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INTRODUCTION

Deliverable D003.002 - Handbook on Entrepreneurial Pitch was developed within the
framework of the YouthPioneer project, which aims to enhance the entrepreneurial and
employability skills of young NEETs (Not in Education, Employment, or Training) through
experiential learning, personalised mentoring, and work-based opportunities. In alignment
with the project’s overarching objectives, this deliverable provides a practical and structured
resource designed to support NEETs in developing the skills and confidence required to
communicate innovative business ideas effectively.

The handbook was coordinated by GrantXpert Consulting, with CESIE, IED, MB, INCOMA and
EASI contributing equally to the development of its content. It is designed as a modular guide,
enabling participants to progressively build their pitching competencies. The structure
includes several interconnected modules covering the full pitching process—from
understanding the importance and objectives of entrepreneurial pitching, to crafting a
compelling narrative, structuring impactful presentations, and mastering confident delivery
techniques.

Each module provides targeted learning outcomes, practical exercises, and case studies to
reinforce understanding and application. Participants are introduced to key aspects such as
identifying and addressing target audiences, using storytelling to create an engaging
narrative, organising a clear and persuasive pitch structure, and employing effective
communication and presentation skills. Interactive activities and real-life examples further
support NEETs in refining their abilities through practice and feedback.

The Handbook on Entrepreneurial Pitch serves as both alearning and reference tool, ensuring
that young aspiring entrepreneurs are well equipped to present their ideas persuasively to
investors, partners, and other stakeholders. It complements the broader YouthPioneer
learning framework and contributes to the project’s mission of empowering NEETSs to pursue
entrepreneurial pathways with confidence and professionalism.

This Pitching Handbook can be used by young entrepreneurs to enhance their pitching skills
and confidence. It has been designed as a practical tool for young NEETSs, guiding them in
creating effective and engaging presentations while learning to adapt their message to
different audiences. The handbook can also be used as a standalone resource, offering clear
guidance and exercises to support independent learning and skill development.
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1.Introduction To Entrepreneurial Pitching
1.1What Is a Pitch?

Although similar, a pitch is not a presentation!

A pitchis ashort, sharp, and persuasive speech or act towards an audience. Its purpose is not
to just inform but to convince the listener to act. In the entrepreneurial world, a pitch is used
towininvestment, gain support, or sparkinterest in a business idea. It is usually accompanied
by a pitch deck.

Pitch: a speech or act that attempts to persuade someone to buy or do
something.

Pitch deck: A pitch deckis 10 - 15 minimal slide presentation telling a
compelling story about the problem, solution, market, business model, team,
and financials

Think of the last time someone was trying to sell you something; an event, a phone, a night
out. It was probably not accompanied by a presentation but that as a pitch and the objective
was the same; they were trying to convinceyou to do something.

Exercise
Remember the last time someone convinced you to do or buy something.
Write down:

- Their body language

- Thearguments or information they used

- How they reacted to questions/hesitations you may have had
- Their overall energy

- How was that different from a presentation you attended to?

1.2What Is a Presentation?

A presentation is usually designed to inform, explain, or teach. Its purpose is to deliver
information clearly, in detail, and often with supporting materials such as slides, charts, or
handouts.

A presentationis: Presentation: a speech or talk in which a new product, idea, or piece
of work is shown and explained to an audience.
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== When you are pitching your service or product you are trying to convince your audience to
act:

You may need

- Investors (therefore the audience’s act is to /nvest)
- Sponsors (therefore the audience’s act is to sponsor)
- People (therefore the audience’s act is to join you)

In a pitch, you are selling your product/idea/event/service.
Exercise

Have a look at these pitch decks from successful start-ups
Write down:

1) Their similarities
2) Which one speaks to you and why

1.3 Pitching Vs Presentation

Here’s a quick cheat sheet for with the differences between the two

Pitch Presentation
Short, sharp & persuasive ) Longer & detailed
@© Goal: convince & inspire action @© Goal: inform & educate
Focus on problem + solution ® 10-30 minutes or more
& Leaves audience excited Il Explains background & data

Leaves audience informed

1.4 Understanding Your Audience
You wouldn’t serve meat to someone who is vegan, right?
And you know they are vegan because you have asked, you have done your research.

Similarly, when preparing for a pitch you need to start with learning as much as you can about
your audience.

If you're pitching to investors, find out what kind of businesses they usually support. Do they
prefer tech, green enterprises, or social impact ventures?

= This helps you highlight the parts of your idea they’ll care about the most.
When preparing for the pitch, ask your self

- Whyis the audience here?
- What do they want to gain from this?
- What do they want to see?
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=== |nvestors will want numbers; they want growth potential, and return on investment.
=== Volunteers will want shared values and impact

Exercise
Prepare your pitch along with a 10-page pitch - deck
Adjust it for the following audiences:

e Investors
e \/olunteers

Now pitch to your friends and family!
Did you manage to convince them?

What'’s their feedback?

1.5 Why Is an Effective Pitch Important?

An effective pitch shows more than just your idea; it shows your confidence, clarity, and
commitment.

One of the key reasons an effective pitch is so important is that it sparks opportunities.
Investors, partners, or mentors hear many ideas every week. An effective pitch, makes you
stand out

It opens doors to funding, partnerships, and Opportunities.

1.6 SUCCESSFUL PITCHING EXAMPLES

When you think about a business pitch, the firstimage that usually comes to mind is someone
standing in front of investors, presenting their “next big thing” idea in just a few minutes, and
almost always being a hit. The truth about the most successful companies today is that they
have started their business with a lot of funding, but also with a good pitch that has proven to
be right. Finding out about these examples is an effective way to understand what can make
a pitch memorable and effective.

Airbnb - resolving the pain of expensive hotels

One of the most iconic examples is . At the beginning, their concept was very simple
and quite unexplored at a such scale: “What if people could rent out their spare rooms to
people who cannot afford expensive hotels?”. Their pitch deck was only 10 slides long, yet it
was clear, visual, and focused on the problem and the solution. Instead of going into
unnecessary detail, they emphasized the growing market, the pain of expensive hotels,
and the opportunity their platform created. This clarity is in fact what convinced early
investors to believe in them.

Dropbox - creatively marketing cloud technology
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Another example is Dropbox. Instead of trying to explain complicated cloud technology, they
created a short demo video that showed exactly how the product worked. Investors and early
adopters could immediately see the value of the product: simple file sharing across devices.
This approach highlighted the importance of showing rather than just telling, with a dot on
creativity and casualness.

Canva - making graphic design accessible

Canva is another (very) successful story that started as a pitch. Theirs was effective because
it understood a huge pain point: “Design is too complicated for most people, yet so relevant
nowadays.” They positioned their tool as a design for everyone, emphasizing simplicity and
accessibility. This message was so powerful that Canva quickly attracted both users and
investors.

You can also find inspiration from smaller, local success stories. For instance, a fictional and
yet quite possible scenario is if a group of young people would create a carpooling app for the
students commuting to school. Their pitch could stand out for their local community, allowing
their developers to gradually scale (to grow it in a way that increases revenue and impact
without a proportional increase in costs) the business. By highlighting the social and
environmental impact of shared rides, they could manage to convince users that their idea is
both innovative and impactful. You can also be the creator of such an initiative!

In addition, have a look at the videos linked below and see how these individuals wowed their
audiences!

https://www.youtube.com/watch?v=2sE5UXVIkz0

https://www.youtube.com/watch?v=VCVRgpSPSVQ

https://www.youtube.com/watch?v=SA5eYidijvl

Exercise This!
Watch one short pitch online. Briefly answer the questions from below:

e What problem did they present?

e How did they propose to solve it?

e What made the pitch engaging or persuasive?
e What was missing, if anything?

e Wouldyou investin them? Why or why not?

