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Raise Ready The Fundraising Process Bible

Chapter 1: When to Raise (and When Not To)

The most consequentia fundraising decision happens before you ever pitch an investor: deciding whether to raise
at all. This chapter is about the hard truth that most founders raise at the wrong time, under the wrong conditions,
or for the wrong reasons. The fundraising readiness checklist that follows is designed not to encourage you to
raise, but to help you determine if you genuinely should. Most failed fundraises fail because founders began the
process prematurely, without clear conviction about why they needed external capital or without the operational
maturity to deploy it effectively.

The first question to ask yourself is whether you actually have a product-market fit signal worth betting on. This
does not mean you need millions in revenue or a hockey-stick growth curve. But it does mean you need evidence
that real customers want what you are building, that they are willing to pay for it or engage with it at sufficient
frequency and retention, and that this demand is not a fluke. If your unit economics are not yet clear, if customer
acquisition cost exceeds lifetime value by a significant margin, or if churn exceeds sustainable thresholds, raising
capital will not fix these problems. It will accelerate them. Capital alows you to scale what works. It does not
create what works. Founders who raise too early often make the mistake of thinking that venture capital is atool
for product-market fit discovery. Itisnot. Itisatool for scaling past product-market fit.

The second question is whether you have a founder team capable of executing the plan you will present to
investors. Investors are funding the team as much as the idea. If your co-founder relationship is fragile, if you
have key dependency on a person who is not committed full-time, or if your team lacks the specific expertise
required to execute the next phase, you are not ready. The time to figure out team dynamics is before you start
fundraising. Once you enter the process, you cannot afford to be making foundational people decisions. The
distraction alone will tank your fundraise.

The third question is runway clarity. How many months of operating capital do you have today, assuming no
revenue growth? What does the burn rate look like over the next 12 months? What are the key operationa
milestones that will change your story materially, and when will you hit them? If you have less than three months
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of runway, you are not raising, you are surviving. The desperation is visible, and it will reduce valuations and
increase term severity. If you have more than 18 months of runway, ask yourself why you cannot wait another six
months to demonstrate more progress.

Finally, assess whether you have the operational infrastructure to manage a fundraise without grinding the
company to a halt. This means: you have a COO or operations lead who can run things while you fundraise; you
have a clear narrative ready to tell; you have your financial model built and defensible; you have a data room
started with critical documents; and you have identified your target list of investors and have warm intro
potential. If you need to spend the next month getting these fundamentals in place, do that before you open
conversations with investors.

Chapter 2: How Much to Raise

Raising enough is harder than it sounds. Too little, and you are back in the market in 18 months, facing a much
harder fundraise from a position of weakness. Too much, and you dilute your team unnecessarily, create pressure
to spend the money even if the business does not support the burn, and set expectations for growth that may not
be achievable. The right number is the amount of capital required to reach the next logical milestone. The
milestone that will either change your story materially for the next fundraise, or that will demonstrate the business
is self-sustaining.

Start by mapping your financial model across a 24-36 month horizon. What are your core line items. headcount,
technology spend, marketing, and other operating expenses? What is your current burn rate per month? Now
project 12 months out: based on planned headcount hires, what is your burn rate then? Most founders should plan
to raise enough capital for 18-24 months of operations, not 36. Why? Because fundraising is a process that takes
longer than you think, and you need runway that extends past the fundraise event to account for the time between
term sheet signature and money hitting the account.

Now comes the harder part: dilution math. If you raise 2 million dollars at a 10 million dollar post-money
valuation, you are selling 16.7 percent of your company. Thisis material. When you raise your Series A down the
road, you will again sell roughly 20-25 percent. By the time you have raised twice more, your founders own less
than 50 percent of the company. This is not necessarily bad, but you need to understand the math deeply. What
ownership percentage will you have after three more fundraises? If your plan includes employee option pooals,
what percentage of the company are you reserving for that?

The second-order consideration is the burn rate your raise actually supports. If you raise 2 million dollars and
your burn is 100 thousand dollars per month, you have 20 months of runway. But during that 20 months, you
need to hit milestones that make a strong case for the next round. Milestones might be: 10x revenue growth,
expansion into a new geographic market, a major enterprise customer win, FDA approval, or a partnership with a
major distribution partner. What matters is that the milestone is material enough to justify a Series A conversation
ayear from now.

One final consideration: reserve capital for the unexpected. Y our model will be wrong. Hiring will take longer
than you think. A key hire will not work out and you will need to replace them. A customer deal will fall through.
Your technology will need a larger re-architecture than you anticipated. Smart founders build a 15-20 percent
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buffer into their financial models. Thisis not padding, it isinsurance. If you do not end up needing the buffer, you
can deploy it toward growth or hit your milestones earlier.

Chapter 3: Choosing Your Instrument

There are three primary instruments for early-stage fundraising: SAFEs (Simple Agreements for Future Equity),
convertible notes, and priced equity rounds. Each has distinct operational implications, tax consequences, and
signaling effects. This chapter coversthe real tradeoffs, not the theoretical ones taught in startup finance classes.

SAFEs are the instrument of choice for most early-stage venture raises in 2024-2026. They are simple, fast, and
flexible. A SAFE is essentially a promise that the investor will receive equity at a future event, typically when the
company raises a priced round. The SAFE investor does not own equity today; they own a contractual right to
equity in the future. From an operational standpoint, this means no board seat, no liquidation preferences, no
governance rights yet. This is attractive to founders because it keeps decision-making clean: founders and
employees run the company, not investors. A seed-stage SAFE at a 1 million dollar valuation cap is really a bet
that the next round will be at a higher valuation, so the early investor gets a discount.

Thereal tradeoff with SAFEs is opacity until the priced round. Because SAFE holders do not receive equity until
conversion, there is limited transparency about how much dilution they represent until the Series A is priced. A
founder who raises 500 thousand dollars in SAFEs at a 2 million dollar cap, then raises 2 million more in SAFEs
at a5 million dollar cap, has created complexity around future ownership. When the Series A comes, the SAFE
holders will convert at their respective caps, which means total dilution can be hard to model in advance.

Convertible notes were the standard for seed-stage fundraising pre-2010. They are still used, and they solve a
specific problem: they provide a concrete instrument with debt-like characteristics that can bridge the gap until a
priced round. A convertible note is debt that converts to equity under specified conditions. Key terms. principal
amount (how much you borrowed), interest rate (typically 5-8 percent for early-stage), maturity date (typically
24-36 months), conversion cap (the valuation at which conversion happens), and discount rate (typically 20-30
percent). The operational advantage is certainty around dilution. The disadvantage is that they create debt on the
bal ance sheet, which can spook investors who are evaluating financial health.

Priced equity rounds are the standard for Series A and later. They are used less commonly for seed rounds today,
but some founders still choose them. The advantage is extreme clarity: everyone knows the valuation, everyone
knows what percentage of the company they own, and governance can be structured from day one with clarity
about investor rights. The disadvantage is the negotiation time and cost. Pricing a seed round requires a lot of
diligence, which can slow around dramatically.

The modern recommendation: use SAFEs for early seed rounds (pre-product or early product), convertible notes
or priced rounds for later seed rounds (post-product-market fit) when you have leverage and can command a
higher valuation, and always use priced rounds for Series A and later. The reasoning is that SAFEs are fastest and
simplest when you have limited leverage. Convertible notes make sense when you want debt-like characteristics
for accounting reasons or when you want more certainty around dilution. Priced rounds are best when you have
leverage and clarity about valuation, which you typically do not have until product-market fit.
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Chapter 4: Building Your Materials Package

Your materials package is the first impression you make on investors. This chapter is about the core documents
that every founder needs before opening conversations with investors. the pitch deck, the financial model, the
executive summary, and the data room. Each serves a distinct purpose and requires specific attention to detail.

