SMALL BUSINESS

Here’s THE PITCH

You won't hit a home run with investors or customers if your pitch puts them to sleep.

BY

herry Huff Carnahan,
s president of Total
Office Inc. in Akron, was
missing too many oppor-
tunities. As a free-lance
office professional, she
sought to liberate others
from tedious administra-
tive tasks. But what
seemed an easy sell
wasn’t landing clients at
networking events.

“Ilost prospective
clients because I couldn’t
seem to describe the ser-
vices I provide,” Carna-
han says. “I would just go
around in circles with a
lot of ‘ums’ and ‘ahs,” and
people would just hear
‘Total Office’ and assume
['was an employment
agency.”

Yet Carnahan’s strug-
gles are not unlike those
of many small-business
owners and
entrepreneurs, whose problems are not in
their product or service, but in their pitch.

“Many entrepreneurs and professionals
have a valuable product or service, but
they can’t hook prospective investors or
clients because they get in the way of their
own message,” says presentations trainer
and communications coach Leslie Ungar,
president of Electric Impulse Inc. in Akron.

Ungar says that in any situation, you
have 30 seconds to hook your listener. If
you can’t clearly and concisely describe
your product or service in that time,
you've missed your chance.

“Ifyou get hung up on the specifics of
what you do instead of the resuits of what
you do, and if you don’t have enough
breath to finish your sentence, you're get-
ting in the way of your message,” she says.
“That’s why the best pitch is a brief mis-
sion statement that quickly and effectively
communicates the benefits of what you do
—not whatyou are.”

For example, Ungar says a chiropractor
might use the mission statement, “I free
people from pain.” An accountant might
say, ‘I help people keep more money in
their pockets.”
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Ungar helped Carnahan focus on her
mission and encapsulate her offerings in a
compelling statement. “I free [people]
from doing the things they don’t want to
do, have time to do or know how to do —
without the cost of hiring and training a
new employee,” Carnahan says. “Now, I
use that mission statement and everyone
wants to be my client, because it’s some-
thing everyone can relate to.”

But a mission statement isn’t just a
phrase. It’s an image and a state of mind.
“You cannot successfully sell yourself to
anyone else if you're not sold on yourself
and your importance,” says Ungar. “So let
your body language, posture, facial expres-
sions, handshake — let your overall
demeanor convey that you’re the proud
gatekeeper of your company. Do this, and
you can convince that investor to invest in
you or sway the customer to give you that
big chunk of business.”

Such is the case with Don Reinhart and
Joe Bishay, who became so adept at raising
money for their Akron company, Incipio
Inc., that they decided to help others do
the same.

When Reinhart and Bishay partnered to
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launch the Internet- and
e-commerce-solutions
provider, which assists
with business-plan devel-
opment, capital acquisi-
tion, prototype develop-
ment and other e-busi-
ness-consulting services,
they secured private-
placement funds. They
credit their success to a
home-run presentation.

“In working with
others to raise capital,
we’ve found that the
entrepreneurs most suc-
cessful at attracting
investors are those who
can effectively present
themselves,” Reinhart
says. “They know how to
hold the investors’ inter-
est, and they know what
they should and shouldn’t
say about themselves and
their company.”

Reinhart adds that
when investors walk away, it’s often
because the entrepreneur baffled or bored
them, failing to paint the benefits in a big
picture.

“Some entrepreneurs use industry jar-
gon and technical terms that go over an
investor’s head. Others give lengthy pre-
sentations that suggest they’re either obliv-
ious to the rules of engagement, or uncer-
tain about what information is most impor-
tant,” he says. “It’s tricky, because once
you’ve lost their interest, you've lost their
investment.”

While science is the topic of the day for
Laura DeYoung, the principles of good pre-
sentations still apply. DeYoung, senior
environmental planner for Davey
Resource Group, a division of Davey Tree
Expert Co. in Kent, helps communities
and land developers protect or develop
their resources by complying with envi-
ronmental regulations.

“That calls for a lot of public educa-
tion,” she says. “So presentations are a key
part of my job.” Those presentations inher-
ently involve elaborate scientific data and
explanations, forcing DeYoung to simplify,

simplify, simplify.
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PRESENTS: “A lot of the information is very difficult
to follow, and I didn’t want to bore them

with scientific details,” she says. “I wanted
n o w to find ways to filter the information so
they could understand it.”
F21 W A DeYoung looked to Ungar to help pack-
age her presentations in ways that would
Honoring Northeast Ohio’s Leaders in Information Technology compel, rather than confuse, her audi-

ence. “Now I present the scientific data as
quickly and simply as possible, then I

B = ] . translate the information into goals, poli-
F‘EAT URING Ki’— YNOTE A DDRESS B j cies and initiatives affecting them, empha-

sizing the benefits,” she says. m
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Leslie Ungar’s top six strategies
When Bruce Simpson joined FedEx Custom Critical for presentations with pizazz
in 1982 as director of sales, the company had 17

employees and 40 vehicles making a few thousand  Forget the jokes. Connect with your

deliveries. Today, he is president and CEO of North audience by sharing a personal anecdote
America's largest time-specific, critical-shipment or analogy that relates to the topic. “This
carrier. A 2000 TechKnow award winner, FedEx | putsyou and your listeners at ease,
S Custom Critical’s Customer Link system was the because personal experiences are easier
firstin the industry to fully integrate two-way satellite communications to express and relate to."

into its dispatch, customer service and fleet.
* Draw the audience into your topic. Ask

“What if?" or “Did this ever happen to
you?" Spark your listeners' imagination
with sentences that begin, “Imagine ..."
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* Organize your thoughts for the ear. Use
power words and phrases, and speak
2 O 01 TECHK NOW AWAQ D W§ NNERS: with a rhythm your audience can
remember. “Consider the famous
speeches of JFK and Martin Luther King
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* Appeal to their senses. “For example,
hand out chocolates for your audience to
smell, and make an analogy to your

Place your reservation online at www.knowshow.com/register e

or contact Laurie Klingensmith at 216.771.2833, ext. 166 |

email: klingensmith@inside-business.com Wl d cHlE RGO P RS

a sales pitch. If it's a lecture, leave the
audience with something to think about.
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