Looking for something super relevant to the text above?

e Slidebean. (2019, August 8). Airbnb’s first pitch deck (Teardown + redesign) -
Startups 101 [Video]. YouTube.

e Matt C Smith. (2021, May 28). Venture Capitalist REACTS to Dropbox pitch deck from
2007! [Video]. YouTube.

e Slidebean. (2019b, September 10). Presentation Design Examples: Canva Pitch Deck
redesigned by Slidebean [Video]. YouTube.
&
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1.7 Understanding The Target Audience: What Could Be Valuable for Your Stakeholders

A strong pitch is never “one-size-fits-all.” Instead, it speaks directly to the needs and
interests of the people listening. To pitch successfully, you need to understand your
stakeholders - the people who can support or benefit from your idea.

Let’s break this down into a few key types of audiences:

e Investors: They care about return on investment. Numbers, growth potential, and
profitability are what matter the most to them. They will want to know the
technicalities behind your strategy, so be prepared to be pragmatic.

e Customers/Clients: They want to know how your product or service will make their life
easier, more accessible, or more comfortable. Their main question is, “Why should |
use this instead of what | already have?”

e Partners (e.g., other businesses, NGOs): They are interested in collaboration and
mutual benefit, so be sure to point that out.

Community or public institutions: For them, the focus is often on social impact, sustainability,
or contribution to the local economy, but primarily on assuring that your idea won't negatively
impact the community. Their key concerniis, “Only if this has no potential negative outcome,
how can it benefit the society, thus contributing to our cause?

1.8 Imagine This!

You are pitching an eco-friendly food delivery service:

e Toinvestors, emphasize the market demand and potential profit.

e To customers and partners, show how affordable, convenient, and environmentally
friendly itis.

e To local authorities, highlight how your business reduces pollution and creates jobs,
without negatively impacting the community.

1.9 Watch This !

1.10 Adjusting Your Pitch

Understanding your audience is only the first step. The next challenge is adjusting your pitch
so that it fits each situation. Think of your pitch as a story: the main message stays the same,
but the details change depending on who is listening.

The core message is your central idea - the heart of your business. This never changes.
However, the language, style, and evidence you use should adapt.

Think of this as having different “versions” of your pitch - short (1 minute), medium (5
minutes), or long (10 minutes). Each version should still feel natural and keep the audience
engaged.

10
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1.11 Mini-Exercise

Take your business idea and write a short summary of it in two versions:

1. For investors (focus on money and growth).
2. For customers (focus on benefits and usability).

Then, practice presenting both versions out loud. Notice how your tone and emphasis change
depending on the audience. Your pitch doesn’t have to be complete; you will have plenty of
other in-depth exercises in the next chapters of the guide

112 Give Thisa Try!

Briefly think about an idea and then forget that you can speak. Try and pitch your idea only by
using non-verbal communication (gestures, mimics, pictures and flipchart drawing).
Understand how being natural yet focused on your non-verbal communication can help your
presentation.

11
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2 CRAFTING A COMPELLING NARRATIVE

Briefly think about an idea and then forget that you can speak. Try and pitch your idea only
by using non-verbal communication (gestures, mimics, pictures and flipchart drawing).
Understand how being natural yet focused on your non-verbal communication can help your
presentation.

2.1 Why Storytelling Matters

Storytelling is one of the most powerful tools an entrepreneur can use. It gives life to your
ideas and makes them resonate with others. Through storytelling, you can:

e Show your potential, even without formal qualifications. A compelling story can
highlight your passion, resilience, and vision in ways that go beyond a résume or
degree. It helps people see what drives you and why you are capable of bringing an
idea to life.

e Connect with others on a human level. Facts and figures matter, but people
remember stories. Sharing the journey behind your idea—your struggles, motivations,
and moments of insight—creates empathy and trust.

e Turn your project idea into something clear and believable. When your vision is
wrapped in a story, it becomes easier for others to understand, relate to, and support.
Storytelling transforms abstract concepts into something tangible and inspiring.

2.2 Two Story Shapes You Can Use

You don’t have to be a natural speaker to tell a good story. You just need a simple structure to
follow.

2.3 The 7-Step Entrepreneur Story

The 7-Step Entrepreneur Story is a storytelling framework designed to help founders and
innovators communicate their ideas in a way that feels engaging, memorable, and human.
Instead of relying only on data, business plans, or technical details, this method turns your
journey as an entrepreneur into a story people can connect with.

The structure is inspired by classic narrative arcs—like the “hero’s journey”—but adapted for
entrepreneurship. It guides you through seven steps: beginning with who you are, showing
the problem you saw, revealing the spark of your idea, and taking your audience along the path
of building, struggling, and discovering. Finally, it ends by painting a picture of the impact and
inviting others to join you.

Y
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Hero - Who Are You Helping?

Every good story begins with a character people can care about. In your case, the “hero” is not
you, but the person or group your project is designed to serve. By making them the focus, you
immediately shift attention to the impact of your idea.

Example: ‘My project is for small shops in my town that want to promote their proaducts online
but don’t know how.”

Why it works: It shows clearly who will benefit from your idea.

Problem - What Challenge Do They Face?

A story without a challenge doesn’t hold attention. The problem gives your idea urgency.
Describe the struggle in real, human terms, not abstract words.

Example: ‘During my placementin a retail shop, | saw that many customers asked about online
orders, but the shop had no digital system. The owner wanted to grow but didn’t know where

tostart.”

Why it works: It connects your idea to something real you observed.

Guide - How Can You And Your Project Help?

This is your role in the story. You are not the hero but the guide who offers support and
direction. Share your own experience or insight that makes you trustworthy.

Example: “In my work experience, | learned how to manage product listings and create simple
socilal media campaigns. | can guide small shops step by step to sell online.”

Why it works: You don’t need years of experience — you show you have relevant, practical
skills.

1. Plan - What Steps Will You Take?

People want to know your idea is realistic, not just a dream. A simple plan gives them
confidence that you can actually deliver. Break it into a few easy steps.

Example: ‘Step one, meet with the shop owner to unaderstand their needs.Step two, set up a
basic online profile and product list. Step three, show them how to post offers and respond to
customers. Step four, support them during the first month.

Why it works: A clear path makes your audience see that your idea is practical and achievable.

2. Call To Action - What Do You Want People To Do?

Never assume people will guess what you need. Be direct about what action you want your
audience to take.

14
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Example: /am looking for a mentor to advise me on business planning, and for two small shops
willing to test my service.”

Why it Works: People Know Exactly How They Can Help You.
3. Success - What Good Things Will Happen If It Works?

Paint a picture of hope. Show how lives will change for the better if your project succeeds.
This inspires people and lets them imagine the impact.

Example: Local shops will reach more customers, | will gain real business experience, and the
community will keep more money in local businesses.”

Why it works: Positive outcomes give your audience a reason to invest emotionally in your
idea.

4. Failure - What Happens If Nothing Changes?

To add urgency, show the cost of doing nothing. This does not mean scaring your audience,
but being honest about what is at stake.

Example: “/f nothing changes, many small shops will continue to lose customers to bigger
chains, and young people like me will miss the chance to use our skills to support local
businesses.”

Why it works: By showing the risk of inaction, you make your project feel necessary now, not
later.