The pitch deck is not your business plan. It is a narrative device designed to frame your story in a way that
investors can understand and remember. A strong pitch deck is 15-20 dlides, designed to be presented in 10-15
minutes, and can be sent via email to an investor who has not yet met you. The standard structure: problem (what
pain point are you solving?), market size (how big is the opportunity?), solution (what are you building?), traction
(what have you achieved to date?), team (why are you the right people?), business model (how do you make
money?), go-to-market (how do you acquire customers?), competition (why do you win?), fundraising ask (how
much are you raising and what will you do with it?), and vision (where do you want to take this?). Each slide
should have a clear message, be visually clean, and avoid clutter.

The financial model is where you prove you have thought operationally about the business. The model should
cover three years and include monthly detail for year one, quarterly detail for year two, and annual detail for year
three. Key line items: revenue (by source or customer segment), cost of goods sold (COGS), gross margin,
operating expenses (broken down by function), EBITDA, capital expenditures, and cash burn. The revenue
assumptions should be conservative but believable. They should flow from your traction to date, with
documented assumptions about growth rates, average contract values, and customer acquisition. Additionally,
model scenarios: a base case (your best guess), abull case (if everything goesright), and a bear case (if growth is
slower than you expect).

The executive summary or one-pager is a crisp, one-page overview of your company, your traction, and your ask.
Thisis often what an investor reads before deciding whether to take a meeting. It should include: company name
and tagline, the problem you solve, your traction to date (revenue, users, partnerships), the team (with
credentials), the ask (amount and use of proceeds), and basic company info. The one-pager is often the first
material an investor sees when they receive awarm intro. It needs to be compelling enough to make them want to
take the meeting, and clear enough that they understand what you do without any prior knowledge.

The data room is where you will live during due diligence, but it is helpful to start building it months before you
fundraise. A dataroom is a secure folder where you keep all the documents an investor might request: cap table
(with al SAFEs, notes, and equity grants listed), financial models and actual's, customer contracts, partnerships,
press mentions, product demos, technical due diligence materials, legal documents (incorporation docs, bylaws,
employee agreements), insurance, and anything else related to the business. Organized data rooms save enormous
amounts of time during diligence. Additionally, the act of building a data room forces you to face what is
organized versus what is disorganized in your business.
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Chapter 5: Identifying the Right 80-120 Investors

Building a fundraising pipeline is a numbers game, but not the kind where you spray and pray. The goal is to
identify 80-120 investors who are actually a good fit for your round, your geography, your stage, and your
industry, then apply precision to building relationships with them. Most founders start by asking who should |
pitch and end up with arandom list. The better question is; which investors invest in companies like mine, at my
stage, with the pace | need?

Start by segmenting the investor universe. First, by stage: seed, early-stage, growth-stage. Y ou should be focused
on investors who actively invest at your stage. If you have achieved product-market fit, have 100k plus MRR, and
areraising Series A, you are looking for Series A investors, not seed investors. Second, segment by geography. If
you are based in San Francisco, location matters less than it did pre-2020. This is partialy true, but on the
margins it still matters. If you are outside Silicon Valley, identify which funds have explicitly stated a
commitment to your geography, and which geographic VCs are known for investing in your market. Third,
segment by industry and thesis: fintech V Cs, enterprise SaaS V Cs, healthcare VCs, etc.

Fourth, segment by check size: how much does this fund typically write at each round? If a fund has a minimum
check size of 5 million and you are raising 1 million, they are not afit. If they have a maximum check size of 500
thousand and you need 2 million in one check, they are not afit. Check sizes are typically listed in Pitchbook or
Crunchbase, or you can infer from their fund size. Now you have segmented the market. The next step isto create
alist of 100-150 investors who meet your criteria. Use sources: Pitchbook, Crunchbase, CBInsights, Angellist, or
search investor databases. For each investor, note: fund name, investor name (the partner), fund size, stage, check
size range, geographic focus, industry thesis, and recent exits or winners.

The next level of filtering is to assess cultural and values fit. Some VCs are founder-friendly; others are
founder-friendly only if you fit their mold. Some are very hands-on; others are hands-off. Some care deeply about
diversity and inclusion; others do not mention it. You should talk to founders who have raised from these VCs.
Ask: What was your experience with this partner? Did they deliver value? Were they easy to work with during
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diligence and negotiation? Did they follow through on commitments? This intelligence isinvaluable.

Finally, segment your list into tiers. tier 1 (dream investors who are a perfect fit), tier 2 (good fit, relevant
experience), and tier 3 (potential fit but lessideal). Your tier 1 list should be 15-25 investors. Thisis your core
target list. These are the people you will spend the most time on, the people you will ask for intros for first, and
the people you will try to build relationships with even if they are not ready to meet yet. Your tier 2 list should be
30-50 investors. These are secondary targets. Your tier 3 list is everyone else. This segmentation forces you to
focus. Fundraising time is finite. Y ou cannot deeply pursue 150 investors. But you can deeply pursue 25 and stay
engaged with 75 more.

Chapter 6: Warm Intros vs Cold Outreach

The warm intro is the gold standard in venture fundraising. An investor who receives a warm intro from a trusted
source is 100x more likely to respond and to take a meeting than an investor who receives a cold email. Thisis
not theoretical. This is based on data from every successful fundraise. The warm intro signals that someone the
investor knows and trusts has vouched for you. It is an implicit endorsement.

A warm intro is an email (typically) where a mutual connection introduces you to the investor. The best warm
intros are brief, specific, and do three things: introduce you and what you are building in one sentence, explain
why the mutual connection thinks this investor should meet you, and indicate next steps. The mutual connection
sends this email to the investor, copying you, and ideally mentions any personal context or past success. The
investor then responds, and a meeting is scheduled. This is the path to most successful meetings. So the question
is: how do you get warm intros? The answer is your network. Y ou need to go through every connection you have
and ask if they know any investors on your target list.

If you do not have a direct connection to someone on your tier 1 list, ask for a secondary connection. Ask: Do you
know anyone who might know this investor? Sometimes you can reach an investor through a chain of
connections. These secondary intros are weaker than direct intros, but they are stronger than cold outreach.
Additionally, there is a culture of helping in the venture community. If you reach out to afounder you admire and
say | amraising around, and | am trying to meet this investor, do you know them? Many founders will help. This
is not guaranteed, but asking is always worth doing.

Cold outreach is your fallback. If you cannot get awarm intro to an investor, athoughtful cold email is still worth
sending. The best cold emails are: personalized (mentioning something about the investors recent investment or
thesis), specific about why they should care (not you invest in SaaS but you invested in competitor, and here is
how we are different), clear about the ask (coffee meeting or call, typically 20-30 minutes), and credible (traction,
team, or some reason to think you are worth 30 minutes). The worst cold emails are generic, impersonal, or too
long.

Timing matters. If you are sending a cold email, send it early in the week (Monday-Wednesday) and early in the
day (7-9am or 12-1pm). Avoid Fridays, holidays, and December. Additionally, avoid sending emails that could
be perceived as spam: personalize each one, do not use email forwarding services for cold outreach, and do not
carpet-bomb. The response rate to cold emailsis typically 5-10 percent, depending on the quality of the email and
the investor. For tier 2 and tier 3 investors, cold outreach is appropriate. For tier 1 investors, you should always
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try to get awarm intro first.

Chapter 7: The CRM Approach to Fundraising

A fundraiseis a sales process, and every sales process needs a CRM (customer relationship management system).
Most founders do not treat it this way, which is why they lose track of conversations, miss follow-ups, and
generally execute fundraising poorly. This chapter is about the operational systems that allow you to manage 100
plusinvestor conversations without losing your mind.

