GREAT INs

BRITAIN & NORTHERN IRELAND

How to pitch your healthtech solution Four practical tips



Begin with an
introduction to
the problem

Begin with an introduction to the problem



‘Love the
problem as
much as the
solution’

Tony Young,
NHS England
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What is the narrative?

Show that you have a thorough understanding of
the problem your solution addresses (ideally with
analysis backed by evidence).

Successful solutions will have a compelling prob-
lem case.

In more detail, clearly present and answer what
is the problem you are addressing:

» State the market deficit/problem.
 What is the analysis behind the problem?

* Why do you think there is an opportunity for
your solution? State examples of adoption
drivers (e.g. KOLs, signed development agree-
ments/MoUs with sizeable market players or
end customer Lols).

 What is the cost to the NHS (or other rele-
vant entities) running with that problem? (If
applicable).

Show that you care about the problem and
think about putting NHS Health inequalities

at the heart of what you do and focus on how
your technology will increase inclusion




Move on to what
your solution to
the problem is




‘A feature is
an aspect/
capabiliity of
a product or
service, while
a benefit is
the positive
impact that
feature has on
the customer’

Nick Allen,
Innovation NEXUS

Keep it clear and concise. Focus on how your
solution is new/ different.

Product/ service. How and what does your
solution do?

Market analysis. Who is your competition?
Where would your solution sit in the market?
Could there be demand for your productin
some other problem area / sub-sector with
perhaps less competition?

Evidence. Do you have any evidence? What
research has been done in the field? List
KOLs (with permission), and where possible
collaborative agreements with future patient
groups, prospective in-market providers/
curtomer of that solution, collaborative third-
party co-development partners, etc.

Cost. What is the cost of your solution? What
is your price model? How does it differ from
your competitors in the target market?

Benefits. What is your unique selling point?
Is there a potential saving? Is this money,
or time, improved patient outcomes? Any
Covid-19 benefit? Is there a net zero carbon

Present the clear healthcare economic
argument of the innovation, which part of

the system will get what return, and craft a
very solid business case for investment
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Present the
value
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Is your solution new to world technology, or do
you have competitors in the UK? In that case,
how does your technology compare? Faster,
cheaper, better quality, more complex, better

value etc?
‘This section How are you positioned to scale in the target
is where you market?
should grip e Your solution. How can your product/ service
the qudience’s scale in this market? What resources, partner-
; ships, etc. is needed?
attention.
Back up with » The team. What positions have you created in
. y the team to take your strategy forward and to
evidence!

scale it? What experience/ credibility do they

o)
Liz Ashall-Payne, haves

ORCHA » Business plan and revenue model. How does

your business plan reflect customer acquisi-
tion year on year?

 Runrate. Do you have a clear presentation of
how long your run rate is, and when and from
whom you would need more investment from?

When pitching to investors include:
* Who are the investors that your target?
* Prepare an investment return argument

including exit strategy

* Investment ask coupled to financials, a cash
flow runway and use of funds; And some
stab at valuation and its basis of defence
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Present further
details




Your innovation needs to come across as meet-
ing 4 key expectations:

‘Finally, 1. How is your innovation novel - how is it some-
present how thing new or different

you will scale 2. How is it bringing value?
in this market,

and repeat

4. How is your solution bringing empowerment or
Fhe most being an enabler to the market? E.g. for the
Important healthcare workers? Patients?
value of your

solution to the

3. Present proof that is has the ability to scale

customer’
Remember the 4 great ‘T’s:
David D’Alton, TECHNOLOGY - novel, disruptive, secure IP
Oyster Venture TEAM - credibly capable of delivering
Partners TRACTION - identifiable market adoption drivers

THINKING - well thought-through strategy
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Department for International Trade

The UK’s Department for International Trade (DIT) has
overall responsibility for promoting UK trade across the
world and attracting foreign investment to our econ-
omy. We are a specialised government department
with responsibility for negotiating international trade
policy, supporting business, as well as delivering an
outward looking trade diplomacy strategy.

Disclaimer

Whereas every effort has been made to ensure that the
information in this document is accurate, the Department
for International Trade and the Contributors do not
accept liability for any errors, omissions or misleading
statements, and no warranty is given or responsibility
accepted as to the standing of any individual, firm,
company or other organisation mentioned.
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