Here is how the story sounds in practice: “During my placement at a local shop, | noticed the
owner struggling to manage online orders. Customers kept asking if they could buy products
online, but there was no system in place. The owner wanted to grow the business but didn’t
know where to start, and many customers were going to bigger stores with online options. /
realized | could help — during my placement, | had learned how to create simple online product
listings and promote them on social media. | suggested setting up a basic online order sheet
and training the staff to manage it. By the end of the week, the shop had received its first
online orders, and the owner was excited to continue. That's why | want to expand this idea
into a small business service, helping other local shops set up simple online systems. If one
shop can benetfit this much, imagine how many more could grow with the right support. Local
businesses will gain customers, young people like me will gain valuable experience, and our
community will benefit from stronger local commerce. If nothing changes, small shops will
continue losing clients to bigger competitors, and many young people will miss the chance to
apply their skills in meaningful ways.

2.4 Key Takeaways

Start with a real situation. Rather than opening with general statements or abstract
concepts, you begin with a specific, concrete moment that actually happened. This draws the
listener in, makes the story tangible, and helps them picture the people, place, and context
involved. Real situations create curiosity and establish a relatable starting point.

15
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Explain the challenge. After introducing the situation, describe the problem or difficulty that
emerged. This step creates tension and shows why your project or idea matters. By focusing
on a clear challenge, the audience can understand the stakes and become emotionally
invested in seeing the problem solved.

Show what changed. Thisis the turning point of the story, where action was taken, a solution
appeared, or a decision led to progress. Demonstrating this shift from problem to possibility
provides concrete proof that your approach works and that change is achievable. It moves the
story from theory to evidence.

Link the story to the present moment. After illustrating the situation, challenge, and
change, explain why this story matters now. Connect it to your current project, goals, or
vision, showing the audience the relevance of your work and why they should care at this
moment. This ensures the story has purpose and leaves the listener with a clear takeaway.

2.5 When to Use Stories

Storytelling is not just for presentations — it can be a tool you use throughout your
entrepreneurial journey. Here are some key moments when stories can make a real difference:

At the start of a project, to explain why it matters

Stories help you show the real problem your project addresses. Instead of starting with
abstract ideas or numbers, you can share a concrete situation that inspired your project. This
makes people understand why your work is important and motivates them to listen.

In a pitch for funding, to connect emotionally with your audience

Investors and funders don't just fund ideas — they fund people and vision. A story about a real
experience or a challenge you solved helps them see the impact your project could have and
builds an emotional connection that makes them more likely to support you (Gallo, 2014).

At a community event, to build trust

When you tell stories about your experiences or the people your project helps, your audience
feels included and respected (Simmons, 2006).. They begin to see you as someone who
understands their world and cares about making a difference.

With partners or teammates, to remind them of purpose and progress

Projects can get busy and complicated. Sharing stories about the project’s impact or
challenges keeps everyone aligned and motivated. It reminds your team why they started and
what they are working toward. Stories keep teams aligned and motivated by showing impact
and progress (Duarte, 2010).

2.6 Exercises to Practice

Try these simple activities to improve your skills in storytelling:

Story Builder Table: Write out the seven steps of the entrepreneur story and fill them in for
your own project.

Walk in Their Shoes: Write a few sentences from your audience’s point of view. For example:
‘lam nineteen. | left school last year and | feel stuck at home. Then | heard about...”

16
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Personal Micro-Story: Tell a one-minute story about why you started your project.

Two Futures: Write one ending where your project succeeds and one where nothing
changes.

Timeline Map: Draw a simple line with five stages: Before - Problem — Turning Point -
Solution - After. Fillin your project details.

Peer Feedback: Share your story with a friend or mentor. Ask: What part stood out? What was
unclear? Did it make them feel something?

2.7 Mistakes to Avoid When Telling Your Story

Try too hard to impress instead of connecting.

Many people focus on showing off their skills, achievements, or clever language. While it may
seemimpressive, it often creates distance between you and your audience. People remember
stories that feel real and relatable, not ones that sound like a performance. Instead of using
complicated terms or exaggerating, focus on sharing genuine experiences and emotions.
Tip: Ask yourself: Does this part of the story help my audience feel something or understand
the problem, or am/just trying to look smart?

Make yourself the hero instead of the people you want to help.

A common mistake is positioning yourself as the central figure, rather than the person or
group your project serves. Your audience cares about impact, not your personal glory.
Centering the story on the “‘hero” — the person who benefits — makes your story more
compelling and shows that your project is about solving a real problem.

Tip: Highlight how your project changes someone's life or makes their experience better, and
show your role as a guide, not the main character.

Be vague by using abstract words instead of real examples.

Words like “many people struggle” or “we want to make a difference” are too general. Abstract
statements don’t create a mental image and fail to evoke empathy. Concrete, specific
examples — like a particular person, shop, or moment — help your audience visualize the
situation and connect emotionally with your story.

Tip: Replace general statements with small, tangible details. For instance, describe the shop,
the proauct, or the first online order.

Forget to link your story to why it matters right now.

Even a great story can fall flat if you don’t explain its relevance. Audiences need to know why
they should care today. Failing to make this connection can leave people inspired but unsure
how to act.

Tip: £nd your story by connecting the lesson or impact to the present moment, showing
what's at stake and how your project addresses it immediately.

Over-rehearse, which can make you sound fake.

Practicing your story is important, but saying it word-for-word or memorizing it too rigidly can
make it sound mechanical. Audiences respond to authenticity, including small pauses,
gestures, and natural variations in tone.

Tip: Practice the main points and flow of your story rather than memorizing every sentence.
Focus on connecting emotionally rather than delivering perfectly.

17
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2.8 Conclusion

Storytellingis more than just words — it’s a bridge between your experience, your project, and
the people you want to impact. By focusing on real situations, showing the challenges, and
highlighting how your ideas create change, you turn your work-based learning into a story
that inspires action. Use your story to connect, clarify, and motivate, and you’ll not only
communicate your project effectively but also show the world the value of your skills,
creativity, and vision.
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3 STRUCTURING IMPACTFUL PRESENTATIONS

You have an idea—maybe it's a project, a product, or a business concept. The next step is
sharing it effectively, so others understandits value and remember it. That’s exactly what this
chapter is designed to help you do.

In this chapter, we will focus on how to structure a pitch in a clear and compelling way. We'll
break it down into essential sections:

e Introduction - how to grab attention from the start.

e Problem Statement - explaining why your idea matters.

e Solution - showing how your idea addresses the problem.
We’'ll also touch on how the type of pitch you use — whether a quick elevator pitch, a more
detailed investor pitch, or a sales-focused presentation—can shape both your structure and
your approach. Understanding these different forms will help you adapt your message to any
audience.
Each part of this chapter includes:

e Examples and tips from real-life pitches.

e Practical exercises you can try on your own, such as presenting to friends or

recording yourself.

e Guidance for creating slides that are visually engaging and memorable.
By learning how to structure your pitch and adapt it to different situations, you’ll be ready to
make your ideas heard.

3.1 Different Type of Pitch, Different Structure

Not all pitches are the same. Depending on what you want to achieve and who your audience
is, the structure and focus of your pitch may change.

In the following table are the main types you should know:

Type of Pitch |Duration |Purpose / Goal Focus / Key Points
i 30-60 Quickly introduce yourselfand  |Simple, concise, attention-

Elevator Pitch , . .

seconds |youridea grabbing; problem + solution
One-Minute/ [1-2 Give slightly more detail than an |[Explain why the idea matters;
Quick Pitch minutes  |elevator pitch brief example
Investor / Pitch|5-10 Present a detailed view of your  |Problem, solution, market,
Deck minutes idea to investors/partners business model, team

Show your product/service in Demonstrate value through
action live example or prototype

Demo Pitch \Varies

The type of pitch you choose influences how you structure your presentation. A short
elevator pitch needs only the essentials, while an investor pitch deck allows you to go deeper
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into details and data. Knowing your audience and the goal of your pitch helps you decide
which structure and style to use.

