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PART 01
The Business

6 chapters
Establish the opportunity, the answer, the proof, the trajectory, the prize, and the landscape. Six chapters that frame why this business deserves to exist.


CHAPTER 01  ·  THE OPPORTUNITY
Problem & Market Need

Today’s customer is underserved. Capture the gap your business closes — with as much specificity as possible.
THE PROBLEM
Describe the pain point in one sentence. Quantify it where possible — hours lost, money wasted, friction created.
	



WHO IS AFFECTED
Identify the customer segment(s) most affected. Estimate the population and the depth of the pain.
	



WHY NOW
Explain the market shift, regulation, or technology trend that makes this the right moment to act.
	



COST OF INACTION
Quantify what the customer loses each month by not solving this — in time, money, risk, or opportunity.
	





CHAPTER 02  ·  OUR ANSWER
Solution, Product & Service

Describe what you deliver, why it is differentiated, and the shift it creates for the customer.
WHAT WE DELIVER
One clear paragraph. Lead with the outcome the customer gets, not the technology behind it. End with the proof point.
	



CORE CAPABILITY
The headline feature — what you do better than any alternative.
	



KEY DIFFERENTIATOR
Proprietary tech, data advantage, or unique IP that is hard to copy.
	



CUSTOMER OUTCOME
The measurable result — time saved, revenue gained, risk reduced.
	



BEFORE STATE
The customer’s current state — what’s broken, slow, manual, or costly today without you.
	



AFTER STATE
The new state with you — what becomes fast, automatic, cheaper, or possible for the first time.
	





CHAPTER 03  ·  THE PROOF
Traction & Validation

Evidence the market wants what you’re building — customers, revenue, and the growth curve.
	CUSTOMERS / USERS
	MRR / ARR
	GROWTH (MOM)

	
	
	



SELECTED CUSTOMERS, PARTNERS & PILOTS
Name 4–6 organisations with logos available, and the nature of the relationship.
	



WHAT WE’VE PROVEN
Capture 2–3 concrete wins: a flagship customer outcome, a pilot result, a signed LOI, or a usage milestone.
	





CHAPTER 04  ·  THE TRAJECTORY
Product & Business Roadmap

What you ship and what you hit, on a 24-month horizon. Same four stages as the deck.
Today  ·  Foundation
PRODUCT
	



BUSINESS
	



+ 6 Months  ·  Validation
PRODUCT
	



BUSINESS
	



+ 12 Months  ·  Scale
PRODUCT
	



BUSINESS
	



+ 24 Months  ·  Leadership
PRODUCT
	



BUSINESS
	





CHAPTER 05  ·  THE PRIZE
Market Analysis

Total, addressable, and obtainable market — plus the trends, segments, and dynamics driving demand.
	TAM (€)
	SAM (€)
	SOM (€)

	
	
	



MARKET TRENDS
2–3 secular trends driving demand — regulation, technology adoption, demographic shifts.
	



CUSTOMER SEGMENTS
Primary, secondary, adjacent segments. Indicate which you win first and why.
	



GROWTH DYNAMICS
Category CAGR, capital flowing in, adjacent markets unlocking new buyers.
	





CHAPTER 06  ·  THE LANDSCAPE
Competitive Position

Key competitors, your positioning, and what protects you. Honest SWOT, then the single-sentence moat.
STRENGTHS
Unfair advantages — proprietary tech, founder expertise, data moat, exclusive partnerships.
	



WEAKNESSES
Honest gaps — capital intensity, distribution to build, brand recognition, scale yet to prove.
	



OPPORTUNITIES
Tailwinds you can ride — regulatory openings, technology adoption, adjacent markets, M&A momentum.
	



THREATS
External pressures — incumbents reacting, substitutes emerging, policy shifts, macro cycle.
	



WHY WE WIN
State the moat in one sentence — what you have that competitors cannot acquire quickly.
	






PART 02
How We Win

5 chapters
The mechanics of the business: engine, go-to-market, numbers, unit economics, and the people who operate the plan.


CHAPTER 07  ·  THE ENGINE
Business Model

How money is made, distributed, and priced — captured first in one sentence, then unpacked.
IN ONE SENTENCE
“We make money by [verb] from [customer type] when [trigger event] — a [pricing model] structure that scales with [unit].”
	



REVENUE STREAMS
Subscription, transaction, license, services. Note unit economics — gross margin and contribution per unit.
	



DISTRIBUTION CHANNELS
Direct sales, online self-serve, partners, marketplaces. Indicate share of revenue per channel.
	



PRICING STRATEGY
Tiered, value-based, freemium, or usage. Show how price reflects value delivered and benchmarks against peers.
	





CHAPTER 08  ·  GO-TO-MARKET
Marketing & Sales Strategy

How you acquire, convert, and grow customer relationships — with the benchmarks that define “good.”
CUSTOMER ACQUISITION
Channels, partnerships, and content strategy. Target CAC and time-to-payback by channel.
	



PROMOTION & AWARENESS
Brand positioning, demand generation, and the messaging that converts cold to qualified.
	



GROWTH & RETENTION
Expansion motion — net revenue retention, referral loops, and account-based growth plays.
	



	SALES CYCLE
	LEAD CONVERSION
	CAC PAYBACK
	WIN RATE

	
	
	
	





CHAPTER 09  ·  THE NUMBERS
Financial Projections (5 Years or more for long-term investments)

Top-line trajectory, profitability path, and the drivers that move the model.
	REVENUE BY YEAR 5
	EBITDA MARGIN YR 5
	BREAK-EVEN YEAR

	
	
	



DRIVER: PRICING
ARPU / ACV trajectory and pricing power. Flat through Year 2, +X% from Year 3.
	



DRIVER: CONVERSION
Lead-to-customer rate, churn per year, expansion as % NRR.
	



DRIVER: COST STRUCTURE
Variable cost ratio and where operating leverage kicks in as fixed costs amortize.
	



DRIVER: SCENARIOS
Base / Upside / Downside cases stress-tested for runway and capital efficiency.
	





CHAPTER 10  ·  THE ECONOMICS
Unit Economics

The math behind a customer — and what it tells investors about scalability.
	CAC
	LTV
	LTV : CAC
	PAYBACK (MO)
	GROSS MARGIN

	
	
	
	
	



WHAT THIS TELLS INVESTORS
Frame your unit economics relative to industry quartiles. Translate the LTV:CAC into a return-on-CAC story.
	





CHAPTER 11  ·  THE PEOPLE
Team & Leadership

Founders, key hires, and advisors — the operators behind the plan.
Person 1  ·  Founder & CEO
	FULL NAME
	PRIOR @

	
	



BACKGROUND & UNIQUE CONTRIBUTION
Background, signature achievement, and the unfair advantage they bring to this market.
	



Person 2  ·  Co-Founder & CTO
	FULL NAME
	PRIOR @

	
	



BACKGROUND & UNIQUE CONTRIBUTION
Background, signature achievement, and the unfair advantage they bring to this market.
	



Person 3  ·  Head of [ Function ]
	FULL NAME
	PRIOR @

	
	



BACKGROUND & UNIQUE CONTRIBUTION
Background, signature achievement, and the unfair advantage they bring to this market.
	



Advisory Board
List 2–4 advisors with the credibility that opens doors — operators, domain experts, or category investors.
	





PART 03
The Ask

3 chapters
The raise, the path forward, and the honest assessment of what could go wrong.


CHAPTER 12  ·  THE ASK
Funding Requirements

How much, on what terms, with what runway — and how the capital becomes growth.
	AMOUNT RAISING (€)
	ROUND (SEED / SERIES X)
	RUNWAY (MONTHS)

	
	
	



	EQUITY OFFERED (%)
	PRE-MONEY (€)
	INSTRUMENT

	
	
	



USE OF FUNDS — PRODUCT & R&D (% & DETAIL)
Engineering hires, platform build-out, IP.
	



USE OF FUNDS — SALES & MARKETING (% & DETAIL)
GTM team, demand generation, partnerships.
	



USE OF FUNDS — OPERATIONS (% & DETAIL)
Infrastructure, compliance, customer success.
	



USE OF FUNDS — WORKING CAPITAL (% & DETAIL)
Reserve, contingency, opportunistic spend.
	



MILESTONE AT 12 MONTHS
e.g., 25 paying customers  ·  € XX K MRR.
	



MILESTONE AT 18 MONTHS
e.g., € XX K MRR  ·  expand to segment Y.
	



MILESTONE AT 24 MONTHS
e.g., € X M ARR  ·  Series A-ready metrics.
	





CHAPTER 13  ·  THE PATH
Conclusions & Next Steps

Why this opportunity, why this team, why now — followed by the concrete next steps for the conversation.
WHY NOW
The market window is opening. Customer pull is real. Capital deployed today compounds for the next decade.
	



GROWTH PLAN
Defined milestones for the next 12, 24, and 36 months — product, revenue, team, and geography.
	



WHAT WE NEED
Capital, strategic introductions, and partnership endorsements that accelerate the plan.
	



NEXT STEP 01
Schedule a deep-dive with the founding team.
	



NEXT STEP 02
Review the data room — financial model, references, IP.
	



NEXT STEP 03
Indicative term-sheet conversation within [ X ] weeks.
	





CHAPTER 14  ·  THE RISKS
Risks & Mitigations

The honest version — what could go wrong, and how each scenario is hedged.
Market Risk  ·  Adoption may be slower than modeled
RISK DESCRIPTION
What happens, why, and how likely. Be honest — investors discount overconfidence.
	



→  HOW WE HEDGE
The structural moves that limit downside — contracts, capital efficiency, diversification.
	



Execution Risk  ·  Hiring or technical delivery slips
RISK DESCRIPTION
What happens, why, and how likely. Be honest — investors discount overconfidence.
	



→  HOW WE HEDGE
The structural moves that limit downside — contracts, capital efficiency, diversification.
	



External Risk  ·  Competitive or regulatory headwinds
RISK DESCRIPTION
What happens, why, and how likely. Be honest — investors discount overconfidence.
	



→  HOW WE HEDGE
The structural moves that limit downside — contracts, capital efficiency, diversification.
	






APPENDIX
Supporting analysis

5 sections
Supporting analyses referenced from the main plan. Replace the illustrative figures with your own model output.


APPENDIX A01  ·  MARKET
Market Sizing — TAM, SAM, SOM

Detailed market-sizing rationale and source citations behind the headline figures.
METHODOLOGY
How TAM, SAM, and SOM were calculated. Bottom-up, top-down, or hybrid.
	



SOURCES
Industry reports, government statistics, third-party research, primary interviews.
	





APPENDIX A02  ·  FINANCIALS
Revenue Projections (2026–2030)

Revenue ramp by year, with the assumptions behind each step.
YEAR-BY-YEAR REVENUE (€ M)
	



KEY ASSUMPTIONS DRIVING THE RAMP
Customer count, ARPU, churn, expansion.
	





APPENDIX A03  ·  FINANCIALS
Break-Even Analysis (2026–2030)

Revenue vs. total costs — the crossover marks operating break-even.
YEAR OF BREAK-EVEN
	



COST TRAJECTORY COMMENTARY
Where fixed costs flatten and gross margin scales.
	





APPENDIX A04  ·  FINANCIALS
Cost Structure (Year 1)

Allocation of operating expenses in the first year of operation.
PAYROLL (% & DETAIL)
	



R&D (% & DETAIL)
	



MARKETING (% & DETAIL)
	



OPERATIONS (% & DETAIL)
	



OTHER (% & DETAIL)
	





APPENDIX A05  ·  BUSINESS MODEL
Revenue Model — Five Streams

The five revenue streams that compound to drive total contract value.
01  ·  RECURRING REVENUE
Subscription contracts — predictable, high-retention income that compounds over time.
	



02  ·  ONE-TIME SALES
Implementation, setup, or perpetual license fees collected at the point of sale.
	



03  ·  UPSELLING
Move customers to a higher tier or expanded plan as they grow inside the product.
	



04  ·  CROSS-SELLING
Sell adjacent products that complement the original purchase and lift account value.
	



05  ·  POST-SALE SERVICES
Premium support, consulting, and managed services that deepen the customer relationship.
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