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Most founders we talk to at
P\ Infrairis have the same quiet fear:

that their product is simply too

hard to explain.

Too many layers. Too much jargon

baked in. Too far ahead of where
buyers’ understanding currently sits.

X They're often wrong.
And that misdiagnosis

can cost them deals.

@ The product isn't always
the problem.



When a buyer walks away from your pitch confused,
the instinct is to add more.

More slides. More detail. A longer demo.

A technical white paper. More words

layered on top of the ones that
didn’t land.

But confusion almost never means the
buyer needs more information.

It means they haven’t been given

the right frame yet. They’re looking

at the pieces without seeing the picture. Y

700 MUCH INFORMATION. " THE RIGHT FRAME.

ONE SENTENCE.
. IT TELLS YOU

WHERE TO TURN.

ATOMIC CLOCKS &
P RELATIVISTIC
5| CORRECTIONS

TECHNICAL
WHITE PAPER

BUYER UNDERSTANDS.

PRODUCT SELLS.

Think about how GPS could have been explained when it first appeared in consumer devices. T
The underlying tech — a network of satellites triangulating your position to within metres

using atomic clocks and relativistic corrections — is genuinely complicated. But the

effective version of GPS messaging wasn’t about satellites. It was: it tells you where to turn.

One sentence. The buyer understands. The product sells.

s YOUR DEEP TECH PRODUCT MAY HAVE AN EQUIVALENT SENTENCE.

THE WORK IS FINDING IT. =
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, : : ; SO... WHAT
Here’s a quick diagnostic you can
run after any pitch, demo, or DOES IT DO,
salesicall | AND WHY DOES
‘ IT MATTER?

Ask your buyer, casually, to
describe back to you in their own
words what your product does.

Not what the features are.

Not what the architecture looks like.
Just: what does it do,

and why does it matter?

&
®

If they cant do it,
the message likely failed.
Not the audience.

@

This isn't about the buyer being unsophisticated.

Procurement committees at enterprise companies, ( ]
superannuation fund managers evaluating deep tech,

Series A investors reviewing a high volume of pitches

in any given week — none of these people are

unsophisticated. They've chosen not to carry your

explanation forward because it didn't give them
a versiun they could hold onto.

@

A useful explainer test: hand the video or the
one-pager to someone who doesn’t work in your
industry. If they can tell you the problem your
product solves, and why that problem is painful,
in thirty seconds flat — you've found the story.
If they look confused or start asking clarifying
questions, you havent found it yet.
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FEATURE-FIRST FRAMING /

The pitch starts with what the product does instead of
what the buyer's world looks like without it. Features are
the answer to a question nobody's asked yet. You describe
the architecture, the data model, the APl layer. The buyer is
still trying to work out whether they have the problem your
product solves.

—> LRI Start with the world before your product
exists. Make the problem viscerally recognisable. Now

the feature list is the answer to a question the buyer is
already asking.

:
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2 ) AUDIENCE MISMATCH |

The explanation that resonates with a CTO won't resonate
with a CFO. The story that lands with an early-adopter
engineer won't land with a procurement committee. Most
founders write one explanation — usually the technical one,
because that's where their fluency is — and try to use it Mo h . PROCUREMENT
everywhere. : -

| need unit

econamics,
risk, and ROl

on architecture,
trade-offs and

| need security,
compliance and
commercial terms,

Different buyers need different translations of the same truth.
A CMO at a B2B Saa5 company needs to understand what
your product does to the sales cycle, not how your inference
pipeline works. An IR lead explaining quantum sensing to a
superannuation fund manager needs business-risk language,
not physics.

The product is the same. The story has to flex.

-

" HUMAN-SCALE TRUTH
(WHY IT MATTERS)

TECHNICAL TRUTH
(WHAT IT IS)

3 MISSING THE HUMAN-SCALE
VERSION OF THE TECHNICAL TRUTH

This is the hardest one to fix. Most complex tech products
have a deeply technical truth — the actual mechanism that
makes them work — and a human-scale truth that translates
why that mechanism matters to someone's day or business.
The mistake is stopping at the technical truth and hoping
the buyer makes the leap.

Mechanisms v Solves a real problem

v/ Saves time / money
v Reduces risk
v' Improves outcomes

They won't. Or at least, most of them won't. The ones who
do are usually your early adopters — they already speak
the language. The majority market needs the human-scale
version handed to them directly.

Components
Protocols
Models




DUMBING
DOWN

Here's where a lot of founders get stuck.
They resist simplifying because they're
afraid of dumbing down. They've spent
years building something with genuine
depth, and they don't want to be
misrepresented as a commaodity.

That fear is legitimate.
And it's also pointed
at the wrong thing.

S

Dumbing down means

removing the technical truth and
replacing it with something vague.

“We make your
business more efficient.”

is dumbing down.
It's not wrong — it's just empty.
It could describe almost anything.

TRANSLATING

Translating means

finding the human-scale equivalent
of the technical truth.
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“Instead of flooding
the whole body with
a drug, we deliver it
exactly where it’s
needed — which
means less damage
to healthy tissue and
a better outcome for
the patient.”

It respects the depth of the product and
makes it accessible at the same time.

A biotech company that's built a novel mechanism
for targeted drug delivery isn't dumbing down
when they say:

“Instead of flooding the whole body with a drug, v~ P
we deliver it exactly where it's needed — which

means less damage to healthy tissue and a

better outcome for the patient.”

Q The best explainer work doesn’t choose between

depth and clarity. It finds the version of the truth
= | that holds both.
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DEEP TeCH CLEAR MARKET
REALITY UNDERSTANDING

So what?
Whj now ¢

This kind of translation doesn't come

from better graphic design. It doesn't P 0 .
come from a creative brief — whether l ; q‘ 1S T T
given to a copywriter, designer, or ;'T X =
director — that hasn't first been given - Xt+l = ]Ea (xt, '-’lt)
strategic clarity. The brief itself needs : g,

g min .I'L (5' / -

to be right before any execution can be a .
effective. That requires someone who - = 3! |,r :
understands the tech deeply enough : 3 _j , ,.J

to know which parts of it are genuinely : 4 f

differentiated — and which parts are
TRAM SLA Tr oN

just implementation detail.
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That's why a generic motion-graphics '§
agency often can't do this well. They're (4§
brilliant at making things look beautiful.
But if the brief they're working from is
already confused, the output will be
beautiful and confused. A video costing
tens of thousands that doesn't pass
the thirty-second test delivers far less =~ =
value than its price tag suggests —
and that's an illustrative figure, not
a ceiling.

And it's why current Al video tools —
Sora, Runway, Veo — don't fully sclve
the problem either. They're capable
production instruments that can
accelerate execution considerably.
But the strategic and narrative work
of identifying the right story still
requires human judgment about your
specific product and market. They
amplify whatever you give them. If the
brief is muddled, the video is muddled,
just with better motion graphics.

- 3 s 7 _.-". ":| | - \ f |_,.l rJ D
The gap is strategic. It's narrative. AECE S T L 7e ' TE ST

It's the part that requires someone )
to sit with your product long enough {Z_;_ '
to find the sentence that makes it click.



YoU CAN DO RIGHT Now

If you're a founder reading this and your pitch
isn't landing the way you need it to,

=3 Write a one-sentence answer to this question:

what does your product
replace or make obsolet

\)

Not what it does. Not what features it has.
What it replaces.

GWE replace the spreadsheet-
a-: and-email approval workflow
- Y that finance teams use for
complex vendor onboarding.”

“We make the mﬁ"“al Now take that sentence to a
lab sample |°99“_':9 non-technical friend. Read it to them.
process obsolete. —> z :

If they nod and say something like
“oh, so you save people from

PiTey
DECK

“We replace the six-phone-call doing X manually” — you're close.
process a broker .currenﬂy” If they look uncertain and ask what
uses to get a policy quote. vendor onboarding means, the

sentence still has jargon in it.

Keep cutting until the
nod comes naturally.

This isn't your final pitch. It's your compass. IT ALL
Once you've found the sentence that a smart ARTS
non-technical person can understand and repeat, ’é ST

you have the foundation for everything else — THERE .

the explainer video, the investor deck, the
homepage headline, the sales email.




The Bottom Line

Your product probably isn’t too complex to explain.
Complex products get funded, get sold, and change
industries every year.

Among the deals and raises that stall despite a
strong product, messaging breakdown is a common
and underappreciated factor — though it isn’t the
only one.

Sometimes a product is genuinely early, too niche,
or misaligned with buyer needs in ways that clearer
messaging alone won’t fix.

But in our experience, many deals stall before that
test is even reached, because nobody found the
story that made the technology land.

* That story may exist for your product.
The work is ﬁnding it.

L If you're at a high-stakes moment — a fundraise,
a product launch, an enterprise deal you can’t

afford to lose — and you're not sure your current
explanation is doing the job, we'd like to help.

Y

Start with a Complexity Audit at Infrairis

and we'll tell you Exac:l:ly where the
story is breaking down.

/ No pitch required.

Just the product truth. -~ PiTCH DECK
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Infrairis

https://startups.infrairis.com