Examples:

e Watch this video to get a good idea of what an pitch is and how you can create one:
https://youtu.be/r-iIETptU7JY?si=tYS2MwilphfkkTwz

e Here you can find an investor pitch deck template for a company seeking funding.
Don’t worry—you won't need to do anything like that just yet; just take a few ideas and
get a better understanding of the differences between a short pitch and a more
detailed, comprehensive one:
https://docs.google.com/presentation/d/1ZE44wzgghrOza_WOVIR5a7nIMySYrcLS/
edit?usp=sharing&ouid=114872926668505064905&rtpof=true&sd=true

Exercise:
e Pickoneidea you have.
e Tryexplainingitin 30 seconds as an elevator pitch.
e Thenexpanditto1-2 minutes as a quick pitch. Notice what changes and why.

3.2 Structure of a Pitch

Creating a clear structure is the foundation of any effective pitch. While the content of your
pitch will depend on your idea, audience, and goal, most pitches share some common
elements. Understanding these will help you adapt your presentation to different situations.

3.3CORE SECTIONS OF APITCH

Most pitches can be broken down into four main parts:
Introduction

Problem Statement

Solution

Summary and contact details

Introduction

The introduction is the first thing your audience will hear, so it needs to grab attention
immediately.
In this section:

v Briefly introduce yourself (who you are and what you do).

v Presentyourideain one clear, easy-to-understand sentence.

v Aimto create interest or curiosity for the rest of the pitch.
Example:
"Hi, I'm Alex, and | help small businesses grow their online presence. | have an idea to boost
[Company X]'s social media engagement and reach new customers through a simple, creative
campaign.”

Intheintroduction, there’s no need for details or statistics—just capture attention and set the
context.

Useful Note: Introducing Yourself
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When starting a pitch, it's natural to want to tell the audience about yourself—your
background, your achievements, or your expertise. However, in most cases, especially in
short pitches like elevator pitches, it's best to keep your self-introduction extremely brief—
often just your name.

Why? The main goal is to grab attention with your idea, not with who you are. If you give too
much information about yourself before presenting the problem and solution, you are asking
the audience to pay attention to your authority, rather than the value of your idea. By focusing
first on the problem and your solution, you create interest that naturally leads the audience
to ask: “Who /s behind this idea? How did they think of such an effective solution?”

Examples of introducing yourself:
e Elevator Pitch: Simply state your name.
v Hi I'mAlex.”

e Investor or Demo Pitch: Instead of introducing yourself or the team immediately,
start with your vision.

v “‘We want to help small businesses grow their online presence and reach new

customers through creative social media campaigns.”
v Only after presenting the solution, you should introduce yourself or your

team, framing it as part of why this solution works:
= “Our team, with experience in digital marketing and content creation,
developed this plan to ensure measurable results.”

Problem Statement

In the problem statement section:

e Explain why your idea is necessary.

e Describe a problem or need your audience can understand and relate to.

e Use short, clear sentences, and optionally a statistic or example to make it more

compelling.

Example:
"Many small businesses, like [Company X]. struggle to maintain an active social media
presence. Posts are inconsistent, engagement is low, and potential customers don't notice
them online. Without a strong online presence, they miss opportunities to grow their
business.”

The goal is to show that you understand the problem and that your solution is important.
Useful Note: Common ground

When presenting a problem, it might be tempting to use specialised technical terms or jargon
to show expertise. However, this can alienate your audience if they don’t understand the
language you’re using.

Why? The audience will not admire your technical skills until they first understand and
relate to the problem you are describing. Use simple, clear language that your audience can
immediately grasp. Focus on the impact of the problem rather than technical details. Make the
problem relevant and relatable, so the audience can see why it matters to them. If a precise
example comes to mind that illustrates the problem well, don’t hesitate to use it—just make
sure to check its suitability with a friend or someone you trust first.

Example:
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*x Too technical: “The client’s social media engagement metrics show suboptimal KPIs
aue to inconsistent content cadence and low CTR rates.”

v Clear and relatable: ‘Many small businesses struggle to keep their social media
active. Posts are irreqular, and customers rarely notice them online, which means lost
opportunities to grow the business.”

Solution

In the solution section:

e Presentyour idea or product as the answer to the problem.

e Show clearly how and why it works.

e Ifpossible, add a small example or steps to make the idea tangible.
Example:
“Our solution is a structured social media plan tailored for [Company X]. We'll create engaging
content weekly, schedule posts at optimal times, and use analytics to track engagement.
Within three months, the company can expect increased online visibility and a stronger
connection with customers.”

At the end, the solution should demonstrate that you’ve thought through the practical
application and the benefits for the client or audience.

Useful Note: What about the context?

When presenting the solution in Pitch Deck or Demo Pitch (you have more time), this section
usually includes information about the competition (other solutions addressing the same
problem), detailed descriptions of the product or service (how and when each part of the
solution will be implemented), marketing strategy (how the solution will reach its target
audience) and - if relevant - funding proposals (how the project will be financed or scaled).

For Elevator Pitches or Quick Pitches, including all this detail can disrupt the balance of your
pitch. Keep it concise and focused. However, it’s very useful to be prepared for questions on
these topics, as they may come up during Q&A. When responding to questions about
competitors, never speak negatively about them. Avoid unrealistic projections or
promises — be honest and credible.

Summary And Contact Details

The end of your pitch is just as important as the beginning. A strong summary helps your
audience remember the key points of your idea, while clear contact details give them a way
to follow up or getinvolved.

Summary

e Reinforce your main message: Briefly restate the problem you are addressing and the
solution you propose.

e Keepitconcise: One or two sentences are usually enough to remind your audience of
the core idea.
Highlight impact: Remind them why your idea matters and what value it brings.
It's not a bad idea to end your pitch with an open question related to the solution
you've presented, in order to encourage interaction.

e Optional call-to-action: Encourage the audience to take a next step, like scheduling a
meeting, visiting your website, or trying out your product.
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Example:

“In short, our social media plan will help [Company X] increase engagement and reach new
customers. By following this structured approach, we can achieve measurable growth within
three months. If you want to see more details, I'd be happy to share our full strategy or
schedule a demo.”

Contact Details

e Provide clear and simple contact information so your audience knows how to reach
you.
e Include relevant channels depending on the context: email, phone, LinkedIn, website,
or social media.
e Make sure the contact details are easy to read and remember, especially on slides or
handouts.
Example:

Email: alex@example.com

Phone: +123 456 789

LinkedIn: linkedin.com/in/alexsmith
Website: www.alexsocialsolutions.com
Useful notes:

The summary ensures your audience walks away remembering the essence of your pitch. If
you decide to end your presentation with an open question, make sure it is not leading—that
is, it shouldn’t push the audience toward the answer you want to hear. Contact details make
it easy for them to engage with you afterward, turning a great pitch into real opportunities.

3.4 Be Creative and Memorable - Make Your Pitch Stand Out Visually

A strong pitch isn’t just about what you say — it’s also about how you present it visually.
Well-designed visuals can make your ideas easier to understand, more engaging, and easier
to remember.
Here are some practical tips:
1. Keep it simple:
v Avoid overcrowding slides with too much text.
v Focusononeidea per slide.
2. Usevisuals to support your story:
v Images, diagrams, and icons can help explain concepts quickly.
v Charts or graphs should be simple and easy to read.
3. Highlight key points:
v Use bold text, colors, or callouts to draw attention to the most important
information.
v Don’t overuse effects—subtle emphasis works best.
4. Consistent style:
v Stick to a consistent font, color palette, and layout.
v Consistency makes your presentation feel professional and polished.
5. Tellastory visually:
v Arrange slides to follow the pitch structure: Introduction - Problem -
Solution » Next Steps.
v Visual cues (arrows, icons, timelines) can guide the audience through your
story.
6. Engage your audience:
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v Ask questions, include interactive elements, or use real-life examples
alongside visuals.
v This makes your presentation more memorable and relatable.
Useful notes:
Your slides should support and enhance your pitch, not replace it. The goal is to make your
ideas clear, engaging, and easy to remember, so your audience walks away with a strong
impression.

