OPEN BOOK INSIGHT
PLAN FOR YOUR BUSINESS GROWTH

How well do you describe what your company
does?  ere are few sales tools more valuable
than a concise, interesting pitch that gets
listeners as thrilled about your company as you
are. It s something you need to use when you re
making a sales presentation, seeking nancing,
networking at an event, or even just chatting
with a neighbor.

Creating a great pitch is not as easy
as it sounds. And even if you have one that you
think works, it may be in need of ne-tuning.
Often, youre too close to the details of your
company to remember what will interest others.
Or you ve described your company so many
times that you start to sound robotic. Successful
pitching often comes down to a matter of
content and style. First, you need to pare down
what you do to a few succinct sentences that
someone unfamiliar with your business or even
your industry can quickly grasp.  ose words
then need to be delivered with passion and verve
that convey your excitement.

Follow these guidelines to develop or
re ne a pitch that sizzles:

OPEN WITH WHAT

MAKES YOU UNIQUE

Start your pitch with what sets your
business apart  your unique selling proposition
or USP. You need to break the ice quickly, so
avoid describing yourself in run-of-the-mill
terms. I run a food store is not nearly as
compelling as 1 sell gourmet foods from local
artisans and regional, organic farms. Some
people start out with a tagline a memorable
phrase or wordplay that focuses interest and
quickly encapsulates their company s vibe.
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For example, a company that database
segmentation and prospecting for clients might
say, We mine business data to nd the gold.

FOCUS ON PROBLEMS

AND SOLUTIONS

Every successful product or service
solves some kind of problem. Consider the
market need that your company lls. A successful

. pitch conveys this as a story with a happy ending

the problem your target market faces, and
how your company s approach alleviates that
pain. Clearly lay out the bene ts you provide

remember, it s not how a product or service
works, but what it does for the person who will
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