High Impact Lessons In Leadership and Strategy for Startups

A Comprehensive Guide to Taming the Entrepreneurial Beast

Introduction: The Lion as Metaphor

Running a startup is like taming a lion—powerful, potentially majestic, but also dangerous and unforgiving. One wrong move and you get mauled. But master the craft, and you
command respect, territory, and loyalty. This guide synthesizes battle-tested principles across seven critical dimensions of entrepreneurial leadership: Vision, Sales, Focus,
Communication, Marketing, Business Planning, and Strategic Execution.

The lion represents your business—wild, hungry, and full of raw potential. Your job as leader is to harness that energy, direct it purposefully, and build something that roars loud
enough to be heard across the marketplace.

1. VISION: The Lion's Direction

Context Lesson

Vision isn't a strategic plan or a to-do list. It's the imagery of "what it will look like when it's done" —a crisp, precise picture that adds tangible value. Vision comes from the Latin
root meaning "to see," and as a leader, your primary job is making others see what's in your mind.

The Core Principle: A good vision forces you to choose what you concentrate on and what you deliberately ignore. Without this clarity, you're a lion chasing every antelope—
exhausting yourself while catching none.

Examples from the Field

Google's Founding Vision
When Sergey Brin and Larry Page presented to venture capitalists, their vision was breathtakingly simple: "Organize the world's internet data" with a webpage and a simple
search box. No clutter. No complexity. Just crystalline clarity.

Steve Jobs and "Think Different"
During a meeting with ad agency Chiat/Day, Jobs couldn't catch five crumpled paper balls representing five ideas thrown at him. The lesson: focus on one core idea so people can
grasp it. The result was "Think Different" —crisp, true, and value-adding.

Bill Gates' Strategic Choice
Early in Microsoft's journey, Gates faced a dilemma: create a customized OS for IBM or stay true to his vision of "putting a desktop in every home." He chose the latter, refusing
to dilute his core conviction. Vision helped him know what NOT to do.

The Neighborhood Disruptor
A school dropout working in his father's fruit business created a local service connecting people with home improvement professionals—essentially Craigslist before Craigslist.

His vision wasn't grand, but it had clarity, delivered value, and caused disruption. He started making 20,000/month.
Deep Insights

1. Vision Requires Sacrifice
Master pianist Glenn Gould, when asked what it takes to play like him, replied: "Give everything else up." Vision is a single-minded pursuit at the expense of most everything
else.

2. Vision Must Be Alive
Vision isn't something you write once and mount on the wall. It needs to propel you out of bed every morning. It must be vivid enough to sustain you through the "eating glass
and staring into the abyss" moments Elon Musk describes.

3. The 10X Rule
Your vision must be 10X better than existing alternatives. Incremental improvements don't inspire sacrifice or attract resources. Are you selling vitamins (nice to have) or
painkillers (must have)?

4. Imagination as Prerequisite
Behind every transformative vision—man walking on the moon, GPS tracking to meter accuracy —lies bold imagination. Vision means "to see the future reimagined."

Practical Framework: Vision Clarity Matrix

Vision Element Strong Signal Weak Signal
Crispness Explainable in one sentence Requires paragraphs of context
Value Proposition Clear benefit to specific audience Generic "making things better"
Focus Defines what you WON'T do Tries to be everything to everyone
Emotional Resonance Gets you out of bed excited Feels like obligation
Disruptive Potential 10X better than alternatives Incremental improvement
Key Takeaways

1. Crispness trumps comprehensiveness - If you can't explain your vision in one sentence, you don't have one yet

2. Vision guides elimination - Its primary value is helping you say "no" to distractions

3. Two paths to vision - Some leaders know from day one (Facebook, Google); others discover through persistence (Netflix)

4. Test for aliveness - If your vision doesn't make hard decisions easier, it's decorative rather than functional

5. Protect it ruthlessly - Like Steve Jobs attending to micro-details aligned with Apple's vision, be open to details but don't be blind to threats



2.SALES: The Lion's Hunt

Context Lesson

Sales is to a company what hunting is to a lion. Without it, you starve. It's the lifeblood that keeps everything else running. Sales is like water supply to a home—you might
survive without electricity, but you cannot survive without water.

