“We Connect People, Information, and Money
with the Best ways to Maximize Business Value”
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Serving the Lower Middle Market
In the Global Business Marketplace

Sales
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ALLIANCE OF MERGER & ACQUISITION ADVISORS ®

“Based on 25 years of transaction experience,
with thousands of client companies,
unfortunately, 9 times out of 10 the “value gap”
IS just too big for any type of sale today!”



The Marketplace tells us:

‘Before Value can be sold or
distributed....

Value must be Created!’




Changing “Owner-Manager”
Risk Profile over the Business Lifecycle

Entrepreneur

Expansion Instability

Check Out

Risk \

Shareholder o D



Business Changes

Where is your business now ?

Growth & Maturity  Instability New Vision




What is the “Value Gap” today?

Business Value

Personal/Needs

Identify and Create Solutions to Bridge the “ValueM




Bridging the “Value Gap”

Owner
Expectations/

Requirements

Business

Transfer Value H O W ?
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A Fragmented Approach is Ineffective
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Today most financial professionals focus almost
exclusively on just 1 or 2 of the pieces,
valuation, legal, accounting, tax, M&A, etc.

-- they fail to completely understand
fundamental personal needs and com
evaluate the company’s overall b
performance and potentia

the owner’s
orehensively
usiness




The Importance of a
“BIG Picture” View
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e Because the needs of the private Business Owner and
the Company are so inextricably interlined the best
Financial Advisors focus on the whole and not just

Individual parts.




It all begins with
awareness, information,
and education...a whole

new perspective on
the BIG picture



Reductionism

Parts
Structured
Rational
Prove it!
Hierarchy
Categories
Seperate
Future/past
Precise
Static

Male

Nosy
Seperate notes
Mechanic

“The New Holism

Corporate Whole
_ . Creative
Skillset! Intuitive
Open mind

Logical
Sequential
Rational
Analytical
Objective
Looks at parts

Synergy
Individuals

onnected
ow
Chaotic

Intuitive Dynamic
Imagination
Emotional Female :
Synthesizing Selfcorrecting
Subjective Harmony


Presenter
Presentation Notes
Voorbeeld dokter:

Reductionisme: Je bent grieperig, je zoekt een dokter op, symptomen opzoeken, diagnose stellen, behandelen(zoals iedereen in die categorie), antibiotica voor keel en aspirine voor je hoofd. Je wordt beter. Medicijn is de oorzaak. Gevolg door antibiotica is je weerstand verslechtert..en krijg de aspirine verergert de maagzweer.

Holistisch: niemand is volkomen gezond of volkomen ziek. Constant wisselende toestanden. Je begrijpt dat de oorzaak ligt in samenloop van omstandigheden weerstand naar 0. 
Via therapie en meditatie verander je je levensstijl, je gebruikt een homeopatisch middel om je weerstand op niveau te houden en je neet een massage tegen je hoofdpijn.. Conclusie, de hoofdpijn was niet slecht nadenken leven weer in evenwicht verbetering van je hele leven. 

Autorijden..

Het bedrijf is een verzameling van categorieen. Inkoop, verkoop, logistiek, IT, marketing. Elk met doelstellingen. Symptomen en behandelingen. Daarnaast zie je het bedrijf ook als geisoleerd onderdeel in de samenleving.. [Wat]

Symptomen: marktaandeel, brand awareness, ROI, retentie(Balanced Score Card)
Kuur: marketing campagne, kosten snijden

Bedrijf als gebalanceerd orgaan. Waar je open staat voor dynamiek, chaos, self correctie..maar ook creativiteit, intuitie, synergy en bovenal betekenis geven aan het totale orgaan in een grotere context..[Waarom]






The Emerging Knowledge
and Social Economies

21st Century

Resource Constraints
Value in Relationships

* Resource Abundance
= Value in Transactions

-
* Business Stability ";;- * Business Flux
* Well-Defined Industries o * Industry Transformation
* One-Way Markets N * Two-Way Markets
» Limited Information Causes ".-55__' * [nformation Abundance
o * Information Networks "'r.-;" _
Institutions + Global Information Flows l:::rmmur?ltg.r