3.5 Instead of a Conclusion: Things to Remember About Your Pitch

This three-part structure — Introduction - Problem - Solution — forms the foundation of
almost any pitch. Whether it’s an elevator pitch or a full pitch deck, if these three sections are
clear and well-structured, your presentation will be both understandable and persuasive.

It can be tricky — remember, sometimes it is extremely short.

Explain clearly what your project idea does.

Think about the goal of your pitch — what do you want to achieve?

Use storytelling, analogies, or surprising facts to make your idea memorable.

Support your points with images, diagrams, icons, or charts. Keep slides simple and

focus on one idea per slide.

e Useaconsistent style, color palette, and font to make your presentation feel polished
and professional.

e You could finish your pitch with a question (ideally one that requires more than a
simple yes/no answer) to engage your listeners.

e Include a brief summary and your contact details. Wrap up your pitch by reinforcing

the key message and letting your audience know how to reach you for questions or

follow-up.

3.6 Practice Exercises: Structure of a Pitch

1. Introduction Practice

Goal: Learn to capture attention and introduce your idea clearly.
Instructions:

1. Pickone idea you want to pitch.

2. Write one sentence that introduces yourself and the idea.

3. Say it outloud and time yourself—try to keep it under 20 seconds.

4. Optional: Record Yourself and Watch It Back to See If It Sounds Clear and Confident.

Problem Statement Practice

Goal: Clearly explain the problem your idea addresses.

Instructions:

1. Identify the main problem your idea solves.
2. Write 2-3 sentences describing the problem in simple, relatable language.
3. Optional: Share it with a friend and ask if they immediately understand the issue.

Solution Practice

Goal: Present your idea as the solution clearly and convincingly.

25



o Co-funded by Socal
Ty g Innovation
the European Union @

Initiative

Instructions:
1. Explain how your idea solves the problem.
2. Include 2-3 sentences on what you will do and the expected benefit.
3. Optional: Draw a small diagram or flow to visualise the solution.

Full Mini Pitch Exercise

Goal: Combine all three parts into a short, cohesive pitch.

Instructions:
1. Use your Introduction, Problem, and Solution exercises.
2. Practice saying the full pitch in under 2 minutes.
3. Optional: Record yourself or present to a friend/family member.
4. Review: Does your audience immediately understand the idea, the problem, and the
solution?

3.7 Building Confidence and Effective Delivery

Public speaking, especially in the context of presenting an entrepreneurial pitch, can be
intimidating for young speakers. Nervousness is common, but it doesn’t need to be a barrier.
This chapter equips you with actionable strategies to overcome anxiety, master
communication, and manage audience interaction with professionalism. From preparing your
mindset to refining your verbal and non-verbal delivery, and handling questions and feedback
with confidence, each section provides tools to help you express your ideas effectively and
authentically.

3.8 How to Overcome Nervousness

Feeling nervous before speaking in public is completely normal and even experienced
speakers feel the tension. But nervousness doesn’t have to hold you back. With the right
mindset and simple techniques, you can channel that nervous energy into focus and deliver
your pitch with confidence and clarity.

Young people often experience speaking anxiety due to various factors: fear of making
mistakes, negative evaluation, embarrassment, difficulty with communication
comprehension, or lack of confidence in their abilities (Martiningsih, Susilawati, Rezeki, 2024).
Nervousness while presenting is a learned response that comes from a perceived threat to
our self-image (Gershman, 2019). Thankfully, it can be eased and learned through regular
practice, experience, and using targeted techniques (Raja, 2017).

3.9 Strategies To Manage Nervousness

Preparation: Being well prepared is one of the most effective ways to manage nervousness
and boost confidence (Martiningsih, Susilawati, Rezeki, 2024). Knowing your material gives
you greater control over what and how you are going to present it.

- Example: You could re-read your pitch and rehearse it several times. It's also useful to
practice with friends and/or family to slowly become more comfortable (Raja, 2017).
Relaxation: There are several physical techniques that can reduce anxiety before presenting
your pitch (Martiningsih, Susilawati, Rezeki, 2024).

- Example: Try breathing control methods, stretching your muscles, meditation, and
listening to music (Martiningsih, Susilawati, & Rezeki, 2024).
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Positive thinking and visualisation: Thinking positively can alleviate nervousness and
motivate you on your ability to deliver the pitch efficiently (Martiningsih, Susilawati, Rezeki,
2024).

- Example: Believe in your abilities and strengths to speak successfully and visualise yourself
giving a smooth and confident presentation (Martiningsih, Susilawati, Rezeki, 2024).

Focus on the audience: A shift in the perspective you take can reduce pressure. The focus
should be on the audience and not on yourself, with the goal of connecting with them
(Gershman, 2019).
- Example: Make eye contact to reduce speaking nervousness, ease the feeling of being
judged, and truly connect with each individual (Gershman, 2019).

Peer-to-peer support: Sharing experiences with peers who feel the same way helps
normalize anxiety and supports emotional regulation (Martiningsih, Susilawati, Rezeki, 2024).

- Example: Hearing someone else say ‘I am nervous” before giving their speech can be
reassuring and may help discover new coping techniques.

3.10 Exercises to Build Confidence

Try these simple activities to reduce nervousness and strengthen your delivery before the
pitch contest:

e Mirror practice and power pose: Stand in front of a mirror and rehearse your pitch,
paying attention to your posture, facial expressions, gestures and pace. Try different
postures to identify one that makes you feel confident and strong. Then hold it for at
least 2 minutes before your pitch presentation to boost your confidence' (Abror,
Wijayatiningsih, 2025).

e Breathing: Before your speech, perform a breathing control exercise to release
stress and calm your heartbeat. Use the 4-7-8 method: inhale for 4 seconds, hold your
breath for 7 seconds, exhale for 8 seconds (Martiningsih, Susilawati, Rezeki, 2024).

e Peer practice: Pair up with a friend or colleague and practice taking turns presenting
your pitch. Give each other constructive feedback and highlight each other’s
strengths.

3.11 The Difference Between Verbal and Non-Verbal Communication

Communicationisn’t just about what you say, it's also how you say it, and even what you don’t
say. When presenting your entrepreneurial pitch, mastering both verbal and non-verbal
communication is crucial to connect with the audience, convey your message clearly, and
deliver with confidence.

In her research, Cuddy showed that a strong posture can increase confidence as it increases levels of
hormone testosterone (connected with self-confidence) and decreases levels of hormone cortisol
(connected with stress).
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Verbal Communication: Choose Your Words Effectively
Verbal communication involves speaking, listening, and selecting language that expresses
your message clearly. It's not just the words, but also how you use them to invite engagement
and build trust with your audience (Indeed, 2025).
In the context of an entrepreneurial pitch, your spoken words become your tool to shape your
message and inspire the audience.
e Every sentence should be tailored to your audience.
- Use clear, simple, and precise language to deliver your point effectively (Adult
Education Quest, 2025).
e Be mindful of your tone, volume, and pace. These elements impact how your
message is received and interpreted (Adult Education Quest, 2025).