Y ou need three tools minimum: a spreadsheet (Google Sheets or Airtable) that tracks all investor conversations, a
calendar system that prevents double-bookings and keeps meetings organized, and a shared document where your
co-founder(s) and anyone helping with the round can stay aligned on progress, messaging, and learnings. The
investor tracking spreadsheet should have columns: investor name, fund name, contact person, tier (1, 2, 3), stage
of conversation (outreach, meeting requested, meeting scheduled, meeting happened, follow-up pending, pass,
offer), date of last contact, date of next planned contact, notes (what did they say? what do they care about?),
warm intro source (if applicable), and status (open, closed-win, closed-l0ss).

Update this spreadsheet after every investor interaction. Every single one. This seems tedious, but it takes 90
seconds per conversation, and it saves you hours of confusion down the road. The calendar system should be
simple: block off fundraising hours on your calendar (typically 10am-4pm, leaving mornings for company work
and evenings free). Investors can book meetings in these blocks. Use a tool like Calendly that ties to your
calendar, so you do not have to manually accept meeting requests. Additionally, block time on your calendar to
prepare before meetings (30 minutes before each investor meeting) and to follow up after meetings (same day
ideally, within 24 hours maximum).

The shared aignment document should live in Google Docs and be accessible to anyone on your team who is
involved in the fundraise. It should include: your target list of investors, a summary of your fundraising narrative
(the story you are telling, your traction milestones, your ask and use of proceeds), key messages (how you are
positioning the company against competition), talking points (questions you anticipate and how you answer
them), and a weekly summary of progress (meetings this week, responses, rejections, next steps). This document
allows your co-founder to understand what is happening, to spot inconsistencies in your messaging, and to help
with follow-upsif you are stretched thin.

The operational rhythm should be: every Monday, review the prior week conversations and update your tracking
spreadsheet and alignment document. Identify which investors need follow-up. Schedule any next meetings.
Every Friday, review the week ahead and prep for key meetings. Weekly, aim for 10-15 new investor meetings if
you are in heavy outreach mode, or 5-10 if you are in deeper conversations with a smaller number of investors.
The volume should taper as you move closer to a close: early on, you are doing alot of meetings to build pipeline.

Chapter 8: Timing Your Outreach
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When you start your fundraise matters more than you think. There are seasona patterns in venture investing,
fundraising patterns based on macro conditions, and investor-specific patterns based on fund cycles. This chapter
is about understanding these patterns and timing your outreach for maximum impact.

At the macro level, Q1 (January-March) and Q3 (September-October) are the strongest quarters for fundraising.
This is partially because investors are active after the holidays and before summer vacations. It is also because
many funds close their annual investments by year-end, so they are actively deploying capital in Q1. Q4
(October-December) is weaker: many investors are focusing on year-end closings, holidays complicate
scheduling, and fewer companies move forward on fundraises. Q2 (April-June) is mixed: late Q2 (May-June) can
be strong as summer approaches. June-July is when many VCs take vacation time, so avoid this if possible.
Additionally, avoid August almost entirely. Many investors are on vacation, founders are on vacation, and very
little happens.

At the investor-specific level, understand fund cycles. A fund that closed a new fund in the past 6-12 months is
hungry to deploy capital and is more likely to be responsive. A fund that closed afund five years ago isin harvest
mode: they are more focused on existing investments and board seats than on new investments. Y ou can research
fund closed dates in Pitchbook or by reading press releases. Additionally, understand the rhythm of a specific
investor: if a partner just closed alarge investment, they may be less available for new pitches for the next month.
If apartner has not invested in the past 6 months, they might be actively sourcing.

Beyond seasonality, there is macro timing. In bull markets (2020-2021), capital is abundant and founders have
leverage. Fundraising moves fast, valuations are high, and terms are founder-friendly. In bear markets
(2022-2023), capital is scarce and investors have leverage. Fundraising moves slowly, valuations are challenged,
and terms are less favorable. You cannot control macro conditions, but you can be smart about timing. If you
have a choice between fundraising in a bull market and a bear market, choose the bull market.

The second-order consideration is your company trajectory. If your growth is accelerating (month over month
revenue growth isincreasing, user adoption is ramping, partnerships are happening), you should fundraise during
the period when you can show the most momentum. Do not fundraise in a slow month if you expect next month
to be 3x better. Wait for the better month. Conversely, if you just had an amazing quarter, fundraise immediately
while the traction is fresh and you can speak about it with genuine excitement. Finally, coordinate with your
customer and business devel opment cycles.
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Chapter 9: The First Meeting

The first meeting with an investor is not a pitch. It is a conversation designed to determine if there is enough
mutual interest to justify a second meeting. Most founders blow this meeting by spending 50 minutes pitching
and 10 minutes answering questions. This is backwards. The best first meetings are 40 percent you pitching, 40
percent them asking questions, and 20 percent you both assessing fit.

Before the meeting, do your homework on the investor. Read their recent investments. Understand their thesis. If
they have published any blog posts or given any talks, watch them. Look at their portfolio and identify one
company that is most similar to yours. You will likely be asked how is this different from this portfolio company,
and you should have a crisp answer. Additionally, try to find personal context: where did they work before VC?
What are their background and expertise? This research is not about flattery or name-dropping. It is about
understanding what this specific investor cares about.

The structure of the first meeting: warm-up (5 min), problem and traction (5-7 min), solution (3-5 min), business
model and go-to-market (5 min), team (3-5 min), ask (1 min), investor questions (10-15 min). In total, 35-50
minutes, which fills out a standard meeting slot. Do not talk for the entire time. The best meetings feel like
conversations, not pitches.

What investors are actually evaluating in the first meeting: Do | understand what this company does and why it
matters? Is there real traction? Do | believe the team can execute? Is the opportunity big enough to be worth my
time and capital? Are there any red flags? Would | enjoy working with these people for the next 7-10 years?
These are the unconscious questions running through an investor head. Y ou should address all of them directly or
indirectly through your conversation.

Practical tips: Be on time. Dress professionally (not costume-like, just clean and put-together). Do not bring your
laptop unless you need to show a demo or financials. Make eye contact. Speak clearly and with confidence. If you
do not know an answer to a question, say that is a great question, let me get back to you on that, and then actually

10
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follow up. Do not bullshit or make things up. Investors can smell it. Finally, at the end of the meeting, confirm
next steps: So what do you think? Is this something you would like to explore further? What would that look like?

Chapter 10: The Partner Meeting and IC Process

After a successful first meeting, most investors will tell you | need to bring this to my partners or let me present
this to the investment committee. This is where many fundraises stall or die. Founders do not understand what
happens behind closed doors. This chapter pulls back the curtain on the investment committee (IC) process and
what you need to do to navigate it successfully.

The IC process varies by fund, but the typical flow is: the partner who met you writes a memo summarizing your
company, your traction, the investment opportunity, and why they think the fund should invest; this memo is
circulated to other partners at the fund; the fund holds an IC meeting where partners discuss the investment, ask
guestions, and vote; the partner either tells you we are in or we are passing. The entire process typically takes 2-4
weeks, sometimes longer.

During thistime, you should be: available for follow-up questions (the partner or other investors may need data or
clarification), hitting milestones (if you said you would have a customer signed by next week, sign that
customer), staying in light contact with the partner without being annoying (one email per week is ok, multiple
per day is not), and continuing to build pipeline with other investors (do not assume this fund will say yes).

What can sink you during the IC process: Missing follow-up information. If the partner asks for your customer
contracts or your technical architecture, get them the information within 24 hours. Failing to hit your milestones.
If you said we will sign amgjor customer by end of month and you do not, the partner will use this against you.
New negative information surfacing. If a customer churns, if ateam member leaves, if there is a technical issue,
disclose it proactively. Over-promising. If you tell the partner | am closing three more customers this month and
you close zero, you have damaged credibility.

What can accelerate you through the | C process: Additional traction. If you get press, close a major customer, or
hit a significant product milestone while the fund is deciding, share it immediately. Competitive tension. If
another fund is serioudly interested, signal this subtly. Referrals from other credible investors. Investors want to
co-invest with other credible investors. Clarity on use of proceeds. If you have a specific, detailed plan for how
you will deploy the capital and hit milestones, the IC is more confident.

Chapter 11: Managing Multiple Conversations in Parallel

By the middle of a fundraise, you will be in simultaneous conversations with 15-30 investors at various stages:
some have just taken afirst meeting, some are in the 1C process, some are in due diligence, some are negotiating
terms. Managing these conversations without dropping balls, without confusing what you said to different
investors, and without burning yourself out is an operational challenge.

11
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The first rule: you cannot wing this. Y ou need your spreadsheet tracking system updated religiously. After every
investor interaction, you update the spreadsheet with: who you met, what they said, what they are concerned
about, what the next step is, when to follow up. You look at this spreadsheet daily. Every morning, review your
investor spreadsheet and identify who needs a follow-up today or this week. Block off time on your calendar to
do these follow-ups (typically 30 minutes per day, first thing in the morning).

The second rule: have one person (typically the CEO) as the lead on investor conversations. Y our co-founder can
be in some meetings, but there should be one person who is the primary contact. This prevents duplicate
conversations, prevents the investor from getting mixed messaging, and prevents the investor from playing
co-founders against each other. Additionally, once a week, have a 30-minute sync between co-founders to review
investor progress, discuss messaging, and plan the week ahead.

The third rule: customize your messaging to each investor based on what they care about. However, do not
contradict yourself across investors. There are core facts about your business: your traction, your market size,
your business model, your team. These should be consistent everywhere. What can vary is emphasis. For an
enterprise SaaS investor, emphasize land-and-expand strategy. For a consumer investor, emphasize viral loops.
For afintech investor, emphasize regulatory moats.

The fourth rule: manage your mental and emotional bandwidth. Fundraising is rejection-intensive. Y ou will hear
no far more often than yes. After two weeks of mostly rejection, you will feel beaten down. Thisis normal. The
key isto not let it affect your interactions with investors. Do not become defensive, do not become bitter, do not
become careless. If you are emotionally tired, take a day off. Go for arun. Get perspective.

Chapter 12: Creating Urgency and Competitive Tension (Ethically)

One of the most misunderstood aspects of fundraising is how to create urgency and competitive tension. Many
founders think this means being deceptive: claiming you have investor interest when you do not, making up
competing offers, or threatening to move on when you are not. This is a terrible strategy. It damages your
reputation and it will backfire when the investor discovers the truth.

The foundation is having a real pipeline. If you have 20 serious prospects at various stages, you genuinely do
have options. Some investors will move faster than others. Some will be more interested than others. Thisis real
competitive tension. Y ou should communicate this transparently: We have interest from a few other funds, so we
are likely to move on timelines that work for us, which is probably the next two weeks. Thisis not athreat. It is
just factual communication about what is happening.

The second source of authentic urgency is your runway and your milestones. If you have nine months of runway
and you need to decide within the next two weeks, this is real urgency. You can communicate this. We have
enough runway to explore our options through March, and then we need to make a decision on how to proceed.
This is factual and reasonable. Investors understand runway pressure. If you have 18 months of runway, you
cannot claim urgency, and investors will know you are bluffing.

The third source is your calendar and your strategic timeline. If you are planning a major product launch in six
weeks or amajor customer launch, and you want capital deployed before then, that is real urgency. Y ou can say:

12
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We are planning to launch this mgjor product in Q2, and we want to be fully staffed and ready to market it. So we
are looking to close the round by March 31. If the investor wants in on the launch, they will move.

The biggest mistake founders make is creating false urgency. Saying we have three term sheets on the table when
you have zero is alie that will be discovered. Investors talk to each other. If you claim false urgency and it gets
back to the investor, you have destroyed credibility and you will not get that investor. Instead, focus on building
authentic optionality. Run areal fundraise with area pipeline, hit milestones, and be transparent about what is

happening.

Chapter 13: Due Diligence

Due diligence is the process by which an investor deeply investigates your company, your team, your market, and
your operations before committing capital. It can range from cursory (afew calls with customers, alook at your
financials) to exhaustive (technical deep dives, background checks, reference calls). This chapter is about
understanding what investors will ask for, how to prepare, and what to expect.

Due diligence typically comes in three flavors: financial, legal, and operational. Financial due diligence covers
your financials, your unit economics, your customer acquisition cost, your lifetime value, your gross margins,
your burn rate, and your financial projections. The investor wants to see: historical income statements, balance
sheets and cash flow statements (ideally month-by-month for the past 12 months), your financial model
projecting forward, your capitalization table, and your customer contract values. They will ask: Why did revenue
declinein March? How are you calculating CAC? Is this revenue gross or net of refunds?

Legal due diligence covers your corporate structure, your contracts, your |IP, your compliance, and your legal
risks. An investor will want to see: your incorporation documents and bylaws, your cap table and all equity
instruments (stock options, warrants, SAFEs, convertible notes), your customer contracts (especialy any with
specia terms or termination clauses), your employee agreements and offer letters, your intellectual property
registrations (patents, trademarks), any litigation or disputes, and your compliance status. They will ask: Do you
own al of your IP or is some of it licensed? Have you ever had a customer sue you? Are you compliant with
GDPR or CCPA or other privacy laws?

Operational due diligence covers your customers, your team, your product, your technology, and your operations.
An investor will want to: talk to your customers (to validate your product-market fit and your growth story),
review your product (is it actually good? does it work?), talk to your team (do they know what they are doing?),
do atechnical due diligence (if it is a software company, they may audit your technology, your infrastructure,
your security), and assess your operational maturity (is the business well-run?).

Tips for navigating due diligence: Organize your data room in advance. Have al documents labeled and
organized in ashared folder. This signals professionalism. Be responsive. If the investor asks for something, get it
within 24 hours. Slow responses during due diligence are read as a sign of disorganization. Be honest. If thereisa
problem in your business, disclose it. Investors will find out, and discovering it themselves is worse.
Communicate proactively. If something changes during due diligence, tell the investor immediately.
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Chapter 14: Reference Checks

Reference checks are the moment where investors validate (or invalidate) the narrative you have presented. An
investor will typically do 3-5 reference calls: customer calls to validate product-market fit, reference calls with
people who have worked with the founder(s) to assess character and competence, and possibly customer or
partner calsto validate traction. This chapter is about what to expect, what investors will ask, and how to prepare
your references.

Customer reference calls are where an investor validates that you actualy have customers, that they are happy,
that the product is working, and that the growth story isreal. The investor will typically ask: Tell me how you use
this product. What problem does it solve for you? What alternatives did you consider? How much are you
paying? Are you renewing? Would you recommend this to others? What would make this product better? The key
thing you can do is pick your best customers. Not your largest, but your happiest.

Reference calls with people who have worked with the founder are about assessing character and competence. An
investor will call a previous board member, a previous boss, a co-founder from your previous company, someone
who has worked with you professionally. They will ask: Tell me about working with this founder. What are their
strengths? What are their weaknesses? Would you invest with them again? Is there anything | should know? Y ou
should brief your references in advance: An investor may call you as a reference. They will ask about working
with me and my character. Just be honest about who | am.

The mistakes founders make with references: Not prepping references. If your reference is blindsided by the call,
they might give a hesitant or neutral response that hurts you. A prepped reference who knows what is happening
and is ready to speak enthusiastically is far more helpful. Picking weak references. If the investor calls someone
who barely knows you or who has had a negative experience with you, that is a problem. Hiding problematic
references. If there are people you previously worked with who do not speak highly of you, the investor may find
them anyway. It is better to be proactive.

Finally, treat your references right. If someone is willing to speak on your behalf, that is a big deal. After the
fundraise closes, thank them. Send them a note, maybe a small gift, at minimum a sincere email saying Thank
you for speaking with this investor. You helped get this across the line. Maintaining your reference network is
crucial for your long-term career, not just for this fundraise.
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Chapter 15: Anatomy of a Term Sheet

A term sheet is a summary of the key terms and conditions under which an investor proposes to invest in your
company. It is not afinal investment contract (that comes later), but it is a binding commitment that lays out the
essentials: the investment amount, the valuation, the rights and preferences of the new shares, governance terms,
and other conditions. This chapter walks through every mgjor clause and explains what it actually means.

The first section is the basics: Investment Amount (how much is being invested), Post-Money Valuation (what is
the company worth after the investment), and per share price (how much each share costs). If an investor is
investing 2 million at a 10 million post-money, each share costs 10 million divided by total shares outstanding. If
you have 5 million shares outstanding, each share is worth 2 dollars. The investor gets 2 million divided by 2
dollars per share equals 1 million shares, which is 16.7 percent of the company.

The second section is liquidation preferences. what happens to investor shares if the company is acquired,
merges, or goes bankrupt? A 1x non-participating liquidation preference means the investor gets back their
investment amount first, then the remainder of proceeds are split pro-rata with everyone else (including common
stockholders like employees). A 2x preference means they get 2x their investment before anyone else gets
anything. A participating preference means they get their preference amount, and then they participate in the
remainder of the proceeds as if they held common stock. A participating preference with a cap means they
participate but only up to a certain multiple. These terms matter enormously.

The third section is anti-dilution: what happens to investor shares if you raise a future round at alower valuation?
A weighted average anti-dilution clause adjusts the investor price based on the new valuation and the new amount
raised. A full ratchet anti-dilution clause resets the investor price to match the lowest price ever paid by any new
investor, which is extremely punitive to founders. Most modern term sheets use weighted average. Thisis an area
where you should negotiate.

15



Raise Ready The Fundraising Process Bible

The fourth section is governance: how many board seats does the investor get? Do they have a board observer
seat? What rights do they have to inspect the books and records of the company? Can they participate in future
rounds? Board seats matter because they give investors decision-making power. A board observer is someone
who can attend meetings but cannot vote. Inspection rights let them audit the company and make sure things are
on track. Participation rights let them invest in future rounds, which protects their ownership percentage from
dilution.

The fifth section is conditions: what needs to happen before the investor actually wires money? Conditions might
include: legal documents being signed, your cap table being finalized, key employee agreements being in place,
representations and warranties being true and accurate, and nothing material changing about the business. Some
conditions are standard; others are red flags. If an investor adds a condition like the company must reach 10
million in ARR by closing, that is aggressive and suggests they are not confident in your trajectory.

Chapter 16: Negotiating Valuation Without Killing the Deal

Vauation is perhaps the most emotionally charged aspect of fundraising. Founders see their valuation as a
referendum on their worth. Investors see it as a math problem: at what price should | invest to get a reasonable
return if the company succeeds? This chapter is about understanding how to negotiate valuation intelligently
without sabotaging the round.

First, understand what drives valuation. Investors use frameworks. comparable companies (what did similar
companies raise at?), discounted cash flow analysis (what is the present value of future cash flows?), venture
capital method (what equity stake does this investor need to get a 10x return?). In practice, most seed investors
use benchmarks: seed rounds in your city and industry typically go at 3-8 million post-money. Series A rounds
typically go at 10-30 million post-money, depending on traction. Series B rounds typically go at 30-100 million
post-money. These are not rules; they are guidelines.

Second, understand that your leverage determines valuation. If you have multiple investors competing, your
leverage is high and you can negotiate. If you have one investor who is interested, your leverage is low and you
should accept market terms. If you have no other options, your leverage is zero and you take what you can get.
Most founders in this situation do not realize how weak their position is. They counter an offer at 5 million
post-money when the investor is already offering 4 million and no one else is interested. This is a good way to
lose the deal entirely.

Third, understand that valuation is a number that reflects expectations. If you raise at a 10 million post-money
valuation, you have implicitly told the world that you expect to be worth 50+ million in a few years (because
investors expect 5-10x returns). If you cannot deliver that, you will have a difficult time raising your Series A. So
pick avaluation that you believe you can grow into. If you are doing 50k MRR and your burn is 30k per month,
can you redlistically be a 50 million company in 3 years? Maybe. Maybe not. If you are not confident, do not take
a high valuation just because an investor offersit.

Fourth, negotiate strategically. If an investor gives you a term sheet at 5 million post-money and you want 6
million, you can counter. But do it once, and do it with reason. Say: We appreciate the offer at 5 million
post-money. We think based on our traction and our current runway, 6 million is more appropriate. If you can
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close the round at that valuation, let us know. Then wait. Do not keep negotiating. Either they come back with 6
million, or they stay at 5 million, or they walk away. But most professiona investors will move a little if the
move is reasonable.

Finally, remember that valuation is not the only term that matters. In fact, it is not even the most important term.
Liquidation preferences, board control, and investor rights matter far more in downside scenarios. An investor
who takes alower valuation but demands a 2x liquidation preference and two board seats is actually getting more
value than an investor who takes a higher valuation with a 1x preference and no board seat. Negotiate on the full
package, not just valuation.

Chapter 17: Terms That Matter More Than Valuation

Valuation is what gets discussed at dinner parties. But the terms are what matter when the company is in trouble
or succeeding wildly. This chapter covers the terms that actually impact your business: liquidation preferences,
board control, pro-rata rights, anti-dilution, and other often-overlooked provisions.

Liquidation preferences determine what happens in an exit scenario. A 1x non-participating preference is
founder-friendly: investor gets back their investment, then everyone else (including founders and employees)
share the remainder pro-rata. A 2x preference means investor gets 2x their investment before anyone else gets
anything. A 3x preference is even more punitive. A participating preference means the investor gets their
preference amount and then participates in the remainder as if they held common stock. In an acquisition where
the company sellsfor 8 million, and investors put in 2 million at a 1x non-participating preference, investors get 2
million first, and founders and employees split the remaining 6 million. But if investors have a 2x participating
preference, they get 4 million first, and founders and employees split the remaining 4 million. This is a huge
difference.

Board composition is your day-to-day control. If you and your co-founder control two seats, and the investor
controls one seat, you have control. If you and your co-founder control one seat each, and the investor controls
two seats, the investor can outvote you on anything. This is not hypothetical: investors with board control have
fired founders, shut down product lines, and made strategic decisions that the founders disagreed with. Board
control matters far more than valuation.

Pro-rata rights are the right to invest in future rounds to maintain your ownership percentage. If you own 10
percent of the company after Series A, pro-rata rights let you buy sharesin Series B to stay at 10 percent. If you
do not have pro-rata rights and cannot afford to invest in Series B, your ownership percentage will dilute down.
Investors care deeply about pro-rata rights; founders should too. If an investor wants broad pro-rata rights,
negotiate for founder carve-outs so founders can maintain control.

Anti-dilution provisions protect investors if you raise a future round at a lower valuation. Weighted average
anti-dilution is standard and fair. Full ratchet anti-dilution is punitive: if you raise Series B at 50 percent of your
Series A price, Series A investors get to adjust their price down to match. This can wipe out founder equity. If
you have a choice between weighted average and full ratchet, weighted average isfar better.
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Drag-along and tag-along rights matter in acquisition scenarios. Drag-along rights allow majority shareholders to
force minority shareholders to sell their shares in an acquisition. Tag-along rights allow minority shareholders to
sell their shares on the same terms as majority shareholders. Most term sheets have both. Thisis usually fine, but
you should understand what it means.

Chapter 18: Multiple Term Sheets

Getting one term sheet is hard. Getting multiple term sheetsis rare and powerful. This chapter is about what to do
when you have multiple offers on the table, how to compare them, and how to navigate the negotiations
strategically.

