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1. Introduction – 

The territories that are part of the SMATH project have in common by the fact of a rich
presence of cultural engines and a subopƟmal connecƟon between this cultural engine and
business oriented creaƟve industries. The challenge is to achieve the full potenƟal and boost
the power of cultural engines in order for them to truly act as catalyst of creaƟvity and
innovaƟon.

2. Main content

This  document  aims  at  explaining  the  goals  of  each  acƟvity  done  to  offer  financial
opportuniƟes for Cis in the frame of the Smath project. According to those acƟviƟes each
partner will select private investors and financiers in order to create a valuable network on
financial  operator.  Also  the  document  aims  to  explain  how  each  partner  has  set-up  a
network of private investors interested to work with project &ideas from Cis.

This  network  can  cooperate  and  support  the  CCIs  sectors  with  a  variety  of  financial
instruments tailor-made to CCIs needs and able to maximise their potenƟaliƟes of growth.

The main acƟvity consists in inviƟng financers operators to one pitching event, where the 10 
selected projects will be proposed for investment.

2.1 How to do a pitch

During the first 30 seconds of presentaƟon, investors will decide whether to stay tuned with 
the presentaƟon or pick up their mobile phone and disconnect.

Why do 98% of presentaƟons bore you? Because most presentaƟons respond to the same 
paƩern: a person reciƟng from memory, when not reading, the informaƟon presented on a 
slide through a general Ɵtle and an endless series of lists hierarchically ordered vigneƩes and
all decorated with one or more images to fill the enƟre space, because if it's there it's to 
occupy it.
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We can hardly conceive of a presentaƟon outside of these parameters.

Faced with such presentaƟons, the audience adopts raƟonal behaviour as they pass directly 
to read the slide, at best, or to disconnect as it lack  interest or is a waste of Ɵme (you could 
have mailed me the file thinks most of the assistant investors in the room). The goal is to 
differenƟate yourself from the rest.

The PowerPoint should be used to its fair extent and in a background, because actually  the 
most important of a presentaƟon is the presenter and his/her Speech.

All text and artwork should support this speech. Slides should become the thread driver, 
paraphrase and expand what comes out of the presenter's mouth.

A text-laden presentaƟon is high likely to go unnoƟced. How to get the hearing aƩenƟon? 
Telling a story.

All presentaƟons follow the same process creaƟve: a previous planning job, determining its 
structure, design it and expose it in front of the audience.

The presentaƟon should begin when you consider private investment as a source of 
alternaƟve funding. From that moment on, you should start your planning, and it goes by to 
answer a series of quesƟons.

1. What is the Problem ?  

It is necessary to make it clear that there is a big problem that we're going to solve or an 
opportunity that we're going to exploit

Explain how you solve that problem or how we're going to take advantage of that window of
opportunity. It's not the place. to make in-depth technical explanaƟons use scienƟfic 
language. Explain the benefits of your soluƟon, not the complexity technique of it.

2. Which is the Structure?  

Explain how you make the money, who pays you, the channels gross margins and scalability. 
Is the Ɵme to make it clear if it's a model already validated with first sales and which 
customers are already using it.

3. Which is the Market?  

If it is a novel model and of which there are no references in the market, look for 
comparisons in other sectors.

It's Ɵme to dedicate a few sentences to describe the market segment where it will be held, 
the size, its growth, the number of companies that they operate, moving volume of business 
and what drives it.
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4. What is the SoluƟon?  
It's Ɵme to describe the magic or the ingredient secret that hides our product or service. What we do or have
to make it impossible for anyone to easily duplicate or exceed our soluƟon.

5. Who is your Client?  

Explain who your client is, how you're going to get to him and the key factors in your markeƟng strategy. If 
they already exist customers it's Ɵme to name them.

6. How is your Team composed?  

At an early stage, investors measure a project by the quality of the promoter team. It will be necessary to highlight 
the scienƟfic, technical and business faculƟes, experience as a risk miƟgaƟng factor, and the degree of temporary, 

reputaƟonal and financial commitment to for the project.

In cases where the team is incomplete, it is  good to acknowledge it, to be aware of the gaps and

manifest the need to cover them up.

7. Which are your Financial projecƟons?  

Financial projecƟons should be aƩracƟve and credible. AmbiƟous enough for the investor, who perceives them as an
opportunity, and credible It is sufficient to include a projecƟon of the variables important financial scans, such as 
income, expenses, benefits, staff and needs.

It is also interesƟng to include the evoluƟon of key indicators of developed acƟvity.

8. What are your ObjecƟves?   

Explain the key achievements reached to date (team formaƟon promoter, prototype development, plaƞorm beta

patents, obtaining public funding, first customers, first employees, business model, recurring income, 
internaƟonalizaƟon, etc.).

But we also need to specify the main objecƟves to reach and put them in relaƟon to the amount of money

requested from investors. So the investor can  know what the fate of your money is, what you will do 

with it, how it will be used, how far it will go and what will be achieved.
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3. Selection process

Explain how you have selected investors and financers.

Investors and financers were invited accordingly to previous experiences with them. We got in touch with those 
that had shown interest in the Art & Business model on the basis that they might want to further experience that
approach. Completely new candidates were also selected and invited aŌer having been suggested that their 
organizaƟonal culture was oriented toward innovaƟon and thus that likely they might be open for some 
experimentaƟon.  Investors could be either companies or trade associaƟons potenƟally interested in suggesƟng 
the Art & Business approach to their associates. 

       How many they were.

           Around 20.

Pitching event

 Explain when you realized a pitching event where the 10 projects have been proposed for investment.

How many people were there? 

Over 70 people aƩending.

How you’ve organized it (i.e. in collaboraƟon with some insƟtuƟons etc…)?

The Pitching event was organized by the Ca’ Foscari University of Venice with the support of the Veneto Region. 

Which was the format of the pitch?

Previous to the event,  SMEs were invited to select one project among those they ha  d been   been working on the   
previous months. The resul  Ɵng 13 couples (SMEs + CCIs) were invited to present their projects at the pitching event.   
Every “couple” had 6 minutes to presen  t, they supported their presentaƟon with images or videos  .   

Six couples   out of 13 were awarded as winners.  

Projects were   evaluated by three experts (Prof. Fabrizio Panozzo, Viviana Carlet, Anna Quinz) accordingly to three   
parameters:  the project had   to be original, replicable and sustainable (the laƩer to be intended as something that   
could be realisƟcally converted into reality)  .   
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Each parameter granted 20 points, so maximum evaluaƟon was 60/60.

4.1 How to organize a pitching event

Three key points to take in account in order to organize a pitching event 

1. Defining the event’s scope:  

 The following quesƟons should be asked and answered:

 Is this a standalone event?
 Could synergies be broad by organising the forum in the framework of another event
 Should the forum be sectoral or mulƟsectoral? (A sectoral event maximises the synergies between start-ups 

and investors, but limit the mobilisaƟon and might exclude quality start-ups. It is recommended to choose 
one largely inclusive sector (such as ICT) or 2 sectors to focus on).

 What is the maturity of the local start-ups that will be showcased?
 What are my selling points (for start-up & investor mobilisaƟon)?

Once these quesƟons are answered, prepare the save the date (including mobilisaƟon arguments) to send to your 
local networks and internaƟonal partners.

2. Mobilising entrepreneurs and start-ups  

Find the appropriate partners which could ensure a quality deal flow, meaning:

 Building partnerships with good incubators and accelerators able to mobilise start-ups with proven viable projects o 
Encouraging the mobilisaƟon of start-ups presented/sponsored by an experienced professional (business angel, 
renowned serial entrepreneur, investor).

 InformaƟon can be more widely disseminated through press releases, mailings and lists, but in that case the 
selecƟon process should be more thoroughly carried out to make sure projects are viable and ready to be presented 
to investors.

3. Mobilising investors  

Partnership will be built with local investment networks (Venture Capital associaƟons

& Business angel networks) in order to maximise the mobilisaƟon and impact of the forum.
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 Targeted and personalised communicaƟon will be sent to the main local early stage investors which have not been 
mobilised/have not answered to the mobilisaƟon call launched through local investment networks.

4. Time management

Keeping the Ɵming will be essenƟal as equal presentaƟon Ɵme will be given to all start-ups.

The following programme could be followed (indicaƟve):
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- Brief introducƟon by the implemenƟng partners and main local partners (investment

networks, etc.)

- Pitching by start-ups (recommended Ɵming: 3 minutes minimum each, 7 minutes

maximum each).

- 2 quesƟons maximum from the audience aŌer each presentaƟon. Investors fill in their start-up evaluaƟon 
form which will be collected and handed to every start-up at the end of the pitching session.

-  Coaching sessions and/or networking.

5. Encouraging networking

Maximum Ɵme should be given to networking and/or coaching sessions. According to the

opƟon selected, the networking can either be:

 Informal (networking lunch/cocktail)
 Organised yet sƟll informal (For example: each entrepreneur is invited to sit behind a table with his/her 

name on, and interested investors are invited to move and discuss/coach with the start-ups he/she is 
interested in)

 Planned (For example: Investors are asked in advance which start-up he/she would prefer to coach & 
agendas of meeƟngs are prepared accordingly for entrepreneursand investors. At least 4 meeƟngs should 
be planned per investor)

AŌer the event

Get the feedback from parƟcipants !!!

4. Reccomendations and conclusions

Explain if you have suggesƟons to improve this acƟvity, at the local and internaƟonal level