The Paradigm Shift: People don't buy products; they buy better versions of themselves. Your job isn't to sell objects but to sell stories, visions, and feelings.
Examples from the Field

Joe Girard's Transformation
The world-renowned salesman started by begging customers, appearing desperate. He failed. His breakthrough came when he made it about value to the customer, not his need to
make the sale.

iPod's Silhouette Campaign
Apple didn't show the product's technical specifications. They showed silhouettes of people dancing, allowing customers to imagine themselves with an iPod. They sold the
feeling, not the device.

The Australian Student Pack Project
A customer claimed no budget to improve their hundreds-of-pages paper binder student pack. By sharing a vision of what could be done —making it interactive and online for
younger generations—the consultant demonstrated value. The vision added value, so the budget appeared.

Jeff Bezos's Customer Obsession
Amazon's founder built an empire on one principle: obsess about customers and customer service. Referrals became their cheapest sales channel because served customers
became volunteer salespeople.

Deep Insights

1. Sales as Listening
To sell is to listen more than talk. Listen for what customers aren't saying, the bigger picture of their situation. Done well, you become an advisor solving larger problems, not
just a vendor.

2. The Cost of Inaction
People perceive the cost of inaction as higher than gaining something. Show prospects what they're losing by not acting. Companies always have budgets when you demonstrate
how their lives improve.

3. Make It Easy to Say Yes
Don't make it easy for customers to say no, delay, or postpone. Give them choices like a clever parent: "Would you like two or four broccoli?" Both options lead to yes.

4. Trust as Currency
After making the sale, service delivery determines your next ten sales. One unhappy customer tells more people than ten happy ones. Never let customers lose their trust.

5. The Spiritual Dimension
Sales can be spiritual when intention transforms. It's not the act (corporate vs. religious) but the intention behind it. Serving customers who trust you with their resources is a
sacred responsibility.

The Sales Psychology Framework
Psychological Principle Application Example

Better Self Identity Show the transformed customer Real estate staging with neutral colors
Emotional Connection Human-to-human, not data dumps Apple's "why we exist" vs. Microsoft's specs

Perceived Loss Highlight cost of inaction "What happens if you don't solve this?"
Choice Architecture Options that all lead to yes Packages: Basic, Premium, Enterprise
Social Proof Leverage referrals actively Customer testimonials in sales process
Key Takeaways

1. Start with WHY - Why should they use this? Why did you build it? Why are you selling? Make the emotional story prominent
2. Serve, don't sell - If you genuinely serve, sales become natural byproducts

3. The niche strategy - Start small like Amazon with books; dominate a segment before expanding

4. Product must have soul - Apple vs. Microsoft—one appeals to heart, one pushes spreadsheets

5. Never let them down - Fix problems immediately; own mistakes; maintain trust at all costs

6. Everyone sells - Every employee should understand and embody what the company is about

3. FOCUS: The Lion's Gaze

Context Lesson

A distracted lion misses its prey and goes hungry. Focus is your ability to direct attention to what truly matters while eliminating everything else. Your attentional space is a
limited, precious resource.

The Central Truth: Multitasking is an illusion that reduces effectiveness. Even a phone on the table during conversation deteriorates quality. Focus creates your reality.

Examples from the Field

Warren Buffett's Two-List Strategy
Buffett asked his pilot Mike Flint to list his top 25 life goals, then circle the top 5. Mike planned to work on the top 5 immediately and fit in the other 20 when time allowed.

Buffett's response: "No! The second list is everything you avoid until you've accomplished the top 5." The bottom 20 aren't secondary priorities —they're active threats to your
real priorities.