When you have multiple term sheets, your first task is to compare them apples-to-apples. Yes, oneis at a higher
valuation, but what are the other terms? Create a simple spreadsheet: valuation, investment amount, liquidation
preference, board seats, pro-rata rights, anti-dilution, investor fees, etc. Put each term sheet in a column and
compare. You will often find that the highest valuation comes with the worst terms, and the lowest valuation
comes with the best terms. Which is better depends on your priorities and your situation.

Y our second task is to understand the investor as much as the terms. Y ou will be working with this investor for
many years. Will they be helpful? Will they respect your decisions? Will they be hands-on or hands-off? Call
founders who have raised from both investors and ask for their honest assessment. An investor with slightly lower
valuation but a reputation for being helpful might be worth more than an investor with a higher valuation but a
reputation for being difficult.

Y our third task isto negotiate simultaneously. If you have two term sheets and you prefer the second one, you can
tell the first one: We appreciate your offer. We have another offer we are considering that is slightly more
attractive. If you can match or improve on these terms, we would be very interested in moving forward with you.
Sometimes the first investor will improve their offer. Sometimes they will not. But you will not know unless you

try.

Your fourth task is to be fair and transparent. Do not play games or deceive investors. If you have two genuine
offers and you are genuinely considering both, that is honest communication. If you have one offer and you are
pretending to have two to extract better terms, investors will discover this and you will lose both. The venture
community is small and word travels fast.

Finally, make a decision and commit. Once you have compared the term sheets, picked the best one, and
negotiated to the best of your ability, commit to the investor and stop negotiating. Investors want founders who
are decisive, not perpetualy uncertain. And frankly, you have likely squeezed out most of the upside already. The
difference between a 6 million valuation and a 7 million valuation matters far less than moving forward with
capital and building the business.

Chapter 19: When to Walk Away From a Term Sheet
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Sometimes the right answer is to decline a term sheet. This is one of the hardest decisions a founder can make,
especially when the company is running low on cash. But the wrong investor, at the wrong terms, can damage
your company and your future opportunities far more than running lean for afew more months.

Y ou should walk away if the terms are abusive. A liquidation preference that wipes out your equity in arealistic
downside scenario. A board seat that gives the investor veto power over your daily decisions. Anti-dilution terms
that are full ratchet and punitive. Investors make money when the company does well. If the terms are structured
such that they are betting against you succeeding, the incentives are misaligned and you will fight about
everything.

Y ou should walk away if the investor is the wrong person. Y ou get a bad feeling. They ask questions that suggest
they do not understand your market. They want to micro-manage things that are not their job. They have done
diligence in slow motion and dragged out the process. Y ou asked them to help recruit a key executive and they
refused. These are signals that the investor will be a burden on your company, not a help.

Y ou should walk away if you do not believe the valuation you accepted. This sounds strange, but it happens. you
negotiate a term sheet at a valuation that sounds great, but as you do the math, you realize you need to be a 100
million dollar company in 3 years to justify it. If you believe you can do that, great. If you do not, the weight of
that expectation will crush you. You will be under constant pressure to grow at all costs, which will lead to bad
decisions.

Y ou should walk away if you still have options. If you have another investor interested, or if you have enough
runway to wait a few more months, you can afford to be selective. If you are out of runway and out of options,
you take what you can get. But if you have a choice, you choose the investor and the terms that set you up for
success.

Walking away is hard because it feels like failure. It is not. It is discipline. The best founders are selective about
capital. They raise from investors who add value and who will not distract them from the business. If aterm sheet
does not feel right, declining it and continuing to search for the right investor isthe right call. In ailmost all cases,
you will be glad you did.
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Chapter 20: From Term Sheet to Wire

Once you have accepted a term sheet, you are not done. You still need to navigate the legal process, the due
diligence process, and various conditions before the investor actually wires the money. This chapter is about the
steps from term sheet signature to funds hitting your bank account.

Step one: engage attorneys. You will need a startup attorney to represent you in the transaction. They will draft
the final legal documents (the Stock Purchase Agreement, the Shareholder Agreement, the Board Resolutions,
etc.), they will respond to the investors attorney, and they will guide you through the process. Do not try to do this
yourself. The cost of an attorney (typically 3,000 to 8,000 dollars for a seed round) is worth every penny. A bad
legal structure can haunt you for years.

Step two: negotiate the documents. The term sheet is a summary, but the actual legal documents contain way
more detail and way more terms. Your attorney will review the investors draft and propose changes. The
investors attorney will respond. This back-and-forth can take weeks. The goal is to reach a final document that
both sides are comfortable signing. Pro tip: most of the negotiation is about items that neither side cares deeply
about. Ask your attorney which terms are truly important and which are cosmetic. Fight on the important ones,
concede on the rest.

Step three: due diligence. The investor will dig into your documents, your customers, your team, your
compliance, your IP, your technology, etc. As discussed in Chapter 13, organize your data room and respond
quickly to all requests. The faster you provide information, the faster this process moves. Some investors will
have their lawyers do the due diligence. Others will have their operations team do it. Either way, be responsive.

Step four: satisfy all conditions. The term sheet has a list of conditions that need to be satisfied before closing.
These might include: all legal documents signed, cap table finalized, key employee agreementsin place, customer
contracts obtained, no material adverse changes to the business, etc. Work through this checklist methodically. If
you are missing something, tell the investor what it is and when you will have it.
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Step five: closing. Once al documents are signed and all conditions are satisfied, you have a closing date. Thisis
the day the investor wires the money, you deliver the stock certificates, and you sign all the final documents.
After closing, update your cap table, issue equity certificates to the new investor, and celebrate. You did it. Now
the real work begins: deploying the capital to build the business.

Chapter 21: Legal Documents

This chapter walks through the main legal documents you will encounter during a fundraise and explains what
each one does and what to negotiate.

The Stock Purchase Agreement (SPA) is the main contract. It specifies: the investment amount, the price per
share, the number of shares being purchased, the use of proceeds, representations and warranties (claims about
the company), and conditions to closing. It is a long document, typically 20-30 pages. Your attorney will
negotiate every section. Areas to focus on: use of proceeds (make sure they have not constrained how you spend
the money), representations and warranties (make sure you have not agreed to things that are not true), and
conditions to closing (make sure the conditions are realistic and not unreasonable).

The Investor Rights Agreement specifies. investor governance rights (board seats, observer seats, inspection
rights), participation rights (can they invest in future rounds?), liquidation preferences, anti-dilution rights, and
drag-along and tag-along rights. This is where the real terms are buried. Work with your attorney to make sure
you understand every clause.

The Shareholders Agreement (also called a Cap Table Agreement) specifies: who owns what, vesting schedules
for equity, tag-along and drag-along rights, and redemption or repurchase rights. This document codifies your cap
table and the investors ownership rights. Make sure it accurately reflects reality.

The Board Resolutions are the internal documents that authorize the investment from the company side. The
Board (you and your co-founder, typically) passes resolutions approving the issuance of new shares, the election
of new board members, and any other necessary actions. These are signed by the Board and kept in the company
records.

Negotiation priorities: Focus most of your energy on the SPA and the Investor Rights Agreement. Those are
where the economic and governance terms live. The other documents are important but more mechanical. Make
sure your attorney flags anything unusual or punitive. And remember: you do not have to accept every term the
investor proposes. Negotiate, but do so respectfully and know when to concede on items that do not truly matter.

Chapter 22: The Closing Checklist

Closing is the moment when everything comes together and the money actually hits your account. This chapter is
a step-by-step checklist of everything that needs to happen before closing, so you do not miss anything.
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Before closing: Finalize your cap table. This should be a spreadsheet that shows every single person who owns
equity in the company and how much they own. It includes: founders, employees with options, SAFE holders,
convertible note holders, previous investors. If your cap table is wrong, everything that follows is wrong. Get it
right. Have your board sign off on the cap table. The board (you, your co-founder, and the new investor if they are
on the board) needs to agree that the cap table is accurate. Have your corporate records in order. The investor will
want to see: incorporation documents, bylaws, board minutes, stock certificates, and option agreements. If you
have missing documents or inconsistencies, resolve them before closing.

