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Hi, 'm Dave Sloan!

Founder of BigTalker

Product Management at both large and early stage P I m
companies q

I've helped dozens of startups tell their startup story and . :
mn Microsoft

execute their product strategy
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What is a strategy deck?
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Pitch deck

Intro

The problem
The solution
Traction

Market size
Sales strategy
Partners
Revenue model
Competition
Team
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Strategy deck

Who are we?

What do we believe?

How do we position ourselves?
How do we differentiate?

Who is our enemy?

Who are our target customers?
How do we measure success?

Where do we fit in ecosystem?

How do we acquire customers?
What are we going to build?




Why do we need a strategy deck?

e Helps motivate and sync the entire team, leads to product plan.

e Specifies what you are and aren't. Clarify your story.
e Ties together vision, customers, marketing, sales and product

Stakeholders

Every employee impacts the outcome, makes an impact



Who are we?

4'

X forY - high level
Elevator pitch - 2-3 sentences —
Blurb on website - About us

iBigTalker

BigTalker is Yelp for professional development

BigTalker provides companies with ‘soft skills’ training
programs to develop and retain employees. Workshops
focus on core teamwork and communication skills.

About BigTalker

BigTalker is a trusted marketplace for onsite training, guest speakers, seminars and workshops. Find your team's next
training session or team building exercise. Check community generated reviews and ratings to find the next inspirational

speaker for your team.

BigTalker focuses on providing employees with onsite training in critical soft-skills. There are unlimited online video
education platforms, but tangible, career enhancing skill-building comes from being trained and mentored in person on
the right topic by the best trainers. Employees who feel they are learning and developing their career on the job will

stay longer.

Interested in posting a talk or finding a talk that's not listed? Contact Us




What do we believe?

facebook

Mission
To give people the power to share and make the world more open and connected.
Vision

People use Facebook to stay connected with friends and family, to discover what'’s
going on in the world, and to share and express what matters to them.

Values

Be bold. Focus on impact. Move fast. Be open. Build social value.



How do we position ourselves in the market?

Learning and development landscape

Google
Youtube

CodeAcademy
Treehouse
Free code school

e How are we creating a new

category? Hack Reactor
. General Assembly
e How are we changing the rules?
e How are we not just copying
competitors in a crowded _ i
market? - Workramp

Lynda
Coursera
Khan Academy

Community colleges

Continued education

Universities -marketplace of trainers / speakers
-ratings and reviews




How do we differentiate?

1. Native desktop apps
2. Better at mobile
3. Better organized



Who is the enemy?

37 Signals - Basecamp: “Microsoft Project sucks.”
Apple: existing smartphones, Samsung, Android
“Wordpress is not for Enterprise”

Palm Treo Nokia E62
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What problem are we solving?

S THIRDLOVE HOW IT WORKS

Welcome to

Try Before You Buy

Let's get started! Your responses to our Fit Finder™ will help

"8 O 0/0 Of women wear t h e Wron g b as | Ze ." us recommend the best bra size and style for you.

START FIT FINDER™

Give your best answers! You can always update later.




What problem are we solving?

Millennials’ Most Valued Work Benefits =
1) Training & Development 2) Flexible Hours 3) Cash Bonuses

Which Three Benefits Would You Most Value From an Employer?
% Ranking Each 1st Place, Global

22%

Cash Bonuses

Free Private Healthcare

Pension Scheme or Other Retwement ; 6%
Funding '
Greater Vocation Allowance 6%
Finsncisi A with Housing 5%

Company Car

Assistance in Clearing Debits Incurred
While Studying

MatemRy /| Patem Ry Benetits

Subsidzed Travel Costs

Free Child Care

Access 1o Low Interest Loans |
Borrowing Options

Time Off to Do Coammunity / Charity Work

Qi’a‘l?g

|
LM}

i Wk, e e
aKPcB -m -“::n:n. eoum B ~*7‘;:1u'f:¢ﬂo¢ R e e
e At an o borm betesen TR0 and 2000 0 20715 Swy we ages 1535

1'd Prefer No Benefits and Higher Wages

BigTalker. “Employees
want on the job training
more than any other work
benefit.”
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Who are our customers?

Who are we targeting? Who are we NOT targeting? Enterprise - $$$$

/ \ Medium - $$$

SMB - $$

How do we identify our target customers?

Soho-$

Consumers
- free




How do we measure success?

|dentify your specific KPI
How do we NOT measure success? H

ACQUISITION: ACTIVATION:  RETENTION: CUSTOMER HEALTH:

% user growth Conversion DAU/MAU NPS
DAU rate D7/D14/D30 “Sean Ellis” Test
MAU LTV
Churn

Source: Ha Nguyen, Omidyar Network



How do we show customer traction?

At BigTalker's first workshop

e 100% of attendees want more
professional development

sessions.
92% want to learn more about the

workshop topic.

o “llearned so much, and loved the way
Kim made mindfulness relatable and
practical. I've already started using
some of her tips at work.”




How do we show traction?

Research the problem,
validate

Beta testing

Custom market research!

What secret do you know about

the market that no one else
knows yet?

e fincing: Most respondents prefer simplicity ____

“If you were to ‘build-your-own’ product online, what extent of
customization would you prefer?”

66% prefer “Simple. Fewer steps. Fewer configurable options.”

34% prefer “Highly Customizable. Many steps. Infinite configurable
options.”

Many Steps - 34%

Fewer Steps - 66%

Takeaway: Simple customization flows appeal to a broader audience




How do we fit in the ecosystem?

Where do we fit in the value chain?

O——— Generic Supply Chain Structure =0

Retailer

IManufacturer ll Wholesaler




How do we acquire customers?

Inbound vs. outbound
Paid vs. non-paid

Direct sales vs. channel

Consultants #masscustom




What are we going to build?

Launch date March 7th
Version Full Service 1.0 | | |
theme Core functionality Collaboration SEO Security
Core functionality Contact list Global notifications
The startup story is reflected lFoome -
Migrate old sites te v2
o Sign-up flow in on new marketing site i asselfserveor  |Redes: i —frictionless
in the product roadmap "‘ i " e e
Collaboration |Basic permissions ::: of m m';elfsm Set up sub-domain, assign
What are priorities? Themes? i N
permissions) Live inline editing with others
Customize avatar photo
What are we NOT building? : | i
Page specific access
: : = e
What is strategic vs customer |t st car |
z Contact list with mobile map
requested? — B e
Granular page count (like photo)
:‘::‘;y:’"‘o"“‘sm —_—
SEO Basic '|EditSEC fieids’ |Advanced SEO




Summary: What is our startup story?

\

Company description

Vision, mission, values, mantra
Competitive landscape
Differentiation

The problem we are solving
Target customers

Success metrics (KPIs)

Where we fit in the ecosystem
Customer acquisition plan
Product Roadmap

Define and socialize the startup story

Write your employees into the
company story - a sense of purpose
motivates them
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Discussion

Thank you!
Dave Sloan

e dave.sloan@gmail.com
e https://medium.com/@dave_sloan
e www.bigtalker.io
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appendix




What is a strategy deck?

The pitch deck

Intro The strategy deck
The problem

The solution
Traction

Market size
Sales strategy
Partners
Revenue model
Competition
Team

What problem are we solving?
What do we believe?
How do we describe ourselves?

How do we differentiate?
How do we measure success?
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