Jerry Seinfeld's Unbroken Chain
Seinfeld forced himself to write jokes daily by marking an X on his wall calendar each day he wrote. After several days, he had a chain of X's. His only rule: "Don't break the
chain." Persistent, sustained focus over long periods yielded his decades-long success.

The Book-Writing Method
A prolific author who wrote 15 books in 5 years followed this process: one week in complete solitude for the first draft, one week for editing, then publication review. In solitude,
creativity resonates with universal energy.

Jack Ma's Nine Rabbits
Imagine trying to catch 9 rabbits in a pen simultaneously. You'll catch none. Focus on grabbing one rabbit at a time. When growing, it's tempting to say "we can do this AND that
AND something else." The moment you fragment your vision, you're in trouble.

Frank Lowy's Question

At a Westfield Corporation executive retreat, founder Frank Lowy asked a simple question: "Are you spending my money or making me money?" He distilled business to its
essence —either spend money or make money. Focus on profitable growth.

Deep Insights
1. Eat the Frog First
Identify your toughest task each day and do it first thing in the morning. If you have two difficult tasks, eat the bigger frog first. Unhandled "frogs" sit there croaking, becoming

bigger nuisances over time.

2. Intentional Attention (Chris Bailey's Framework)

Productivity Quadrant Necessary Unnecessary
Attractive Purposeful work (focus here) Distracting work (minimize)
Unattractive Necessary work (batch & complete) Unnecessary work (eliminate)

Focus on purposeful work —meaningful, high-impact items that advance your vision.

3. Attentional Space Concept
Your attentional space is limited. Every distraction dilutes it. Choose to fill your attentional space with the task you want to focus on and actively remove all other distractions.

4. Attention as Wealth
Every time you give attention to something, you're spending tangible wealth. Your attention is the cost you pay to acquire something in your consciousness. What you pay
attention to becomes part of your consciousness— positive or negative.

5. Large vs. Small Business Difference

The main difference is ability to sell products and services. If you oversee $12M annual revenue, that's roughly $5,000 per hour. Spend those hours on topics truly requiring your
attention.

The Five Focus Areas Framework

Focus Area Why Critical How to Implement
Customers Trusted you with resources Consistently deliver high value; never make them reduce expectations
Prospective Customers Future revenue pipeline Leaders must spend time understanding customer reality; 4 days/week outside office
Product Deficiencies kill retention Run tight standup meetings; use RAG system (Red/Amber/Green)
Employees Fire in belly determines outcomes Hire top performers; eliminate marginal performers who endanger the company
Core Business Revenue concentration Practice Souji (Japanese art of cleaning)—annually eliminate non-essential activities
Key Takeaways

1. The illusion trap - You cannot effectively multitask on cognitive tasks; choose one thing and do it exceptionally well

2. Create a zone - Insights come when inner world connects with outer world—only possible doing one thing at a time

3. Quality time principle - Giving someone attention with a laptop between you doesn't qualify as quality time

4. Vision-Sales-Focus trilogy - Vision is "what one sees," Sales is "what it takes to get there," Focus is "how I will get there"
5. Change tactics, not targets - Stay locked on your prey; adjust approach, not objective

6. Meditation as tool - Increases attention generally; helps see the gorilla in the crowd (awareness) while maintaining focus

4. COMMUNICATION: The Lion's Roar

Context Lesson

Communication isn't shoving ideas down throats—it's helping others see things from your perspective. It's the bedrock of making anything work: personal relationships,
professional relationships, even divine relationships.

The Success Formula: You control two elements of success—Competence and Communication. Competence without communication means nobody knows you exist.
Communication without competence means you change jobs yearly before reality catches up.

Examples from the Field

The Witty Salesperson

A customer demanded "half a pumpkin." The salesperson insisted on a smaller whole pumpkin, eventually directing the customer to his manager. Walking to the manager, he
said, "There's an idiot who insists on buying half a pumpkin," then noticed the customer behind him and continued without missing a beat, "and this gentleman wants to buy the
rest."

Wit, insight, and engagement come naturally when you know your subject matter.
The Police Commissioner Meeting
Presenting to an Australian Police Commissioner, a consultant was told to "cut to the chase." He politely but confidently pushed back: "You need to understand the security and

speed aspects. If you feel this isn't necessary, I'll move to the next topic."

The Commissioner appreciated the content and smiled. When someone listens to you, they rely on your competence. They don't mind pushback or honest feedback. They
definitely don't want a "yes man."



The Deloitte $800K Win
Accompanying his CEO to a customer implementing a $400K content management system, a division head was appalled at the solution's complexity. Instead of agreeing or
disagreeing, he asked their technical team questions:

"How many documents do you want to manage and search?"

Through questions, their CIO realized the solution was overkill. Though the CEO was initially unhappy, they got a call changing the deal to $800K. The customer loved the
candor. It started by asking questions.

The "What If" Canadian Entry
Wanting to enter Canadian markets, an entrepreneur reached out to a company's IT Manager who had no budget for website redesign. He asked: "What if I were to give you two
or three examples of how your website could be, with no obligations?"

A week later, after providing prototype designs, the IT Manager was blown away and gave him the contract—all because he got her unstuck by spurring imagination with "What
If.”

Deep Insights

1. Purposeful vs. Purposeless Communication

Type Characteristics When Appropriate
Purposeless Gossip, chatter, no concrete objective Social bonding (occasional)
Purposeful Clear idea of desired outcome Business contexts, important personal conversations

Purposeless communication without awareness leaves junk in the mind. Purposeful communication, even to evoke humor or sentiment, creates meaningful impact.

2. The Magic Words Framework

"YES" - Getting people to say yes, even on unrelated topics, contributes to the eventual bigger yes. Nodding is non-verbal yes. Mirroring body language is saying yes.
"IF" - "What if this happened?" "What if we did that?" Makes people think and imagines possibilities, unsticking them from current limitations.

"BECAUSE" - Creates justification sense even without substance. "Can I cut in because I want to copy papers?" dramatically increases success vs. "Can I cut in?"

"BUT" - Erases everything before it; enhances everything after it. "You did well BUT need improvement" (negative tone) vs. "Need improvement BUT you did well" (positive
tone). Master the BUT placement.

3. Reactance Psychology
Natural human response of defiance when perceived loss of choices or freedom occurs. Never force-convince or confuse audiences. Being convinced is an internal mechanism.
Confusion might prolong talk but won't get the sale—and it's deceitful.

4. Questions as Problem-Solving Primers
Psychology test: students writing "Will I" solved twice as many puzzles as students writing "I will." Questions prime brains to solve problems, not be stuck. As humans, we're
geared to solve problems.

5. Simon Sinek's Golden Circle
Most communicate: WHAT we build — HOW we build it — WHY we build it.

Reverse this: Start with WHY — then HOW — then WHAT.

Why works because it appeals to the emotional limbic brain where feelings are processed. Once people feel a certain way, the "what" only rationalizes decisions already made
emotionally.

Communication Best Practices Table

Principle Do This Not This
Saying No Reject the idea, not the person "How could I expect you to bring something clever?"
Crispness "Who are you, why today, what's in it for them, when start, what's next step" Long-winded context dumps
Expert Stance Push back when necessary; share honest feedback Agree with everything (coffee without coffee powder)
Body Language Notice if they're sitting cross-armed (tension); adjust Ignore non-verbal signals
Asking Questions "Be interested to be interesting" Monologue about your expertise
Key Takeaways

1. Crispness from competence - Never waste others' time; be intentional and to the point

2. Cold calls formula - Who are you, why talking today, what's in it for them, when can you start, what's next step

3. Good conversations involve pushback - Experts shouldn't agree on everything; your competence should show in words, actions, body language
4. Master the magic words - Yes (opens minds), If (creates possibilities), Because (justifies), But (strategic placement)

5. Socratic method - Ask questions to help audiences uncover truth; intelligence resides in human psyche

6. Body language awareness - Too many get rejected due to unsuitable animated motion; pay attention to comfort and openness

7. Admit when wrong - Makes you great; brings others close; allows relationship reset

S. MARKETING: The Lion's Territory

Context Lesson

Marketing is finding who should receive your product's value and what value benefit they'd receive. The goal: customers should love you or hate you—but never ignore you.
They must know you exist and what value you provide. Success comes from creating vivid emotions in potential customers' minds.