Have al legal documents executed. Both you and the investor should have signed all the necessary documents:
the Stock Purchase Agreement, the Investor Rights Agreement, the Shareholders Agreement, the Board
Resolutions. Get these from your attorney and coordinate signatures. Prepare a Data Room closing binder. Thisis
afolder with al thefinal closing documents, the cap table, the investor subscription documents, and anything else
that was negotiated during the process. Organize it clearly so the investors attorney can easily find what they
need.

At closing: Coordinate the money wire. The investor will initiate a wire transfer to your company bank account.
Make sure you have provided the correct banking information (account number, routing number, SWIFT code if
international). Once you see the money in your account, verify the amount is correct. Deliver the stock
certificates. Y ou will issue paper stock certificates (or electronic entries in your stock ledger) to the new investor
representing their equity in the company. These are signed by the company and given to the investor. Update your
records. You will update your cap table to reflect the new investment, your stock ledger to show the new shares,
and your corporate records to document the investment.

Prepare for the celebration. Once the wire is received and the stock certificates are delivered, the round is closed.
You can announce it to your team, to your customers, and to your board. This is a moment to celebrate the
achievement, but also to refocus on building the business. The real work starts now.
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Chapter 23: The First Board Meeting After Closing

The first board meeting after closing is where redlity hits. The investor has bought equity in your company, they
may have a board seat, and they now have formal governance rights. This chapter is about how to structure this
first meeting, what to communicate, and how to set the tone for a productive investor relationship.

Before the meeting: Prepare a 90-day plan. Do not walk into the first board meeting without a clear plan for what
you are going to do with the capital. The plan should include: key hires you will make, product features you will
build, customer acquisition strategies you will pursue, and metrics you will track. Be specific: by month 2, you
will have hired your VP of Sales; by month 3, you will have signed two enterprise customers. This shows the
investor you have thought operationally about how you will deploy their capital.

Prepare financial projections for the next 12 months. Show the board how the new capital changes your
trajectory. If you were previously burning 30k per month and now have 2 million, show how that investment
scales the business. What is your new monthly burn? What are your revenue projections? What metrics are you
optimizing for? Be conservative in your projections, not optimistic.

At the meeting: Present your 90-day plan and your 12-month projections. Explain why these are realistic and
achievable. Tak about your key risks and how you will mitigate them. Show the investor that you have thought
deeply about how to succeed. Ask the board for input: Do you see risks in this plan that | am not seeing? Are
there resources or introductions you can provide to help us achieve these goals? The board meeting should feel
collaborative, not adversarial.

Establish a cadence: Monthly or quarterly board meetings. If you have a new investor on the board, you typically
meet monthly for the first year, then quarterly after that. These meetings are where you report progress, discuss
challenges, and get advice from the board. Come prepared with a board deck covering: key metrics (revenue,
users, burn, cash runway), progress on the 90-day plan, highlights and lowlights, and questions you want the
board to weigh in on. The board should always know what is happening in the company, so there are no surprises.
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Set expectations for investor involvement. Are they hands-off and just want monthly updates? Do they want to
help with hiring? Do they want introductions to their portfolio companies? Do they want to be involved in
customer calls? Clarify the level of involvement upfront so there are no misunderstandings later. Good investors
respect the founder leadership and do not try to run the company, but bad investors will try to micromanage if you
let them.

Chapter 24: Investor Updates

Monthly or quarterly investor updates are the most important thing you can do to manage your investor
relationship. An investor who is informed and feels included is an investor who will support you through
challenges. Aninvestor who isin the dark is an investor who will panic at the first sign of trouble. This chapter is
about what to include in your updates and how often to send them.

Frequency: Monthly updates if you have significant traction and are moving fast. Quarterly updates if you are
early-stage or if you have instructed your investors that you prefer quarterly updates. The cadence should be
consistent: send updates on the first Tuesday of every month, or the first day of every quarter. Investors come to
expect them. If you stop sending them, investors will wonder if something iswrong.

Format: A simple Google Doc or PDF, one to two pages max. Include: key metrics (revenue, users, burn,
runway), progress on goals from the prior period, highlights (customer wins, product launches, team hires),
challenges or lowlights (missed goals, churn, competitive threats), and a request for help or input from the
investor. Use data and numbers, not vague language. Do not say the product is going well. Say you launched
feature X on date Y and saw aZ percent increase in user engagement. Precision istrust.

Key section that many founders forget: investor introductions or help needed. This is the section where you ask
your investor to help. Do you need an introduction to a potential customer? A referral for a head of sales? An
introduction to another investor for your next round? Investors expect to help. If you never ask, they may feel like
they are not adding value. Be specific about what you need. Do not say we are looking to hire engineers. Say we
are looking for a VP of Engineering with 10 years of backend infrastructure experience who has led teams of 5
plus people.

Be honest: Include challenges and setbacks, not just wins. If customer churn picked up, say so. If a key hire fell
through, say so. If you missed a revenue milestone, say so. Investors respect transparency and they respect
founders who solve problems. They do not respect founders who only share good news and then surprise them
with bad news six months later. The best updates are balanced: here is what went well, here is what did not go as
planned, here is what we are doing about it, and here is where we need your help.

Chapter 25: Managing Investor Relationships Long-Term

You are going to be working with your investors for many years, potentially decades if your company succeeds.
This chapter is about how to maintain a strong relationship over time, how to avoid conflicts, and how to get the
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most value out of the investor relationship.

Set expectations in the early days. Early in the relationship, clarify: How often do you want to hear from me?
What kind of help are you most interested in providing? How much notice do you need if we are going to raise a
future round? What is your availability if we hit a crisis? These conversations prevent misunderstandings later.
An investor who expects weekly calls but you only check in monthly is going to be frustrated. An investor who
wants to be very involved but you treat them as a passive investor will feel sidelined.

Communicate consistently. Do not go silent for six months and then ask for help. Stay in touch: monthly updates
as discussed in Chapter 24, occasional emails sharing a win or a challenge, invitations to company events if you
have them. Investors want to feel included and informed. Consistent communication shows respect and builds
trust.

Ask for help, but not on every little thing. Y our investor is supposed to add value. That value might come in the
form of strategic advice, introductions to customers or employees, industry expertise, or just being a sounding
board when you are struggling with a hard decision. Identify the areas where your investor can add the most value
and ask for help in those areas. But do not ask for help on every decision. That makes you look weak and
indecisive.

Manage expectations about outcomes. You are building a startup. Startups fail. You might grow slower than
projected. You might pivot. You might hit roadblocks that seem insurmountable. Your investors should
understand this going in, but remind them in your updates. An investor who thinks you are on a straight line to a

10x return and then hits reality will blame you. An investor who understands that startups are volatile and who
has adjusted their expectations will stick with you through challenges.

Respect their governance rights but do not over-consult. If the investor has a board seat, they have formal
governance rights and you need to involve them in major decisions (hiring a CEO, pivoting the product, raising
new capital, selling the company). But they do not have the right to weigh in on every decision. You are the
operator. Y ou make the day-to-day decisions. Use the investor as a sounding board and source of wisdom, but do
not let them run the company.
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Chapter 26: Bridge Rounds

A bridge round is a small round of fundraising designed to buy you time until your next big round. It is called a
bridge because it bridges the gap between now and when you will be ready to raise your Series A or Series B.
Bridge rounds are typically 500k to 2 million dollars, and they are usually structured as convertible notes or
SAFEs that will convert into equity at the next priced round. This chapter is about when bridge rounds make
sense, when they are abad idea, and how to do them right.