* Social Computing
« Market Discontinuity

=

control

Global Marketplace

From http://blogs.zdnet.com/Hinchcliffe



Traditional Institutional Model Superseded

Old Model: Financial Institutions serving many individuals

Financial Institution

it
New Model: P2P Many: One, One: Many, Many: Many, One: One

ity il
i;m;,ﬁﬁ - g,;::z ' = i

Many: Many
Prediction Markets, Synthetic Economies
.I\/I_any: One_ One: Many “ﬂﬁ “ﬂﬁ
Affinity Investing Affinity Purchasing
Affinity Philanthropy

Few: Few Long Tail

October 31, 2006
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“None of us
IS as smaurt as all of us.”
Warren Bennis
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Maximizing
Business Value

&
Personal Wealth
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Transition Planning




What are the Big Motives of Business Owners ?

Increasing profitability of business
Increasing value of business

Providing access to capital for
the business

Reducing debt level of business
Expanding size of business

Family Business, Research Findings, Mass Mutual

89%
76%

64%
63%
51%

20



We Understand the Private Capital Marketplace

Growth-

Capitalization UETISED

Owner
Motives
Matter
Most

Valuation

12



1. Assess the Current Situation

8. Implement and
Monitor

2. Gather the Data

7. Define Strategy and
Plans 3. Identify the Driving

Forces

4. Generate Alternative
Scenarios

6. Assess the Implicati
for your Organisation

5. Assess the
Implications for
your
Environment



We Know the
Maximum Value Process (MVP)

Project

=ty Coordination

Advisory -
usiness

and Process .
Evaluation

Management

“Value GAP”

Management Analysis

Action Plan



Presenter
Presentation Notes
Notes: Developing an entire certification program requires resources to staff a number of functions.

These resources may not need to be directly hired as part of the certification program; instead, they may be drawn from other parts of the organization.


Hierarchy of Value




Who Really Manages the Team?

CPA
Business
Growth Attorney
Consultant
Team Risk
Estate
Manager Management
Planner i
Professional
Personal
: . Money
Financial Manager
Advisor 9
Private
Investment

Banker



Wealth
Accumulation

401k
IRA
Life Insurance
Annuities
Mutual Funds

* Brokerages

* Banks

* Insurance and
Investment
Advisors

o Attorneys / CPA’s

The Current

Environment
A Fragmented Marketplace

* CPA’s
« Attorneys Wealth
e Insurance and Succession
Investment Buy Sell
Advisors ESOP’s
IPO'’s
Mergers
&
Acquisitions

* Trust / Charitable Officers

e Insurance / Investment
Advisors

Wealth
Preservation
Estate Planning
Wills & Trusts

Charitable Planning
Foundations



Maximum Value Player (MvP)
[pley-er] noun

1. a person or thing that plays.

2. one actively involved especially in a competitive field or

process.
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Become the lead “MVP”:
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“Web 2.0 generally refers to a second generation of
services available on the WWW that lets people
collaborate and share information online.” - wiipedia.com

Shared Pictures =

Shared Videos =

Shared News = digg

Shared Bookmarks = .. del.icio.us

Shared Knowledge = ey , ‘s‘u KIPED] A



What exactly are we Doing??

Subscribing
Organizing Rating
Creating Finding Designing
Sharing Promoting
Publishing

@Patnma Seybold Group

Trusted Advisors to Customer-Centric Executi



Executable Web _
- Customer-Contributed

Rich Internet Apps @ Content
Syndication
Really Simple Syndication
(RSS) Feeds, Atom

hash Ups
Gadgets, Widgets
Published APIs

eta Tags ] -
] Social Networking

Web Services ,Google Earth
@Patricia Seybold Group @

Multimedia
Photos, Videos,

Flash, Flex , Ajax Animation, Audio, Text

Ruby on Rails,
Python
JavaScript

© 2007 Patricia Seybold Group Page 31



E-Fartfolio Model

Wour identity: contact infa, interests, walues |, reputation

Your network: contacts, collaborators, teams, teachers, mentors, colleagues, organiz ations , authoars, friends, famihy