- A steady, confident tone can help build trust and demonstrate control over your
idea, allowing the audience time to absorb your message.

e Engage your audience through active listening and dynamic speaking (Indeed,
2025).

- Ask meaningful questions, respond thoughtfully, and guide the conversation with
purpose. This will reflect your professionalism and credibility while pitching your idea.

Non-Verbal Communication: Key Behaviors To Improve Impact

Non-verbal communication includes all the ways you communicate without speaking, like
facial expressions, gestures, posture, and even how you use the space around you (Indeed,
2025).
e Maintain an open posture to appear engaged and approachable (Adult Education
Quest, 2025).
e Eye contact is essential as it signals confidence, attentiveness, and respect (Adult
Education Quest, 2025).
e Your facial expression shows emotion: they can highlight positivity but also
nervousness, and even lead to misinterpretation of your message (Adult Education
Quest, 2025; Indeed, 2025).
e Gestures enhance your message (Indeed, 2025), movement of hands or nodding can
help highlight key points.

Exercises For Communication Skills
TRY THESE ACTIVITIES TO IMPROVE YOUR COMMUNICATION DURING YOUR PITCH PREPARATION:

e Eye contact challenge: Practice maintaining steady eye contact with a peer or a
friend while speaking. Use video recordings to observe your patterns and adjust if
needed (Symonds, 2025).

e Posture check: Stand tall with shoulders relaxed and feet grounded. Ask a peer or a
friend to observe your posture and give feedback on whether you seem confident and
open (Symonds, 2025).

e Verbaland non-verbal communication awareness: Record yourself presenting your
pitch. Listen to assess your voice (tone, clarity, and pace) and your body language
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(gestures, posture, and facial expression). Reflect on how well your communication
supports your message and expresses confidence.

3.12 How to Handle Questions and Feedback with Professionalism

When presenting your entrepreneurial pitch, your ability to respond to questions and
feedback with composure and clarity is foundational to ensure confident communication.
When handled well, questions enhance engagement and feedback becomes a tool for
growth. But without the right approach, these moments can become defensive and even
confusing.

This paragraph provides a practical roadmap for managing questions and feedback
effectively. The goal is not perfection but professional poise in order to build trust,
demonstrate openness, and cultivate continuous improvement.

3.13 Handling Questions

During an entrepreneurial pitch, answering questions professionally is just as important as
presenting your idea clearly. How you respond can influence how credible and prepared you
appear. Below are key strategies to manage questions with confidence and professionalism.
Prepare in advance: Anticipate potential questions by reviewing key points of your pitch. This
helps you avoid being caught off guard and ensures responses in line with your message
(Rubin, 2024).
- Based on your topic and audience, it is usually easy to predict common questions and
prepare your answers in advance.

Listen carefully: Show your interest and respect toward the person asking, making sure you
allow space to hear the full input (Rubin, 2024).

- Use eye contact, nodding, or verbal signs of approval (e.g. “I see”). Acknowledge and thank
the person for their contribution with transition phrases (e.g. “Thank you for raising this
issue”) (Rubin, 2024).

Take a moment: When faced with difficult questions, you might incur into uncertain and
rushed answers. It's perfectly acceptable to pause and collect your thoughts (Shapira, 2022).
- Calmly breathe or take a sip of water to reset your thoughts and consider how best to
answer with clarity (Shapira, 2022).

Respond with clarity and honesty: Your answer should be direct and concise to the point of
the question. Avoid making repetitions or detours (Rubin, 2024).
- If necessary, ask for clarification, request time to follow up later, or briefly restate the
guestion to ensure you've understood it correctly (Rubin, 2024).

Embrace uncertainty: You don’t need to have all the answers. Express what you know, and
acknowledge your doubts (Shapira, 2022).

- Use phrases such as “Here’s what we know at this point’ or " What |/ can say is this’ to
navigate uncertainty and share what you know for now (Shapira, 2022).

Engage the audience: Delivering your pitch is an opportunity to fully engage with the
audience to learn from their experience and improve your idea (Rubin, 2024).

- You can use this time to directly ask your audience to share insights and comments as a
valuable input for your project idea (Rubin, 2024).
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3.14 Handling Feedback

Feedback s a valuable communication tool that helps us understand how others perceive our
performance, behavior, or message (United Nations, n.d.). While receivingitisn't always easy,
building a habit of accepting feedback with openness and composure enhances learning,
growth, and credibility, especially in entrepreneurial settings (Lederman, n.d.).

Listen, absorb, acknowledge: Resist the urge to react immediately. Instead, focus fully on
the speaker and absorb what’s being said. This means listening actively, taking notes, and
giving your full attention (University of Waterloo, n.d.; Lederman, n.d.).

- Instead of answering right away, use reflective mirroring to repeat or rephrase the main
elements for confirmation (Conaway, 2022).

Manage your emotions: Your initial instinct may be to feel defensive or judged, especially
when the feedback touches sensitive areas. Instead, aim to remain emotionally neutral and
curious. Manage facial expressions, posture, and voice tone to signal attentiveness
(University of Waterloo, n.d.; Conaway, 2022).
- Practice noticing your body language and instinctive responses, and consciously shift
toward openness.

Understand and appreciate: Sometimes feedback is subtle or incomplete. Ask clarifying
qguestions and thank the giver for their insights. Appreciation reinforces your reputation as
someone who's committed to improvement (Lederman, n.d.; University of Waterloo, n.d.).

- Example: “Thanks for sharing that, could you give an example where my aelivery felt
unclear?

Reflect and process: Rather than rushing to act on the feedback, take time to process it.
Reflection allows you to assess its relevance, value, and emotional impact (Conaway, 2022).
- You can create a tree model to organise your thoughts and decide which actions to take
and how to implement the feedback (Conaway, 2022).

Follow up: Once you've reflected and decided on changes, apply them gradually and
thoughtfully. Following up shows your growth mindset and respect for the feedback process
(Lederman, n.d.; University of Waterloo, n.d.).

- Keep a record of the adjustments you make and check back with the feedback provider if
needed.

Handling feedback professionally is about being receptive to growth, regardless of how
difficult the message may be. Whether praise or critique, each feedback offers a chance to
learn. See feedback as a gesture of care, not criticism. Remember: your critic may be giving
you valuable insight into how to elevate your pitch or your personal development. Even
negative feedback is better than none, it's an opportunity to improve (Indeed, 2025).

3.15 Exercises

e Prep framework: Try answers to your speech with the PREP framework: Point, state your
main point; Reason, explain the reason for it; Example, find an example to support your
point; Point, don’t digress, re-state your point (Shapira, 2022).

e Peer practice: Prepare possible questions to your entrepreneurial pitch presentation and
ask a peer or friend to simulate them to practice your responses (Shapira, 2022).
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e Feedback journal: Create a feedback journal where you record the feedback received,
how you felt about it, what is your action plan to improve, what are the results you notice
later (Conaway, 2022).

e Process feedback: Practice savasana or corpse pose. Lay flat on the ground, extending
your legs and arms. Create a state or relaxation of your nervous system. Think about the
feedback youreceived, letting it go through your body and understanding what it is telling
you (Conaway, 2022).

3.16 Conclusion

Delivering a successful pitch means more than having a strong idea. It's about sharing that
idea with confidence, clarity, and connection. By managing nervousness, strengthening
communication, and responding to feedback constructively, you build your ability to
communicate with professionalism and purpose. Embrace each moment as a chance to grow.
With practice, reflection, and peer support, every pitch you give becomes a steppingstone to
personal development and entrepreneurial success.
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4 INTERACTIVE EXERCISES AND CASE STUDIES

This chapter uses real case studies to show what makes a pitch succeed — and why some fail.
Each story highlights how ideas were presented, how audiences reacted, and what lessons
can be applied to your own project. The goal is not to copy these examples but to reflect on
the principles behind them: clarity, simplicity, trust, and showing real value.

Alongside the case studies, you'll find short interactive exercises that let you practise each
lesson immediately—crafting a clear opening line, showing your idea in real work moments,
and checking whether others truly understand your pitch. Each activity includes a quick solo
option you can try at home, so you keep improving between workshops.

4.1 Case Study Dropbox

The Power of a Simple Demo
& Watch the original demo video here (4 min)

When Drew Houston came up with Dropbox, the idea was simple but powerful: a tool that
automatically syncs your files across all your devices. At the time, this was a huge problem —
people constantly forgot USB sticks or emailed files to themselves to work on different
computers.

Instead of creating a long, technical presentation about how Dropbox worked, Houston made
a 4-minute demo video. In the video, he clearly showed the everyday problem (“I forgot my
USB at home”) and how Dropbox solved it in a simple, visual way. The demo didn’t overwhelm
the audience with technical jargon — it just showed the product benefit.

Houston originally created the video to apply for Y Combinator, a prestigious start-up
accelerator. The approach worked: Dropbox got accepted. Later, when they published the
same demo video online, it went viral in tech communities and quickly led to 75,000 sign-ups
overnight — before Dropbox was even fully launched.

Lesson learned: A great pitch doesn’t need to explain all the technical details. It needs to
show the problem and the solution in a way the audience instantly understands. A clear,
simple demo is often more convincing than a complicated explanation.

Interactive Exercise: Everyday Opening Lines Challenge

In Dropbox’s pitch, Drew Houston didn’t begin with “We built a syncing protocol across
distributed servers.” He began with a simple, relatable hook: “/ forgot my USB at home. “Now
it’s your turn to practice making your project relatable.
How it works:

1. Think of your project idea.

2. Write down three different short everyday situations (maximum one sentence each)

that show the problem your project solves.
y



. Co-funded by Social
Ty g Innovation
the European Union Initiative @

o Example: *You've spent an hour searching for the right form online, and stifl
can'tfindit.”
o Example: “You get to the shop and realise the part you need is out of stock—

again.”
o Example: “You miss out on gpplying for a job because you dian’t know the
deadline had changed.”

3. Inpairs, read your three lines to your partner.
4. Your partner chooses which line feels the clearest and most relatable.
Why we’re doing this:
e Astrongopening line makes the audience leaninand think, “Yes, /know that problem!”
e [fyour opening is too vague, your pitch won’t land — even if the solution is great.
e Theright starting point builds instant connection and trust.
Reflection:
After the exercise, discuss as a group:
e Which opening lines made people nod in recognition?
e Did some lines feel too abstract or hard to imagine?
e How can you refine your opening so anyone could instantly “see” the problem you
solve?

Solo Exercise: Show, Don’t Tell

Dropbox’s success started with a short demo video that made the problem and solution
instantly clear. Instead of only talking, Drew Houston showed people exactly how it worked in
real life.

Your task:

1. Write down one everyday situation that shows the problem your project solves (keep it
to one or two sentences).

Example: “You spend half an hour looking for the right form online and still can’t find it.”

2. Now, instead of explaining your solution in words, sketch it. Use stick figures, arrows, or
icons — whatever shows the “before” and the “after.”

3. Imagine you had to pitch your project in a 20-second silent video — no words, no
technical details, just actions. Draw the 3-4 frames that would appear in this mini-
demo.

4. Read your frames back to yourself: could someone understand the problem and
solution just by looking at them?

Why:

« Your audience remembers what they see more than what they hear.
- If your idea can be shown in a simple sequence, it's ready to stick in people’s minds.
« A demo doesn’t have to be polished — clarity is what counts.

Case Study: Pebble

How One Pitch Made Smartwatches A Thing

Pebble began with a young entrepreneur, Eric Migicovsky, who wanted a simple way to see
notifications from his phone on his wrist while cycling. The idea seemed promising, but when
he first tried to raise money, traditional investors were sceptical. They doubted there was a
real market for a smartwatch and didn’t see the potential in what seemed like a niche gadget.
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Migicovsky was accepted into the Y Combinator startup programme in 2011, which gave him
some initial momentum, but even there, raising significant investment was a struggle.

Instead of giving up, Pebble turned to Kickstarter in 2012, creating a pitch video that would
change everything. The video, running just under 3 minutes, was simple and direct. It didn’t
focus on technical jargon or the inner workings of the device. Instead, it showed people using
the watch in everyday situations: a jogger checking their pace, a cyclist changing music
without stopping, someone glancing at an incoming message without pulling out their phone.
By presenting relatable moments, Pebble made the concept of a smartwatch immediately
understandable and appealing.

Pebble’s Kickstarter pitch was groundbreaking, raising over 10 million dollars and proving that
people everywhere wanted a smartwatch. For afew years, they even led the market. But when
Apple entered with the Apple Watch, Pebble couldn’t keep up with its global reach and
resources. Despite having a passionate community and record-breaking crowdfunding
campaigns, Pebble shut down in 2016.

Lesson learned: A pitch can be more than a presentation — it can also test whether people
truly want your idea. Pebble used crowdfunding not only to explain their smartwatch but also
to see if people would support it. By raising money directly from backers, they proved there
was real demand before approaching investors.

4.2 Interactive Exercise: Everyday Work Moments

Pebble’s pitch was powerful because it didn’t just list features — it showed real-life situations
where people would actually use their smartwatch. You can do the same with your project
idea.

Since your idea comes from a problem you saw during your work-based learning, think about
the everyday work moments that show why your solution matters.

How it works:
1. Think back to your WBL experience. Write down 2-3 moments in daily work where the
problem you identified actually showed up.
o Example: “‘When a customer had to wait too long because no one knew who

should help them.”

o Example: “When products piled up in storage because staff dian’t know what
was already available.”

o Example: ‘When a colleague gave up on using a tool or system because it was
too complicated.”

2. Now, write down how your solution would change those moments for the better.
o Example: ‘Instead of waiting, the customer is greetedimmediately by the right
person.”
3. Share your moments and solutions with a partner or small group.
4. Together, brainstorm how you could show these moments in your pitch — with a short
story, a visual, or even a simple role play.
Why we’re doing this:
e People connect with specific situations more than with abstract ideas.
e Showing the “before and after” makes your solution feel real and valuable.
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e |f your audience can picture how your idea improves everyday work, they’ll be much
more likely to remember and support it.
Reflection:
Ask yourself: If someone from the company where | did my WBL hears my pitch, will they
immediately recognise the work moments | describe? If yes, you've made your pitch concrete
andrelatable.

4.3 Solo Exercise: Work Moments Snapshot

Pebble made their pitch strong by showing real-life situations, not just features.
Your task:

1. List 3moments you observed in your WBL that show the problem your idea solves.

2. Under each moment, write one line starting with: “With my solution, instead..”

3. Pickthe most powerful “before and after” pair and put it into your pitch.
Why: If you can write a clear *before vs after” on your own, you’ll have a story that sticks.

4.4 Case Study: The Black Glove

When |deas Are Too Abstract

The Black Glove was a video game pitched on Kickstarter in 2014 by developers who had
previously worked on the hit game Bjoshock Infinite. The pitch promised a surreal,
experimental game blending art, music, and narrative. The idea was set in a surreal theater
where players could use a special glove to change the history of artworks: for example,
switching the artist, the medium (painting to sculpture), or the theme (love, fear, freedom).
The artworks and theatre would evolve based on these changes, gradually revealing
mysteries.