The Critical Distinction: Useless marketing has no follow-through or clear objectives. Useful marketing yields results, often through viral moments. If your campaign creates
neutral emotion, something is wrong.



Examples from the Field

Lou Gerstner's IBM Revival
Early 1990s IBM was losing money. New CEO Lou Gerstner said, "The last thing IBM needs right now is a vision." They needed to market their new image post-mainframes.

Gerstner's team identified B2B e-commerce as the focus and created a common marketing campaign identifying IBM with its new mission—a transforming moment finding
identity in the post-mainframe world.

Apple's "Think Different" Campaign
Marketing is communicating values in a noisy world. Apple's not about making boxes for jobs. Their core value: People with passion can change the world.

The "Think Different" campaign honored iconic figures who think differently and move the world forward:
"Here's to the crazy ones. The misfits. The rebels. The troublemakers... Because the people who are crazy enough to think they can change the world are the ones who do."
This connected emotionally with people sharing those values.

Android's "Be Together. Not the Same"
One of the most shared ads in 2015, showing Android's wide appeal in an emotionally appealing, tasteful manner. Demonstrated connection through difference.

MBA Chaiwala (Praful Billore)

Failed to get into prestigious MBA program. Started a tea shop: "MBA Chaiwala" (Mr. Billore Ahmedabad Chaiwala). Created a niche where job seekers dropped resumes and
employers came for tea to peruse them.

The intrigue was in the name itself —keep it intriguing yet simple.

Scottish Granny Goes Viral

Reading "The Wonky Donkey" to her grandchild with infectious laughter made the book a bestseller. Lesson: Create vivid experiences. When you do, customers will never forget
you. Digital connection means content can reach enormous audiences.

Deep Insights

1. The STP Model (Segmentation-Targeting-Positioning)
Segmentation - Who you want to appeal to and why:
* Demographic: Age, gender, income, location, family situation, education, ethnicity
« Psychographic: Personality, values, attitudes, interests, lifestyle, motivation, priorities
¢ Behavioral: Purchasing habits, spending habits, user status, brand interaction
¢ Geographic: Zip code, city, country, climate, urban/rural
Targeting - Which segment to target; creates emotional connection:
« Evaluate viability and attractiveness of each segment
¢ Catch only one rabbit at a time (Jack Ma's wisdom)
e Create connection—product values and purpose

Positioning - Position product for most valuable customer segments:

o Identify market gaps with less competition advantage
¢ Choose axes where you have differentiated strength

2. The Four Ps of Marketing

P Definition Key Considerations
Product Good or service offered Must provide value; high quality is given
Price Costs customers pay Link price to value; consider volume vs. margin; price elasticity
Promotion Disseminating information Differentiation from competitors; traditional + social media
Place Ideal customer location Where to position for conversion; applies online too

3. Pricing Strategies Toolkit

Strategy Description Example
Psychological Emotional impulses vs. logical $19.99 instead of $20; "Sale Ends Today"
Dynamic Different prices by segment/time Airline/hotel pricing by demand
Captive Low core price, high accessories Razors cheap, blades expensive; printers/ink
Competition-Based Use competitors' prices "5% cheaper than competitor"
Penetration Below-cost to gain market share Jio's cellular pricing; Uber vs. traditional taxis

4. The Sales Funnel Journey

v

Each stage requires appropriate marketing to keep process moving forward.

5. Rule of 17
Communicating a change message requires 17 repetitions. Don't give up early. People have natural mechanisms to tune out influence attempts.

The Seven Stages Before Purchase:
1. Never heard of you

2. Heard of you but know nothing
3. Know a little



4. Know what you do but never tried

5. Tried you but not convinced

6. Regular user

7. Advocate (loves and recommends you)

Key Takeaways

1. Be brief, be clear - 80% read only headlines; 20% read body copy; you have <3 seconds for attention

2. Go back to basics - Like Gerstner: identify most profitable divisions; where does money come from?

3. Relationships are emotional - Not data-driven; create emotional connection or be ignored

4. Differentiated marketing wins - Know your STP; don't appeal to everybody ("If you want to please everyone, go sell ice cream" - Steve Jobs)
5. Create intrigue - Make headlines intriguing yet simple; avoid flowery excessive words

6. Leverage social media power - Create vivid experiences; content can go viral and reach enormous audiences

7. Persist with the message - Rule of 17: repeat until they get it; most give up too early

6. BUSINESS PLAN: The Lion's Strategy

Context Lesson

A business plan gets investors interested in backing your business. Most importantly, you must hold audience interest. Avoid debt—a business crippled with debt is a heavy
weight on entrepreneurs. If you can't get early investors, build an MVP (Minimum Viable Product) to demonstrate value.

The Two Approaches: Without a blueprint, you're a lion wandering aimlessly —any direction seems fine but leads nowhere. With a blueprint, you have passion, plans for
revenue, competition analysis, ROI—and you get calls from VCs.

Examples from the Field

The VC Circuit Success Pattern
Entrepreneurs who get callbacks from 5-minute VC pitches share common elements: passion, revenue plan, competition analysis, ROI understanding, solid business plan.

Mark Cuban's Brutal Truth
"If you cannot make money in the first year, it's a hobby."

"The #1 reason people fail in business is lack of brains and lack of effort."
New innovators dismiss competition because they're head over heels in love with their ideas. Your job: educate yourself and out-learn your competitors.

Steve Jobs on Popularity
Journalist questioned his unilateral decisions letting staff go. Jobs: "I have a business to run. I'm trying to get this company profitable. I'm not here to win a popularity contest."

Without that passion and conviction, you won't have leverage to make radical changes. At first setbacks, you'll revert to default ways.

Warren Buffett's Car Story
"Imagine you could get your ideal car in the morning—the only condition is it's the only car you'll ever get in your life. It's got to last a lifetime."

That car is your body and mind—it's got to last a lifetime. Same with vision. You cannot have multiple ideas. If you're building a business, conclude what idea you'll pursue,
where you're headed, how big the opportunity is.

The Failed "Secret Sauce" Pitch
A startup met with Granite Ventures VC to present their Peer-to-Peer Hybrid Engine. VC partners asked: "What's the secret sauce?"

Answer: "There is no secret sauce—it's built on open source and industry best practices."
That was the end of the conversation.

Elon Musk on Success
Asked what it takes to be successful: "It's like eating glass and staring at the abyss. It needs very high pain tolerance. Extended period of extreme pain."

Deep Insights

The Eight Ingredients of a Good Business Plan:

# Ingredient Key Question What Investors Look For

1Vision What do you want to do? 10X better idea; original or massive improvement; must-have not nice-to-have
2 Mission Why do you want to do it? Passion to outlast rejections, failures, setbacks; not about making money

3 Market Who are you doing it for? Clearly identified segment; don't sugarcoat; spade is a spade

4 Competition Who else is doing it? You've studied them; know where you stand; prepared for them

5 Secret Sauce Why should you do it? Competitive advantage; what sets you apart; value proposition

6 Team Who's doing it with you? Strong people who challenge you; passionate experts; not friends/yes-men

7 Funding What do you need? Clear capital requirements; demonstrate exceptional opportunity

8 ROI What will you give back? Realistic financials; someone guides you on numbers; 25X potential for VCs

1. Vision (What) - The 10X Rule
90% of businesses shut in first year. 90% of remaining shut in second year. Your idea must be 10X better than existing market solutions.

Bigger the pain, bigger the business you build. Ensure your vision is "must have" vs. "good to have." Are you selling painkillers or multivitamins?

2. Mission (Why) - Passion as Fuel
You'll meet setbacks, rejection, naysayers, gratuitous advice. Impossible to outlive negative emotions without passion. You'll stop at first, second, or third obstacle without it.

Steve Jobs took $1 salary because he was passionate. That gave him leverage to make radical changes. Google, Facebook, Instagram, Amazon, Tesla, SpaceX —none started to
make money. They started from passion. Money flows when you execute the plan.

3. Market (Who) - No Sugarcoating
If you're running business for yourself, it's a hobby —may never grow beyond that. Who is your customer? What is your market? Call spade a spade.



Example: CATE app founder promoted app for people in extramarital relationships. Not ideal market, but showed he was clear on customers and wouldn't sugarcoat. This helps
identify segment and lets investors know if product/market have value.

Your big idea doesn't need to be billion-dollar. It needs to be novel and disruptive. If doesn't apply to particular segment, you'll be everything to everybody —road to disaster.

4. Competition (Who Else) - Out-Learn Them
If your plan doesn't address competitors, you won't be prepared. Most innovators are dismissive—head over heels in love with their idea.

Your product could be a tiny feature for competitors, and you'll be finished. Many products came after Facebook in social media—most didn't succeed because you cannot
succeed without knowing where you stand compared to others.

5. Secret Sauce (Why You) - Differentiation
What gives you competitive advantage? What sets you apart? What's different about you? Why should people come to you?

Common failure area: not paying attention to details. Any area you let go will suffer.

6. Team (Who With) - Strength Over Friendship
Weak, unsure entrepreneurs hire weak people to avoid conflict. When your idea has merit, strong people will challenge you—not necessarily bad.

Sometimes to avoid conflict, entrepreneurs hire yes-men who go along. Having one good person worth 100 mediocre people.

Intuition is experience distilled. Without passion and substance, you won't attract right people. Average minds work with average minds— give up easily. Without passionate
people, cannot make big leagues. They don't come cheap—need to be excited about the job.

7. Funding (What Needed) - The 25X Expectation
VCs want exceptional success stories. They operate seeking 25X returns. In 10 ventures: 6-7 won't generate return, 2-3 will be moderately successful, one gives 25X return.

In human psychology, fear of missing out is greater than gaining same amount. Your business should be one VCs fear to miss. For average ideas, they won't worry.

8. ROI (What Back) - Financial Competence
With startups, VCs know early figures don't mean much, but someone on your team should guide on financials.

Having a qualified CFO who can put together comprehensive financial projections gives VCs comfort you know what you're doing.

Know where strengths lie. If financials aren't your strength, get someone to compensate.

The One-Page Principle
How big should business plan be? One page is big enough. That page should outline everything.

Refine your elevator pitch. Sometimes you get one minute—only possible when you know where you wish to go, are clear about threats/strengths, know exactly where you're
going.

You can tell secrets of universe, but if person isn't attentive, won't matter. Unless you have their attention, they won't listen.

This ability to command attention comes only if you're crisp, succinct, have energy, eyes shine.
Key Takeaways

. Avoid debt at all costs - Between avoiding ruin and avoiding debt, choose avoid debt

. Blueprint increases odds - Can build without one, but chances of success increase dramatically with one

. Vision must be 10X - At least 10 times better than market alternatives; how big is opportunity?

. Passion outlasts fear - Mission must be fascinating; making money is not the mission—freedom to follow dreams is

Know your competition - Understand where you stack up; alternatives in market (direct/indirect)

. Secret sauce is essential - Competitive advantage; be candid with team if you have advantage to enter industry

. Hire strength, not friends - People who challenge you; experts good at what they do; don't settle for agreeable personalities
. Demonstrate exceptionality - Nobody backs "ok" —they back "grand"; show them why they'd fear missing out

. Get financial guidance - Building profitable business is tough; have someone guide