What Youve Done

What You Can Do

What You're Doing

VWhat You Wantto Do

our past:
variting, multimedia,
projects, experiences,
crederntiaks, job
ExpErien:es

o

Tour current:
skillz, abilities, areas of
expertse, knowledge,
took

“rour current:
collaborations, cours es,
multimedia, projects,
thinking, pursuits, career
path, reading

“our future:
Learning goals, pursuits,
career plans, desired
credentials, lifestyles , skill
development

—_

W

E _Portfolio

Toolk for

collecting, reflecting,
connecting and
publizhing

-
Collecting

Heflec_tﬁlg

- £, =
L onnecting

F’llﬁﬁﬁllillg

Aggregating, staring,
arganizing, filtering
inform ation, artifacts and
contacts

Thinking, revismwing,
remembering, journalling/
blogging, privatefpublic

Group-farming,
communities of practice,
shared goals, interests
and walues, connecting to

inform ation

Select components to
dassemble presentation
for each potential
audience, different media

types

Jeremy Hiebert 2006




Key intranet Business Drivers

Business Processes Employee Engagement

Workinstructions, Mews, wikis, blogs,
procedures, Ccommunications

processes,
workflow

Environment
Process automation,

Knowledge | :
telecommutin

Management : S
webinars, less printing

Document & content

mansgement,

search, taxononmy,
tzgesing of content

Applicationdirectony,
intranet lists, front end
aCCess to corporEte

Change data [eg. SAP, Oracle)

Management
Alerts, newsitems,
paegs updates

Collaboration

Mew ldeas & : : ;
staffdirectory, discussion forums,

Improvements team rooms, docwment and

Diiscussion forums, online content mansgement

sugsestions
£ CIBA Solutions Pty Ltd



Executives

Project
Managers
Ma ent
[ nagem nd
n&[ghts & monif"r'
Internal Qﬂllaboraticf"
Teams OSmmunicati®
Dynamic
Vendors & Applications
Partners

Communication
Management

~ Document
- Management

Portfolio

Management

Project
Management

Teams and
Resources


Presenter
Presentation Notes

On Demand means lower hassle, lower costs, immediacy and flexibility in deployment 
eProject scales from 10 to 10,000 users
eProject was the first On Demand provider in the space
Proven with 350+ customers

eProject saw this happening and  we made several enhancements to our product top satisfy the needs of this emerging.  With the emerging market and validation of on demand, eProject is the leader in On Demand enterprise project and portfolio management for the extended enterprise. This is evidence by our dramatic growth




MidMarket Alliance Solution Center

Market
Research

Research
And
Development

Solution
Development

A

y

_ Customers and
Solution < > Customer
Marketing Issues

Solution
Sales

A

A

A

Service
And
Support

Solution
Partners

Integration
Partners




The MidMarket Alliance maximizes Value with a
world-class professional community of independent
experts sharing ideas, resources, and proven best
practices: The MVP system




|dMarket Place.com

mmgmm&cwmmmm

@Patricia Seybold Group

Trusted Advisors to Customer-Centric Executives

© 2007 Patricia Seybold Group Page 37



MidMarket Place.com

e Where owners and advisors of privately held businesses go for
valuable free information to learn about the marketplace and to
configure the ideal mix of products and professional services they
need to maximize business value. The “go-to” place for middle
market owners and advisors.

 Where professional services providers collaborate to deliver a
compelling value proposition to the middle market business owner.

e A 215t Century lead generation machine



MidMarket Place.com
Branding Elements

A Collaborative “Wiki”
Marketing Materials
Advertising

Public Relations

Direct Mail

Events and Seminars
Telemarketing
One-to-One Marketing
Conferences

A Singular Focus on the
Business Owner

Vision and Creativity

A Sense of Urgency
Committed Professionals
Passion for Excellence
Fee Sharing Agreement
Dispute Resolution

One Goal: New Business!
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What It 1s Not - Social Network

- A Platform (typically media-driven and online) that Brings People
Together i.e. YouTube, Facebook, flickr, Wikipedia
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standpoint

Why It Doesn’t Qualify:

- People-centricity without a brand orientation
- A conduit, not usually the end brand game
- A social and media platform, not a brand rallying point



Presenter
Presentation Notes
We hate this—we think it’s unethical

Some call this roach marketing

Even if you get past the ethics – consumer is way too smart – remember the Sony ad… 

All of our stuff we do not only conforms to the regulations but adopts the principle of transparency, honestly 



M Entrench brand loyalty
VI Improve operatior




Brand Communities Can Tap Four
Valuable & Untapped Market Forces

THE

 CULTING

B DOUGLAS ATKIN

Peer Peer Peer Peer
. Engagement/
Advocacy Collaboration Content Fanship


Presenter
Presentation Notes
Word of mouth is getting a lot of press…whether it’s people quoting Gladwell and the Tipping Point,  people talking about the overnight success of My Space/YouTube, all the consumer of the year awards magazines gave out form last year  or marketer’s pleading to get more buzz

The world has changed – it’s scary – a senior marketer’s life is down to 22 months --- the stuff we’ve always doen is not working as well as it used to



Offline Outreach and Awareness

e Offline
- Events
] - Business /Trade Shows
- Brand Experience
- PR /Buzz
- Paid media/promotion
- Other Asssociations
- Referrals




Social Media Transformation Cycles

INFORMATION
Consumption The Market of Vetting
Conversations

CURRENCY KNOWLEDGE
Market Value | | Learning What

” The Market

|Obtained from the
Ereatinn ﬂf MNew |r|.|.-=--fu-rnat|c:-n Wants, NEEdS or
Offers.

Products and
Services

Gaining The
Wisdom of the
Market

INNOVATION

Creating Products
and Services
That Serve the Markets
Needs, Wants and Desires

Creation Conversion

Quww.rEIatin|1ship—ecn:rn-:rm',.r.cu|'n
Jay Deragon & Dan Robles




Awareriess

Capital, Resources, and Tools




“We Connect People, Information, and Money
with the Best ways to Maximize Business Value”



	The Alliance:
	Slide Number 2
	Slide Number 3
	Member Benefits
	Slide Number 5
	�Changing “Owner-Manager” �Risk Profile over the Business Lifecycle�
	Business Changes
	What is the “Value Gap” today?
	Bridging the “Value Gap”
	Slide Number 10
	A Fragmented Approach is Ineffective 
	The Importance of a �“BIG Picture” View
	��It all begins with awareness, information, and education…a whole new perspective on�the BIG picture
	Slide Number 14
	Slide Number 15
	Traditional Institutional Model Superseded
	Slide Number 17
	Slide Number 18
	Slide Number 19
	Slide Number 20
	Slide Number 21
	Slide Number 22
	We Know the �Maximum Value Process (MVP)
	Slide Number 24
	Who Really Manages the Team?
	Slide Number 26
	Slide Number 27
	Become the lead “MVP”:
	Slide Number 29
	What exactly are we Doing??
	Slide Number 31
	Slide Number 32
	Slide Number 33
	Slide Number 34
	MidMarket Alliance Solution Center
	The MidMarket Alliance maximizes Value with  a world-class professional community  of independent experts sharing ideas, resources, and proven best practices: The MVP system
	Slide Number 37
	  MidMarket Place.com
	         MidMarket Place.com�        Branding Elements�  
	Slide Number 40
	Slide Number 41
	Slide Number 42
	Slide Number 43
	Brand Communities Can Tap Four �Valuable & Untapped Market Forces
	 Offline Outreach and Awareness  
	Slide Number 46
	MidMarket Place.com
	The Alliance:

