● A pre-seed round is small. This chapter should reveal a compelling 
strategy that helps you attract your first customer or users without 
breaking the bank.

● Over Complication: Keep your GTM strategy simple and 
straightforward. Avoid overloading this chapter with too many 
details or complex flowcharts that make it difficult for your audience 
to understand your approach.

● Insufficient Detail: While you should keep your chapter clear, you 
should also provide enough detail to convey your strategy 
effectively. 
Don't oversimplify to the point where your plan lacks substance.

G
O
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Uber (previously 
UberCab) shared 
their roll-out 
strategy in their 
go-to-market slide.

Uber’s Go-To-Market Slide from their 2008 Pre-Seed Pitch Deck.

Go-To-Market | Example

EWOR Note
The table shows why Uber focussed on these 

cities first.
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Wise (previously 
TransferWise) 
showed a roadmap 
for the segments & 
currencies they 
wanted to roll out. 
And also showed 
the marketing 
channel they 
wanted to deploy.

Wise’s Business Model Slide from their 2011 Seed Pitch Deck.

Go-To-Market | Example
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The Traction & Milestones Chapter.

Traction & Milestones | Tips & Tricks

The goal of this chapter is to convince the investor that you are on the right track and 
have defined clear milestones that are meaningful and reachable.

Tips & Tricks Common Pitfalls

In this chapter, show any information that indicates traction and progress. 
Things you can include are:

● Number of paying customers or active users
● Number of sign-ups
● Logos of big-name customers (relevant in a B2B setting)
● Customer testimonials
● Partnerships
● Product milestones
● Team milestones (e.g. hiring of key employees)
● Profit
● ARR

Note: The traction chapter can be very powerful, but only if you have sufficient traction. If you don’t have 
sufficient traction, leave it out.

● Irrelevant metrics: Don’t be tempted to come up with irrelevant 
metrics for the sake of being able to put in this chapter.

No, a graph showing cumulative website visitors over the last three 
months is not going to fool investors. 

And no one wants to see how many cups of coffee your team has 
consumed staying up late coding.

G
O
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Uber (previously 
UberCab) shows 
the progress they 
have made 
regarding the 
product and show 
their next steps.

Uber’s Traction Slide from their 2008 Pre-Seed Pitch Deck.

Traction & Milestones | Example

EWOR Note
Their next steps clearly require money, giving a 

prelude to their ask.
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Revolut shows 
impressive traction 
in a short time 
frame. They show 
(potential) 
customers as well 
as deals for 
implementation.

Revolut’s Traction Slide from their 2015 Seed Pitch Deck.

Traction & Milestones | Example

EWOR Note
Including the fact that they were a finalist at 

Finovate Europe shows that others think they 
are working on a great product.
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The Financials & Projections Chapter.

Financials & Projections | Tips & Tricks

The goal of this chapter is to convince the investor that you have sound financial projections and 
a clear operating plan that is ambitious yet achievable, if you manage to raise funds.

Tips & Tricks Common Pitfalls

In this chapter, include actuals and projections for the following (if relevant 
for your start-up):

● Headcount
● Number of customers or users
● Revenue (ARR or MRR)
● Burn
● Cash balance
● Major product milestones

We recommend including 3 years of projections. The time period you choose 
for each column, is up to you (it can be months, quarters, half-years, years). 
Make sure to include the current period as well, and at least one period in the 
past.

Note: This chapter can be very strong if you have paying customers and/or users. However, if you do not 
have them, you can skip this chapter.

● Ignoring Assumptions: Failing to clearly state your assumptions can 
make it challenging for investors to evaluate the credibility of your 
projections. Be transparent about the factors driving your financial 
estimates.

● Overemphasis on Revenue: While revenue is important, it's not the 
only metric that matters. Investors want to see a well-rounded 
financial picture, including profitability, cash flow, and margins.

G
O
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Revolut combined 
their projections 
and ask slide. 
Since they show 
their expenses in 
their projections, it 
is clear what the 
investment will be 
used for.

Revolut’s Projections & Ask Slide from their 2015 Seed Pitch Deck.

Financials & Projections| Example
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LinkedIn showed 
conservative 
financial 
projections for the 
next five years.

LinkedIn’s Financials Slide from their 2004 Series B Pitch Deck.

Financials & Projections| Example

EWOR Note
As this slide is from LinkedIn’s Series B pitch deck, 

they were able to show historical data. For your 
Seed Round, this might not be possible.
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The Team Chapter.

Team | Tips & Tricks

The goal of this chapter is to convince the investor that your (founding) team is the right
team to work on this problem, develop this solution and make this start-up successful. 

Tips & Tricks Common Pitfalls

Show why your team is the right team to work on this problem by showcasing 
industry experience, unique connections, and anything else that makes your 
team likely to succeed with this idea.

Include the following of your core team:

● Full names, pictures and Links to their LinkedIn pages.

● Relevant experience & logos of companies or education institutions 
where they got this experience.

● Leadership experience.

Note: If you are still early in your start-up journey and don’t have a lot of traction, it can be worth it to 
move the team chapter to earlier in the deck. If you have traction, let the traction speak for itself and 
leave the team chapter near the back of the deck.

● Name-dropping: We see many pitch decks in which founders have 
included logos of large corporates or fancy universities, but don’t 
make it clear what the role or major of the team member was at that 
institution.

Relevant experience at a lesser well-known brand is often more 
valuable than completely unrelated experience at a big brand name.

● Huge teams: We see many team chapters that include all kinds of 
advisors, team members, mentors and logos of programmes they 
have been a part of.
Focus this chapter on the core team.
Only if you have very good reasons, you can include others.

G
O
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Drew and Arash 
only added relevant 
experience to their 
team slide that 
indicate they will be 
able to build this 
product.

Dropbox’s Team Slide from their 2007 Pre-Seed Pitch Deck.

Team | Example
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Wise (previously 
TransferWise) 
shows the financial 
& business 
expertise of their 
co-founders. 

Technical expertise 
is represented by 
developers.

Wise’s Team Slide from their 2011 Seed Pitch Deck.

Team | Example
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The Ask Chapter.

Ask | Tips & Tricks

The goal of the ask chapter is to convince the investor that
the money they will (hopefully) invest will be put to good use.

Tips & Tricks Common Pitfalls

In this chapter, include:

● How much you are looking to raise this round (include what round 
you are raising).

● What you are planning to do with the money.

● Say how much money you need (and potentially specify the terms).

● Indicate  other things you want, e.g. mentorship.

● No specified plans: We see many founders who haven’t specified 
what they plan to use the funds for. Make sure to let investors know 
what milestones they ‘buy’ by investing in your start-up.

● No numbers: Be honest and clear about how much money you plan 
to raise.

G
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Sendgrid included 
how much money 
they wanted to 
raise, what they 
would achieve with 
that money, but 
also what else they 
were looking for 
from investors.

Sendgrid’s Ask Slide from their 2009 Seed Pitch Deck.

Ask | Example

EWOR Note
If you are looking for more than just capital from 

investors, be clear about that.
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Intercom included 
how much money 
they wanted to 
raise through 
which instrument 
and what 
milestones they 
would achieve with 
that money.

Intercom’s Ask Slide from their 2011 Seed Pitch Deck.

Ask | Example


