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My family
I live in the Bay Area 
with my husband, Matt, 
and we have three 
children: David, Isaac, 
and Miriam.



RUNNING HIKING

QUILTING MUSIC

My hobbies
I like running, swimming, 
hiking, quilting and  
music!



Lean 
Launchpad
For the last 7 years I 
have taught Lean 
Launchpad, the premier 
Stanford class on 
entrepreneurship.



Pear VC

Mar Hershenson
Managing General Partner

Early investors and company builders



We’re pre-seed & 
seed specialists



Historically, we’ve invested 
in companies worth ~$100B





The Ultimate 
Pitch Deck 



Sources:

● Sequoia Capital Deck Template 
[https://www.slideshare.net/PitchDeckCoach/sequoia-capital-
pitchdecktemplate]
[https://articles.sequoiacap.com/writing-a-business-plan] 

● Front Series A Deck [https://collinmathilde.medium.com/front-series-a-deck-
f2e2775a419b] 

● 35 Best Pitch Decks From Real-Life Startups [https://visme.co/blog/best-
pitch-decks/#airbnb-pitch-deck]

● The Market Curve [https://medium.com/sequoia-capital/the-market-curve-
44097b626f6d] 

● Market Sizing Guide
[https://pear.vc/market-sizing-guide/]

https://www.slideshare.net/PitchDeckCoach/sequoia-capital-pitchdecktemplate
https://www.slideshare.net/PitchDeckCoach/sequoia-capital-pitchdecktemplate
https://articles.sequoiacap.com/writing-a-business-plan
https://collinmathilde.medium.com/front-series-a-deck-f2e2775a419b
https://collinmathilde.medium.com/front-series-a-deck-f2e2775a419b
https://visme.co/blog/best-pitch-decks/
https://visme.co/blog/best-pitch-decks/
https://medium.com/sequoia-capital/the-market-curve-44097b626f6d
https://medium.com/sequoia-capital/the-market-curve-44097b626f6d


Company Purpose Define your company in a single declarative sentence. 

Problem Describe the pain of your customer. How is this addressed today?

Solution Why is your value prop unique and compelling?

Why now The best companies almost always have a clear why now.

Market size Identify your customer and quantify the size of your market.

Value Pro/ROI Quantify the value delivered to the customer 

Business model How will you translate your product into a thriving business that makes money?

Go to market How will you reach your customers at scale?

Traction What validation do you have? 

Team Tell the story of your founders and key team members.

Competition Who are your direct and indirect competitors. Show that you have a plan to win.

Future If all goes well, what will you have built in five years?

Financials How will you grow your revenue and your expenses for the next 3-5 years?



At pre-seed, it is all about storytelling 



… but a pitch is more than just a story. 

It is an opportunity for you to show that :

● You know your customer intimately

● You know the market intimately

● You are absolutely the right team for this

● You can get things done 

● You know the risks and have a plan to tackle it



The best decks  - FOMO

Leave the audience feeling that “this company is 
inevitable. It will happen and I better get behind 
it”. 

Even if there are risks (eg, you have not proven 
GTM), the investor should feel like “they 
understand the risks but the opportunity is huge 
and thus worthy to pursue. Plus, they are the right 
team to tackle it”



Company
Purpose



COMPANY PURPOSE

Define your company in a single declarative sentence

This is much harder than it seems 

This is not a list of features

Start with this sentence to set the stage. 









The 
Problem



THE PROBLEM

Describe the problem of your customer

What is the status quo today?

Why do they care about this problem?

This is an opportunity to tell a story about the “suffering” 
of your customer (emotional). 

This is also an opportunity to demonstrate how well you 
know your customer.







The 
Solution



THE SOLUTION

Describe your solution

Solution should address problem (it is OK to be “cute”)

If problem-solution sections are done right, the audience 
will infer the value proposition  (but just in case, specify 
your value proposition)







Why 
Now



WHY NOW

Best companies have a reason to exist

Why is this company possible today? 
● Technology driven : Generative AI 
● Platform driven : Social media opens creator market
● Regulation changes : Climate incentives

Sometimes the “Why Now” is part of “The Problem” but it 
does not hurt to be explicit







Aurora Solar 
SaaS for solar installations

Chris and Dele understood the time was now for growth in residential solar installations.



Market 
Size



MARKET SIZE

Venture companies need very large markets

Use bottoms down math to quantify market

Top down math helps mostly to understand trends 



Most VCs don’t know exact definitions



Source: The Market Curve, Mike Vernal 

830 x $550k = $462M

370k x $7k = $2.65B

1.1M x $400 = $485M
27.5M x $67 = $1.8B 2.7B x $11 = $75B

Market Size = (# of Customers) × (Revenue/Customer)



MARKET EXPANSION

If not big enough, show expansion plan

Customer Segment X
100K seats

Customer Segment Y
300K seats

Product A $1B $3B

Product B $2B $6B

Stage 1 - initial target $1B

Stage 2

Stage 3 - total market $12B



Value 
Proposition/ROI



VALUE PROPOSITION/ROI

What value do you deliver to your customers? 

Examples of value:

● Efficiency:
○ Time saved (eg, using AI to read forms reduces form 

ingestion time by 10x)
○ Labor costs (e.g, front-desk receptionist 

replacement)

● Revenue generation: 
○ Increase top-line revenue  (eg, sales tooling)
○ Lower customer acquisition costs (eg, better ad units)
○ Open up new market/channel/customer sector (eg, 

access to new marketplace)







Business 
Model



BUSINESS MODEL

How will you make money? 

Given customer ROI, does this business model/pricing 
make any sense? 

Examples: 

● Software is 10-15% of total revenue saved
● Take rate on marketplace 10-30%
● Affiliate fees/commissions between 2-25% (depends 

on industry)







Go to 
Market



GO TO MARKET

Tell how you will acquire your customers. 

Seed and to some extend pre-seed is about figuring out 
that initial go-to-market so there are few numbers. 

Show that you have early signs that your initial GTM 
hypothesis will work. (Or at least show that you have a 
good understanding of GTM options) 







Traction



BUSINESS MODEL

Pre launch. What sort validation have you done? Are there 
any clear points that this is working.

Post launch. Do you have any proof points that it is 
working? (“Traction”)

● Engagement
● Customer love
● Revenue
● Pipeline
● Unit economics
● ACV
● Retention. Expansion. 









Team



TEAM

What makes this team special.

It is not just logos.

Why will you win? What is you founder-market fit? What 
have you done that is impressive?

This is an opportunity to tell your story. 









Competition



COMPETITION

It is important to show that you have a clear 
understanding of the competition. Don’t hide it. 

Why will you win?  How will you win? 

2x2 are a good visual. Choosing axis is key.

Feature matrix gets busy quickly. Keep simple. 







Future



FUTURE

What is the vision in 5 years? 10 years?

This is an opportunity to tell investors why this company 
will be a BIG company. 

Think big.  





Financials



FINANCIALS

What is your funding ask?

What will you achieve with that money in 1 and 2 years? 
What will you de risk? What milestones will you reach? 

Have ready a financial model to send to investors. This 
model should clearly outline assumptions. Investors want 
to know how you think.





1

How big can it 
get?

3

How defensible 
long term?

2

How much 
capital to scale?

Market Scale Defensibility

Three* key questions to check if idea is 
venture backable

* Only first one really matters, especially in the “good times” when cash is cheap
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