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THE PRE-PITCH CHECKLIST



BASIC PREPARATION AND PRE-FLIGHT FOR ANY PITCH
1. Can I pitch my deal completely in 20 minutes or less?

3. Can I explain the Big Idea? (See the Worksheet “Frame Control: The Big Idea). Can I explain why they should buy 
or do this deal now?

4. Do I know the Time Frame I want the buyer/investor to decide in. 1 day, 1 week, 1 month? Am I prepared to make 
it very clear that there a time constraint?

5. Have I set a Time Frame for the upcoming meeting? Will the meeting be an hour? Am I prepared to announce the 
meeting Time Frame at the start?

6. Am I feeling or acting Needy in any way? Do I feel like I NEED this deal? (Please Do Not begin the meeting feeling 
this way.)

7. Am I prepared to walk away if the deal is not right for me? Even if it hurts, am I truly prepared to walk?

8. Am I prepared to get past the Croc Brain with a presentation that is Fast, Novel, Concrete, Visual & High Contrast?

2. Do I know CLEARLY how my customers take my product and make money using it (or get tangible benefits)? Do I 
know how to introduce the product using the Idea Introduction Pattern?

Use your answers and the examples on the following pages as models to prepare.
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Am I prepared to pitch fast, novel, 
concrete, visual and high contrast?
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HOW THE CROC BRAIN FILTERS INFORMATION
THE CROC BRAIN

NOVEL
FAST

VISUAL
CONCRETE 

HIGH CONTRAST



What will I use to reach my target 
population, to begin the process?
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The “Why Now?” Frame
You’re almost ready to pitch the “big idea.” But first, a 
reminder of the obvious: Nobody wants to invest time 
or money into an old deal that has been sitting around. 
This is why you need to introduce a “Why now?” 
frame. It’s vitally important that the target knows that 
your idea is new, emerging from current market op-
portunities and that it’s not some relic left over from 
bygone days. The target needs to know that you are 
pitching a new idea that came to life from a pattern of 
forces that you recognized, seized, and are now taking 
advantage of. And the target needs to know that you 
have more knowledge about these things than anyone 
else.

There are unspoken questions in the target’s mind as 
to why your idea is relevant and important and why it 
should be considered as important now. By anticipat-
ing these questions and definitively answering them 
before they are verbalized, you will tick an important 
checkbox in the target’s mind and put the target more 
at ease. Everything you say from that point forward 
will have context, greater meaning, and more urgency, 
reinforcing its scarcity.

What I have discovered over time is that in every busi-
ness there are three market forces that together tri-
angulate to answer the “Why?” question, and you can 
use these forces to create a strong “Why now?” frame.

Three-Market-Forces Pattern: Trendcasting
When you describe your idea, project, or product, first 
give it context by framing it against these three market 
forces or trending patterns that you believe are impor-
tant.

1. Economic forces. Briefly describe what has changed 
financially in the market for your big idea. For example, 
are customers wealthier, is credit more available, is 
financial optimism higher? Increases or decreases in 
interest rates, inflation, and the value of the dollar 
are considered as prime examples of forces that have 
significant impact on business opportunities. 

2. Social forces. Highlight what emerging changes in 
people’s behavior patterns exist for your big idea. An 
obvious example in the market for automobiles, con-
cern over the environment—a social force—is driving 
demand for electric vehicles.

3. Technology forces. Technological change can flatten 
existing business models and even entire industries 
because demand shifts from one product to another. 
In electronics, for example, change is rapid and con-
stant, but in furniture manufacturing, change is more 
gradual.
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Describe the genesis of your 
idea, how it evolved, and the 
opportunity you saw as it was 
emerging. The backstory of 
the idea is always interesting 
to the target. Once this story is 
told, everything you say in your 
pitch will be legitimized by it.
As you craft your backstory, 
think in terms of how it came 
to be where it is today and how 
you found it. Describe the steps 
in its evolution, and show how 
it evolved—how it moved—to 
finally become the opportunity 
you have now identified and 
captured. 
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The Idea Introduction Pattern: 

“For [target customers]

Who are dissatstifed with [the current offerings in the market].

My idea/product is a [new idea or product category]

That provides [key problem/solution features].

Unlike [the competing product].

My idea/product is [describe key features].”

Develop your own Idea Introduction:


