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Elevator Pitch 

Engage your listener in 60 seconds or less
The goal of an elevator pitch is to engage people about your organization, get their attention and interest - in 60 seconds or less- and arrange for a future moment to talk further one-on-one. A pitch contains both an emotional and factual appeal. It focuses on who is supported and why that’s important.

In those 60 seconds you need to:
· Get the person interested Introduce yourself  and your involvement and passion

· Describe the WHY, WHAT and HOW of your organization’s work

· Invite their involvement/ motivation to meet you again or support you

Your pitch needs to:
· Be personalized for yourself and for the person to whom you are speaking.

· Be simple and easy to understand- avoid jargon, lingo and technical terms.  

· Flow in a way that is comfortable for you and with YOUR own words

· Show the value proposition of your organization’s work- the solution and the impact

· Show your passion

Understand the difference between features and benefits

Your program/organization solves problems. Focus on the problems you solve, not the systems you have to solve them. Features are what your program does. Benefits are the results of your efforts.

People do not volunteer or donate to features. They volunteer and donate to solve problems.

Be sure to highlight the results of your work rather than the process you used to get there.

Components of the elevator pitch.

1. The opening- the tagline of your organization and your own story/experience– introduce yourself, your position, how you became involved. 


2. WHY is the work of your organization important- what is the problem, who is affected- put a face on the people – use specific stories of real people whenever possible.
  

3. WHAT is the work of your organization- how do you solve the problem you presented, what is the value proposition- express your organization's mission and purpose in your own words and style. Do not repeat the mission.


4. HOW does your organization reach its objectives- who do you target and what difference/change/impact does your work make. A compelling statistic or fact that connects the issue to the self-interest of your listener – choose one that you can speak to with the most passion or you know will connect most strongly with your listener. 

5. Conclude with a call to action- offer to follow-up with your listener – offer a time to meet, your card, to send information. 

Key to success- practice, practice, practice

60 seconds- about 150-225 words
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