While the pedigree of the creators was strong, the campaign failed to reach even half of its
$550,000 goal. Why? The main issue was that the pitch was too vague. The video and
campaign page used impressive visuals and references to artistic ambition, but after
watching, many potential backers still couldn’t clearly explain what the game actually was or
how it would be played. If your audience can't summarise your idea in one or two sentences
after hearing it, they’re unlikely to support it.

The Kickstarter was cancelled after only raising about $220,000. Despite the team’s
credentials, the unclear message meant the project lost momentum and trust.

Lesson learned: A pitch needs to be clear enough that your audience can repeat it back to
you. If people walk away confused, no number of flashy visuals or famous names will save the
idea. Always ask yourself: “‘Could someone explain my project to a friend after hearing my
pitch?”If not, simplify until they can.

Interactive Exercise: Pitch Swap

In the Black Glove case study, we saw what happens when a pitch is unclear: if your audience
can’t explain your idea after hearing it, they won’t support it. This exercise will help you test
whether your own pitch is simple and memorable enough.
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How it works:
1. Pair up with another participant.
2. Take 5 minutes to explain your project idea to your partner. Keep it simple: What
problem are you solving? What’s your solution? Why does it matter?
3. Now swap: your partner explains their idea to you.
4. One by one, each of you will present your partner’s idea to the whole group — as if it
were your own.
Why we’re doing this:
e [fyour partner can explain your idea clearly, you know your pitch works.
e Ifthey struggle, it's a sign you need to simplify or sharpen your message.
e Thismirrors a real audience: they should be able to tell someone else about your idea
after hearing you just once.
Reflection:
After everyone has pitched, discuss:
e What parts of your idea were easy for your partner to remember?
e What parts got lost or confused?
e What can you change in your pitch to make it clearer next time?
The goal isn’t to be perfect, but to learn how others hear your idea. A great pitch is one that
Sticks.

Solo Exercise: The Grandparent Test

A good test of clarity is to imagine explaining your idea to someone with no background in your
field — like your grandma, or a neighbor, or a friend who doesn’t know the industry.

Your task:
1. Write down your pitch in 3-4 simple sentences.
Read it out loud as if you were talking to someone with no knowledge of your field.
Now do this test:
Could that person explain your project back to you in one clear line?
Could they tell a friend about it without getting confused?
If the answer is no, rework your pitch. Cut jargon, shorten sentences, and focus onthe
problem and solution only. Then try the test again.

~e e Ui N

Why:

If someone outside your world can repeat your idea clearly, then your pitch is simple enough
to spread. If they can’t, you need to simplify until they can. Remember: if your audience can’t
repeat your idea after hearing it once, they won’t supportit.

Bonus Tip: Calming Your Nerves Before Pitching

It's normal to feel nervous before you pitch. Even the best speakers do. The trick is not to “get
rid” of nerves, but to channel them into energy that helps you perform.
Try this simple breathing exercise before your pitch:

1. Sitor stand tall, shoulders relaxed.

2. Breathe in slowly through your nose for 4 seconds.

3. Hold your breath for 4 seconds.

4. Breathe out gently through your mouth for 6 seconds.

5. Repeat 3-4 times.
Why it works: The key is that your exhale is longer than your inhale. When we're stressed or in
danger, the body goes into “fight or flight” and breathing becomes rapid and shallow. By
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making the exhale longer, you send the opposite signal to your brain and body: “/'m safe, /can
calm down. ”’Scientifically, this activates your parasympathetic nervous system — your body’s
natural “rest and recover” mode. It slows your heartbeat, reduces tension, and clears your

mind.

Your Last Step: Practice Until It Becomes Natural

Pitchingisn'tabout being perfect from the start — it’s about getting clearer every time you try.
Nobody stands up and delivers a flawless pitch on the first go. What makes the difference is
practice: saying it out loud, hearing yourself stumble, trying again, and slowly finding the
words and rhythm that feel natural to you.

Quick Checklist Before You Pitch

Can someone repeat your idea in one sentence after hearing it?
Did you show the problem in a way that feels real?

Did you make the solution easy to imagine?

Does your pitch feel short and to the point?

Do you feel more confident each time you try it?

The exercises in this handbook are meant to give you a safe place to try, make mistakes, and
improve. Each round makes your pitch easier to follow and easier for others to remember.
When the moment comes to present your idea, you won't be starting from zero — you'll
already have put in the work to make your story stick.

38



Social
Innovation ®
Initiative

5 REFERENCES

e Donald Miller (2025) - Building a StoryBrand

e Denning, S. (2005). The Leader's Guide to Storytelling. Harvard Business Review
Press.

e Duarte, N. (2010). Resonate: Present Visual Stories that Transform Audiences. Wiley.

e Gallo, C. (2014). Talk Like TED: The 9 Public-Speaking Secrets of the World's Top
Minds. St. Martin’s Press.

e Miller, D. (2017). Building a StoryBrand: Clarify Your Message So Customers Will Listen.
HarperCollins Leadership.

e Simmons, A. (2006). The Story Factor: Inspiration, Influence, and Persuasion through
the Art of Storytelling. Basic Books.

e Why Storytelling Matters (2018), adapted from Rob Biesenbach, Unleash the Power of
Storytelling

e Denning, P. J., & Dew, N. (2012). The myth of the elevator pitch. Communications of
the ACM, 55(6), 38-40.

e Founder Institute (2023). How to Pitch Your Startup. https://fi.co/pitch-deck

e Kamps, H. J., & Kamps, H. J. (2020). Pitch Deck Design: Design is important—but
contentis king. Pitch Perfect: Raising Capital for Your Startup, 15-20.

e McCready, R. (2022). 30+ Best Pitch Deck Examples, Tips & Templates.
https://venngage.com/blog/best-pitch-decks/

e Spinuzzi, C., Nelson, S., Thomson, K. S,, Lorenzini, F., French, R. A., Pogue, G., ... &
Momberger, J. (2014). Making the pitch: Examining dialogue and revisions in
entrepreneurs’ pitch decks. IEEE Transactions on Professional Communication, 57(3),
158-181.

e Spinuzzi, C,, Nelson, S., Thomson, K. S., Lorenzini, F., French, R. A., Pogue, G., ... &
Momberger, J. (2015). Remaking the pitch: Reuse strategies in entrepreneurs’ pitch
decks. IEEE transactions on professional communication, 58(1), 45-68.

e Denning, P. J, & Dew, N. (2012). The myth of the elevator pitch. Communications of
the ACM, 55(6), 38-40.

e Founder Institute (2023). How to Pitch Your Startup. https://fi.co/pitch-deck

e Kamps, H. J., & Kamps, H. J. (2020). Pitch Deck Design: Design is important—but
contentis king. Pitch Perfect: Raising Capital for Your Startup, 15-20.

e McCready, R. (2022). 30+ Best Pitch Deck Examples, Tips & Templates.
https://venngage.com/blog/best-pitch-decks/

e Spinuzzi, C,, Nelson, S., Thomson, K. S., Lorenzini, F., French, R. A., Pogue, G., ... &
Momberger, J. (2014). Making the pitch: Examining dialogue and revisions in
entrepreneurs’ pitch decks. IEEE Transactions on Professional Communication, 57(3),
158-181.

e Spinuzzi, C,, Nelson, S., Thomson, K. S., Lorenzini, F., French, R. A., Pogue, G., ... &
Momberger, J. (2015). Remaking the pitch: Reuse strategies in entrepreneurs’ pitch
decks. IEEE transactions on professional communication, 58(1), 45-68.

Co-funded by
the European Union

Pioneer

)39



Youthpioneer.eu

Co-funded by
the European Union

Innovation ®
Initiative




