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Executive Summary

The script has a workable investor-pitch sequence and several promising ingredients: a clear 
operational pain, a specific restaurant use case, growing paying locations, pilot conversion, 
retention, and a useful learning about best-fit customers. The strongest material appears 
around Slides 9–11, where the company finally gives investors evidence that the problem is 
real and that the team is learning from customer behavior. The main issue is not lack of 
content. The main issue is that the pitch does not yet sound like an investment thesis. It 
often explains the company carefully, but it does not frame the opportunity sharply enough, 
defend the wedge strongly enough, or make the ask concrete enough.

Biggest risk if delivered as-is

The biggest risk is that investors will leave thinking, 'This is a thoughtful founder with a 
useful product,' but not, 'This is a focused opportunity we should seriously consider 
funding.' The script explains the restaurant scheduling problem, but it delays the 
strongest evidence, softens the company's claims, and never gives the investment ask 
enough specificity. In an investor pitch, credibility does not come from sounding 
perfectly certain. It comes from showing clear judgment: what is proven, what is not 
proven yet, what you are doing next, and what capital will unlock.



Quick win

Remove the self-undermining phrases from the pitch. The draft repeatedly uses phrases 
such as 'maybe it is a little crowded,' 'not perfect scientific number,' 'which is not great,' 
'honestly, GTM is still evolving,' and 'I do not want to make too heroic projection.' Some 
honesty should stay. But the current version turns healthy realism into visible 
uncertainty. Replace apologetic language with investor-grade clarity. Example: Instead of 
'Based on 23 customer interviews from May to June, managers reported 5.8 hours saved 
per week, which is not perfect scientific number but still useful directional proof,' say: 
'Across 23 customer interviews from May to June, managers reported saving an average 
of 5.8 hours per week. At this stage, that is directional evidence, and it points to the value 
customers feel fastest: manager time.'

Recommended Core Message

ShiftPilot turns restaurant scheduling from a manual manager burden into a connected 
operations workflow, and early traction shows the strongest demand is coming from 
multi-location restaurants where labor, inventory, and supplier timing all collide.

Recommended Message Structure

1.  The restaurant manager’s scheduling problem is really an operations problem.
2.  Existing tools leave the workflow fragmented, especially for multi-location restaurants.
3.  ShiftPilot connects labor, demand, inventory readiness, and supplier timing in one 

practical workflow.
4.  Early traction shows where the product is working: growing paying locations, pilot 

conversion, retention, and time saved.
5.  Customer learning has sharpened the wedge: focus on multi-location operators, not very 

small cafés.
6.  The next phase is repeatability: onboarding, integrations, GTM, and customer success.
7.  The ask: capital and investor support to turn early traction into repeatable growth.
8.  The ask: capital and investor support to turn early traction into repeatable growth.



Area What I noticed Why it matters Fix direction

Core 
message

The script has a clear 
topic, but the 
governing argument is 
still soft. The talk says 
ShiftPilot is scheduling 
software for 
restaurants and that 
scheduling should 
connect with inventory 
and supplier 
coordination. That is 
promising. But the 
investor thesis needs to 
be stronger: why this 
wedge, why this 
segment, why now, 
why this team, why 
fund it now?

The pitch risks 
sounding like a careful 
product explanation 
rather than a fundable 
investment claim.

Make the core message 
an investment claim, 
not a product 
description. Example: 
“ShiftPilot started with 
scheduling, but the 
opportunity is larger: 
restaurants do not 
need another calendar. 
They need a practical 
operations layer that 
connects staffing 
decisions to demand, 
inventory readiness, 
and supplier timing. 
Our early traction 
shows that this is most 
valuable for multi-
location operators, and 
that is where we are 
focusing the next stage 
of growth.”

Structure The current slide 
sequence follows a 
standard investor pitch 
order, but the spoken 
logic is too linear and 
explanatory. The pitch 
would be stronger if it 
used traction as a proof 
engine earlier. The 
audience should not 
have to wait until Slide 
10 to hear the most 
compelling evidence.

Investors may 
disengage before the 
strongest proof arrives, 
making the pitch feel 
theoretical for too long.

Compress the problem 
section and bring proof 
forward. Example 
structure: 1. Open with 
the costly manager 
workflow problem. 2. 
Name the ShiftPilot 
wedge. 3. Show 
traction early: paying 
locations, conversion, 
retention, time saved. 
4. Explain why the 
product works for 
multi-location 
operators. 5. Then 
cover market, model, 
GTM, competition, 



roadmap, team, use of 
funds, ask.

Opening The opening is polite 
and clear, but too 
conventional. It starts 
with thanks, name, 
role, product category, 
and a broad claim. 
That is safe, but it does 
not create immediate 
investor attention. The 
best opening is not 
“thank you for the 
opportunity.” The best 
opening is the moment 
investors understand 
that a familiar 
administrative task is 
actually a margin and 
operations problem.

A slow, founder-first 
opening delays stakes 
and weakens early 
investor engagement.

Complication-first / 
audience-problem 
opening. Example: 
“Restaurant managers 
are still building 
schedules with 
spreadsheets, text 
messages, paper notes, 
and memory. That 
sounds like an admin 
problem, but it 
becomes a margin 
problem fast. One 
missed shift, one 
overstaffed dinner, or 
one badly timed prep 
decision can hit labor 
cost, service quality, 
and waste at the same 
time. ShiftPilot exists 
because restaurant 
scheduling is not just a 
calendar. It is an 
operations workflow.”

Flow / 
transitions

Most transitions are 
slide-announcement 
transitions rather than 
logic transitions. The 
script often says what 
the slide is about, but 
does not always 
explain why this 
section follows from 
the previous one. That 
makes the pitch feel 
like a sequence of 
reasonable topics 
instead of a tightening 
argument.

The pitch can feel like a 
tour of slides rather 
than a coherent 
investment case.

Use transitions that 
carry one question 
forward. Examples: 
From problem to 
solution: “If scheduling 
only created 
inconvenience, a 
calendar tool would be 
enough. But because 
scheduling affects 
labor cost, service 
quality, prep, and 
supplier timing, the 
solution has to connect 
more of the operating 



workflow.” From 
solution to traction: 
“The question is 
whether restaurants 
feel that connected 
workflow as real value. 
Our early data says yes, 
especially in multi-
location 
environments.”

Support / 
proof

The script contains 
useful proof, but the 
proof is not always 
placed where investor 
doubt appears. The 
strongest support 
includes: paying 
locations growing from 
8 to 52 in six months; 
38% pilot-to-paid 
conversion; 91% gross 
monthly retention; 19 
of 50 Q2 pilots 
converting; 23 
customer interviews 
reporting 5.8 hours 
saved per week; clearer 
churn pattern among 
very small cafés. These 
are strong enough to 
carry more of the pitch.

When proof arrives late 
or untethered from 
investor questions, the 
pitch feels less credible 
than the underlying 
data supports.

Put traction 
immediately after the 
solution so investors 
hear evidence early. 
Put the churn / 
segment learning 
directly before the GTM 
section. Add one proof 
point to the 
competition section 
showing why 
customers prefer the 
connected workflow. 
Add specific milestones 
to the use-of-funds 
section so the ask feels 
disciplined.

Business 
model / GTM

The script is founder-
clear, but not yet 
investor-sharp. It 
explains the product 
and market like an 
operator, but investors 
need to hear a tighter 
sequence of risk 
reduction: Is the 

Without an investor-
question framing, GTM 
and model can sound 
early and uncertain 
rather than disciplined 
and learnable.

Reframe each major 
section around the 
investor question it 
answers. Example: 
Problem section 
answers: “Is this 
painful enough to 
buy?” Traction section 
answers: “Is the 



problem painful? Is the 
solution differentiated? 
Are customers paying? 
Is there a focused 
segment? Can sales 
become repeatable? 
Will capital accelerate a 
specific set of 
milestones?

product already 
converting interest into 
revenue?” Customer 
learning section 
answers: “Do they 
know who the product 
is really for?” GTM 
section answers: “Can 
this move beyond 
founder-led selling?” 
Use of funds answers: 
“What changes if we 
invest?”

Language The script is generally 
understandable, but 
the spoken English has 
three patterns that 
weaken authority: 
Apologetic hedging: 
“maybe,” “not perfect,” 
“not great,” “still 
evolving,” “not yet fully 
systemized.” Non-
native phrase patterns: 
“today presentation,” 
“with very old way,” 
“mistakes becomes.” 
Long explanatory 
sentences: many 
sentences try to 
explain the claim, the 
reason, and the 
implication all at once.

Language friction can 
become credibility 
friction, especially in 
an investor pitch.

Replace apologetic 
phrasing with 
confident qualification 
and tighten spoken 
cadence. Focus first on 
the first minute, 
traction section, use of 
funds, and closing ask.

Closing / ask The closing 
summarizes the pitch, 
but the ask is not 
specific enough. Slide 
20 says the company is 
raising a round and 
wants capital plus 
investors with relevant 

A vague ask makes the 
pitch feel unfinished 
and reduces the 
chance of a clear next-
step conversation.

CTA + consequence + 
investment thesis. 
Example: “Today, we 
are raising [amount] to 
move ShiftPilot from 
early traction to 
repeatable growth. The 
funding will support 



expertise. It does not 
state the amount, the 
round target, the 
runway, the 
milestones, or the 
concrete investor next 
step. For an investor 
pitch, the ask cannot 
be a vibe. It has to be a 
decision path.

three milestones: 
deeper product 
recommendations and 
integrations, a stronger 
onboarding system, 
and a repeatable GTM 
motion focused on 
multi-location 
restaurant operators. 
We are early, but the 
signal is now specific: 
52 paying locations, 
38% pilot-to-paid 
conversion, 91% gross 
monthly retention, and 
a clearer best-fit 
customer. If that is the 
kind of operational 
SaaS opportunity you 
want to help build, we 
would like to discuss 
participation in this 
round ”

High-leverage improvements

1.  Turn the product description into an investment thesis
Priority: P0
Problem: The draft explains what ShiftPilot does, but does not always explain why 
ShiftPilot is a fundable company.
Recommended change: Frame the pitch around a wedge: connected scheduling for 
multi-location restaurants where labor, demand, inventory, and supplier timing collide.
Why it matters: Investors fund growth potential, not just useful software.
Implementation note: Put the investment thesis in the first 60–90 seconds and return to 
it in the close.

2.  Make the ask concrete
Priority: P0
Problem: The funding ask is too general.
Recommended change: Add the amount being raised, the use-of-funds split or priorities, 
target milestones, and desired investor profile.



Why it matters: A vague ask makes the pitch feel unfinished.
Implementation note: Use placeholders if the number is not final, but do not leave the 
ask generic in the final script.

3.  Move traction earlier
Priority: P1
Problem: The strongest evidence arrives too late.
Recommended change: Bring the 52 paying locations, 6.5x growth, conversion, 
retention, and time-saved proof closer to the solution section.
Why it matters: Investors need to know quickly that the product has market signal.
Implementation note: Consider making traction Slide 6 or 7 instead of Slide 10.

4.  Recast churn as segmentation insight
Priority: P1
Problem: The current language says churn in small cafés is “not great,” which sounds 
defensive.
Recommended change: Present it as learning that sharpened ICP focus.
Why it matters: Early startups are allowed to learn. Investors want to see disciplined 
learning, not embarrassment.
Implementation note: Pair the churn note with the decision to focus on multi-location 
operators.

5.  Clarify the competitive wedge
Priority: P1
Problem: “More specific, more practical, and faster in learning” is reasonable but 
generic.
Recommended change: Define the wedge as connected workflow depth for restaurant 
operators, not broad workforce management.
Why it matters: Investors need a reason ShiftPilot can survive against larger platforms.
Implementation note: Add a contrast line: “Broad platforms optimize workforce 
management. ShiftPilot optimizes the operating moment when staffing, demand, prep, 
and supplier timing meet.”

6.  Stop narrating weaknesses inside the script
Priority: P1
Problem: The speaker comments on slide crowding, imperfect evidence, uncertain GTM, 
and unresolved risks in ways that weaken confidence.
Recommended change: Keep the honesty, remove the apology.
Why it matters: Investors should feel the founder sees risk clearly, not that the founder is 
unsure of the pitch.
Implementation note: Replace every “maybe / not perfect / not great” phrase with a 
confident qualification.

7.  Tighten spoken English without over-polishing the speaker’s voice
Priority: P2



Problem: Some grammar and phrasing issues distract from the business case.
Recommended change: Edit for natural spoken business English while preserving the 
founder’s directness.
Why it matters: Language friction should not become credibility friction.
Implementation note: Focus first on the first minute, traction section, use of funds, and 
closing ask.

8.  Reduce repetition in the problem section
Priority: P2
Problem: The script repeats the same scheduling pain in several sections.
Recommended change: Build one strong problem section and let later sections add new 
information.
Why it matters: Repetition makes the talk feel longer and less decisive.
Implementation note: Merge Slides 3, 4, and 6 into a tighter sequence.

Presentation Sections



Section Current job What is 
weak/unclear

Recommended 
fix

Priority

Opening Introduce 
founder and 
company

Too polite and 
slow; starts with 
speaker instead of 
pain

Open with the 
restaurant manager 
problem and stakes

P0

Problem / cost Establish 
manual 
scheduling pain

Clear but familiar; 
could be more 
vivid

Use one concrete 
manager scenario 
and quantify 
time/risk if possible

P1

Current 
options

Show market 
gap

Useful, but 
generic

Sharpen contrast: 
broad tools vs 
scheduling-only 
tools vs connected 
operations 
workflow

P1

Solution Explain what 
ShiftPilot does

Clear, but too 
explanatory

State the product as 
a workflow shift, 
then list only key 
capabilities

P0

Traction Present 
strongest 
evidence

Strongest section, 
but arrives too 
late

Move earlier and 
deliver with more 
confidence

P0

Customer 
learning

Show 
segmentation 
insight

Strong content; 
could be framed 
more strategically

Make this the ICP 
wedge section

P0

Business 
model / GTM

Explain SaaS 
model and 
current and 
future GTM

Clear but 
uncertain about 
packaging; too 
apologetic about 
being early

State current 
model, then frame 
pricing refinement 
as segmentation 
work; say GTM is 
early, then name 
the next 

P1



repeatability

Competition / 
roadmap

[Description] [Issue] [Fix] P1

Ask / close [Description] [Issue] [Fix] P0

Revision Plan

P0 fixes before the next draft
Write a clear investment-thesis sentence and place it in the opening.
Add a concrete funding ask: amount, use of funds, milestones, and desired investor next 
step.
Rework Use of Funds and Financial Outlook so they explain what capital unlocks, not just 
where it will be spent.

P1 improvements after the structure is stable
Move traction and customer learning earlier.
Rewrite the GTM section so early-stage honesty sounds disciplined, not uncertain.
Sharpen the competitive wedge around connected restaurant operations.
Replace apologetic phrasing with confident qualification.
Add logic transitions between major sections.

P2 polish
Smooth non-native phrase patterns in the first minute, traction section, and close.
Shorten long explanatory sentences.
Keep only the strongest version of repeated problem-language.
Read aloud and cut any sentence that exists only to explain what the slide already says.

Recommended next step

Recommended next step: complete rewrite pass after the ask and funding details are 
clarified. This script has enough substance to become a much stronger investor pitch, but the 
next draft should not begin with grammar polish. First, lock the investment thesis, ask, and 
proof sequence. Then rewrite the script in a more confident spoken style.

First rewrite target: Rewrite Slides 1–2, 9–11, and 18–21 first. Those sections carry the 
investor’s first impression, belief in traction, and final decision path. One-sentence revision 
goal: Make investors understand, within the first two minutes, that ShiftPilot is not a 
restaurant scheduling tool with extra features. It is an early restaurant operations SaaS 
wedge with growing proof in the customer segment where the pain is strongest.