Bridge rounds make sense when: Y ou have a clear milestone you need to reach before you can raise a Series A.
You are 80 percent of the way there, but you need three more months and a small amount of capital to finish. A
bridge round gets you to the finish line. You have early traction that needs to be proven out further. You have
product-market fit signals, early customers, and strong unit economics, but not quite enough traction to justify a
Series A valuation. A bridge gives you time to add more traction before you talk to Series A investors.

Bridge rounds are a bad idea when: You are using them to avoid making hard decisions about burn or
product-market fit. If you raise a bridge round to keep the company alive without fixing the underlying unit
economics, you are just delaying failure. You have no clear milestone that the bridge is designed to achieve. If
you cannot articulate why you need the bridge and what you will achieve with it, do not raise it. You are using
them repeatedly. If thisisyour third bridge round in two years, investors will see thisasasign that you are failing
to execute, not that you are buying time.

How to do abridge round right: Be very clear about the milestone. We are raising 1 million dollars to reach 100k
MRR by June 30. Then we will be ready for Series A. Make sure the milestone is achievable. Do not claim you
can 5x revenue in three months if that is not realistic. Recruit existing investors or new investors who know and
believe in you. If you have previous investors, ask them to participate. They have already invested in you and
have upside in your success. New investors should be people you have arelationship with or who have explicitly
signaled interest in your Series A.
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Structure it simply. A convertible note at a reasonable cap (1x your last valuation is common for a bridge) and
reasonable interest (6-8 percent) is standard. Do not try to negotiate aggressive terms. Y ou are asking for a bridge
on the promise that you will come back with better termsin Series A. If you try to gouge investors now, they will
not want to participate.

Finally, treat the bridge deadline seriously. You said you would reach the milestone by June 30. If you do not,
you have broken a promise and damaged credibility. Y ou will not be able to raise a Series A at agood valuation if
you missed the milestone that justified the bridge round. So be realistic about what you can achieve, and then
execute relentlessly to hit the milestone.

Chapter 27: Down Rounds

A down round is when you raise capital at alower valuation than your previous round. If you raised Series A at
20 million post-money, and you are now raising Series B at 15 million post-money, that is a down round. Down
rounds are painful, and they carry real consequences for founders and investors. This chapter is about what causes
down rounds, how to navigate them, and how to minimize damage.

What causes down rounds: The business is not growing as fast as expected. Revenue is flat. User growth has
stalled. Customer churn is higher than projected. The market conditions have changed. Capital markets have
frozen and investors are scarce. The competitive landscape has shifted and your product is no longer
differentiated. The team has key departures. Your VP of Salesleft and sales fell off a cliff. These are al reasons
why companies raise down rounds.

The consequences of a down round: Existing investors face losses (on paper at least). If they invested 5 million at
a 20 million post-money and you raise Series B at 15 million post-money, their shares are theoretically worth
less. This triggers anti-dilution clauses, which means founders get further diluted. The morale hit is real. Y our
team feels like the company is failing. Thisis partially true. A down round is a sign that things are not going as
planned. Team members will worry about their jobs and the companys future. Y ou may lose people because they
think the company isin trouble.

How to navigate a down round: Be honest with your investors and your team. Do not hide the fact that you are
raising down. Investors will find out, and they will lose trust if they feel deceived. Instead, be proactive: We are
not hitting our growth targets. Here is why. Here is what we are doing about it. We are raising a Series B at a
valuation that is lower than Series A because the market conditions and our trgjectory have changed. We think
thisisthe right capital at the right valuation to execute on our plan.

Negotiate for survival, not for terms. Y our goal in a down round is to raise enough capital to get back to growth.
Do not spend months negotiating valuation or terms. Take what you can get that allows you to hire the team you
need to fix the problems. Focus on execution, not on valuation.

Finally, use the down round as a reset. A down round often comes with a reset in expectations and a reset in the
team. It is an opportunity to make changes you should have made earlier: replace underperforming executives,
refocus on your core product, cut features that are not working. The down round is a painful moment, but it can
also be a moment where you recalibrate and come back strong.
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Chapter 28: The Fundraise That Stalls

You have been fundraising for three months. Y ou have had 30 meetings. Y ou have one term sheet that you are
not excited about. Everyone else has said they need to think about it or that they want to see more traction before
moving forward. Y our runway is shrinking. Thisis the nightmare scenario: the fundraise that stalls. This chapter
is about how to recognize when a fundraise is stalling, what to do about it, and when to pull the plug and try a
different approach.

Signs your fundraise is stalling: Investor response time has slowed down dramatically. Investors who took
meetings three weeks ago are not responding to your follow-ups. No one is asking for more materials or
scheduling follow-up meetings. You are not getting new meetings. Y our warm intro pipeline is drying up and
cold emails are getting zero responses. You have one or two investors who are interested but dragging out the
process indefinitely. They keep asking for more information or want to wait for the next quarter to decide.

What to do when a fundraise stalls: First, diagnose the problem. Is it your story? Isit your traction? Is it market
conditions? Is it the instrument you are raising? Talk to investors who passed and ask for honest feedback. Most
will not give it, but some will: We loved the team but were not sure about the market. We thought the product
was interesting but were not seeing strong retention. We like the company but we are worried about your runway.
Thisfeedback isvaluable. It will tell you what is broken.

Second, adjust your approach. If the feedback is about traction, stop fundraising and spend the next two months
hitting a major milestone. Get a big customer, launch a major feature, significantly grow revenue. Then come
back to the market with a stronger story. If the feedback is about the instrument, try a different instrument. If you
are raising on a priced round, try SAFEs. If you are raising on SAFEs, try a convertible note. If the feedback is
about market conditions, pivot your pitch to focus on what is defensible in a downturn.

Third, consider alternatives to traditional venture fundraising. Can you bootstrap? Can you raise from angels who
know you personally? Can you do a pre-sale or a customer-funded round where customers pay upfront for
features you will build? Can you find a strategic partner or acquirer who will fund your company in exchange for
product or distribution? These alternatives are not always available, but they are worth exploring if VC
fundraising is stalling.

Fourth, adjust your expectations. Y ou want to raise 2 million from VCs at a 10 million post-money valuation. But
no one is interested. Can you raise 500k from angels at a lower vauation? Can you bootstrap and get to
profitability? Sometimes the answer to a stalling fundraise is not to keep trying harder, but to accept a smaller
round or to pursue a completely different path. Pride is the enemy of pragmatism. Be willing to adjust.

Finally, know when to quit. If you have been fundraising for six months and you have zero offers, something is
broken. Either your business is not compelling, or your story is not good, or the market does not believe in your
market, or you are the wrong person to be raising. At some point, continuing to bang your head against the wall is
not persistence, it is denial. Be honest with yourself about what the market is telling you and adjust accordingly.

CONCLUSION
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Fundraising is one of the most important and most difficult things a founder will do. It requires persistence,
discipline, strategic thinking, and emotiona resilience. The founders who succeed at fundraising are not
necessarily the ones with the best ideas or the most impressive pedigrees. They are the ones who understand
fundraising as a process, who execute methodically, who are honest with investors, and who know when to be
flexible and when to hold firm on what matters.

The operational playbook in this guide will serve you well. Follow the frameworks, use the tools, track your
progress, and stay focused on the metrics that matter. But remember: frameworks are guidelines, not gospel. Y our
situation is unique. Your industry is unique. Your investor landscape is unique. Use these frameworks as a
starting point, but adapt them to your context.

Finally, remember that fundraising is a means to an end. The goal is not to raise capital. The goal is to build a
great company that creates value for customers and returns value to your investors. Fundraising is just the tool
that gives you resources and runway to build that company. Do not lose sight of that goal. The best fundraises are
the ones where the founder has such a compelling business and such a clear vision that investors cannot help but
want to be part of it. Build that business first. The fundraise will follow.
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