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THE

SECRETS
OF CEO PEER GROUPS
I have been running a couple of CEO peer Groups
for the laﬆ two years and had myself been a
member of one before. Here are my thoughts about
the beneﬁts of being in a “maﬆermind” for those of
you who are enjoying s fru s, and for the
unin iated who may be contemplating d ping
their toes in the peer group experience.

1. FLY WITH THE EAGLES
According to fellow Vistage chair David Belden you are
going to be as successful as the average of the ten
adults that you keep company with. The power of
association is huge. It is shaping our expectations of
ourselves and our perception of what is possible.

When you surround yourself with experienced
leaders, dynamic entrepreneurs and people who
conquered big challenges, their life prospectives
will rub oﬀ on you.

2. BIGGER THINKING
The presence of such people in your life will suggest to
your subconscious that you are one of them, and you
can be all they are too. In fact, your fellow leaders will
be EXPECTING you to model them... and the “tricks”
they taught you. Powerful...

A peer group of successful leaders will push you
to take massive action in your life and business,
and will hold you accountable to execute. You
will ﬁnd the group's propelling power irresistible.

High achieving entrepreneurs and CEOs are always
looking for the next mountain to climb. They also
want to impress each other. There is nothing like the
adrenaline rush of a great idea, whether for yourself or
for a peer's business. High achievers want to challenge
each other to think bigger and dare more. Is it a
successful local business? – Take it national! – It sells
online? – Build brick and mortar too! – The growth is
capped by hands-on direction? – Get out of the way!
Bigger thinking is about creating success, teaching
others to do it, and moving on to the NEXT BIG
THING.
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3. MIRROR
The right peer groups are engineered to minimize
conﬂicts of interest. Two competitors will not be
admitted and critical customers or vendors of
members will be denied access to the group. The
“conductor” of the peer group must also de-select
people who are not ready to be “all-in”, for frank
sharing and vulnerability.

The best peer groups create a culture of “radical
candor” that allows members to look into the
“mirror” and see how they are showing up in
their business and personal lives.
The leading peer groups company, Vistage, preaches
“carefrontation” to describe the attitude of loving
confrontation that allows peer group participants to
face up to the realities of their attitudes and behaviors.
The business-owner, whose employees are reluctant to
think on their feet, may be causing this behavior by
maintaining a culture of fear. The CEO whose team is
not winning may have to step up her own game and
model swinging for the fences. Leaders who suﬀer
from others’ mistrust, must learn to trust their own
people ﬁrst.

4. CROSS-POLLINATION
Many CEOs I ﬁrst talk to wonder how a group of
disparate business leaders could help them, without
previously studying their industry and its history of
challenges. They feel that the group would have to go
through a twenty-year trial-and-error process just to
“catch-up”, before bringing anything helpful.

“How can they possibly be smarter than me
about my business?” – they ask.
Many will join a trade association or their industry's
20/20 group to ﬁnd answers.

Einstein believed that “problems cannot be solved by
the same level of thinking that created them”. The
trouble with industry groups is that their members
often look at their challenges with the same tired eyes,
and rarely bring fresh thinking to the table.

Renowned marketing guru, Jay Abraham, taught
me, that the way to innovate is to travel outside
of your industry to ﬁnd answers.
If you are in manufacturing, look at service companies
for ideas for growth and customer service. If you are in
professional services, look to production-type
processes to implement in your business. If you are in
contracting, study utilities to ﬁnd recurring revenue
models to stabilize your business… Get the picture?

5. THE MASTER MIND
The idea that smart brains thinking together will often
generate more and better ideas is as old as humanity.
Jesus had his 12 apostles, Ben Franklin his “junto” and
Andrew Carnegie called his brain trust the “Master
Mind”, as memorialized by Napoleon Hill in his all-time
bestseller, Think and Grow Rich. Hill deﬁned the Master
Mind as “two or more minds working together in a
state of perfect harmony”. Ideas feed oﬀ of each other
and make brainstorming a powerful and exciting way
to come up with solutions to well deﬁned problems.
Indeed deﬁning the problem is the key to ﬁnding
solutions, and brainstorming works for questions too.

Penetrating questions produce insights that help
the group drill deeper and deeper until it “hits
oil” and uncovers the root cause of the problem.
One of my group members believed that his industry
was too “old fashioned” to attract millennial talent,
which is looking to join companies serving a higher
purpose.
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The Master Mind swung into action and our peer
group discovered that the business was, in fact, green
and customer-obsessed. The way to boost hiring was to
articulate how the company helped the environment
and its customers' quality of life.

6. THE CRYSTAL BALL EFFECT
It's not just diﬀerent industries that can instruct each
other. Large companies can teach smaller ones the
processes and management structures they use to stay
on top of their business and help smaller business
leaders visualize the state of aﬀairs they would have to
engineer to get to the next level of operation.

Conversely, large companies that have
“forgotten” to be nimble and innovative can
learn from entrepreneurs. Younger, fast-growing
businesses will be a treasure trove of inspiration
and approaches on how to be gritty, attract
millennial talent, and promote through social
media.
Established CEO's will be seeking how they could
adopt the “underdog spirit” and ﬁnd a “blue ocean”
market and capture growth opportunities.

7. VULNERABILITY
Business leaders carry great responsibilities. Often
hundreds or more people depend on them to make the
right calls and expect them to be in charge and sure of
their direction. Showing weakness, indecision, or
apprehension about the future at the workplace can
demoralize an organization and lead to a boardroom
coup or an oﬃce-revolt.

On the other hand, an intimate peer group can
be a safe place to be vulnerable, leaders will feel
free to talk out their fears and concerns with the
group. Other members will support them by
sharing similar experiences and how they had
been handled.

Situations are rarely as bad as they ﬁrst seem and the
group will help the leader ﬁnd solutions to handle the
issues ahead.
E.g. when sales are sagging, the group may help
brainstorm tactics to mobilize revenue generation in
the short term, while putting longer-term growth
processes in place. In most cases, desired outcomes can
be reverse-engineered into immediate actions...
invisible to the “ﬁreﬁghter” frantically operating in a
“smoke-ﬁlled building”.

8. PEOPLE THAT GET YOU
All humans need to feel appreciated, but leaders
tend to get too little of it. Praise from employees
will be rare and will often sound insincere.
Spouses frequently don't get what you are doing,
or don't want to know, as the price of success
may be uncomfortable, or embarrassing to them.
None of us can be prophets in our own houses. Your
grown children, may shows some interest, but will
rarely be the expert audience you want to look good
with.
Here is, again, where a peer group comes handy. Your
fellow CEO's and business owners know exactly the
costs and fragility of success. They feel your pain
making payroll after a bad month, cleaning up in the
wake of an ill-conceived acquisition, or dealing with
selﬁsh and short-sighted shareholders. Most leaders
are starved for the appreciation and sympathy of likeminded peers, who ﬁght in the trenches like they do.
It doesn't have to be lonely at the top... if the top people
of unrelated organizations ﬁnd a way to get together
from time to time.

STEVE PREDA
STEVE@ENTREPCOACHES.COM
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Coa -Approa

Leader of the Month

“STRATEGY
IS EASY...”

CHRIS GRANDPRE,
CEO OF OUTDOOR
LIVING BRANDS

Chris Grandpre is Chairman & CEO of
Outdoor Living Brands, whi controls:
Ar ade , the world's leading design
and build contraor of cuﬆom
residential de s and other outdoor
living aces; Mos
o S ad, the
leading mos
o, ti and outdoor peﬆ
control company; Outdoor Lighting
Per eives, the world's leader in
outdoor lighting syﬆems; Renew Crew,
a cleaning and proteion company
caring for a wide variety of exterior
surfaces; and Casuwel, a line of
premium outdoor furni ings and
accessories.
During his career, Chris Grandpre has
advised nearly $1.0 billion of M&A and
corporate ﬁnance transactions. He has a
bachelor's degree in business
administration from the University of
Notre Dame and a master's of business
administration from Virginia
Commonwealth University. He lives in
Richmond, with his wife, Susan, and
three children.
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YOUR TERMS (YT): You were a successful investment
banker. What triggered the jump into entrepreneurship?
CHRIS GRANDPRE (CG): In mergers and acquisition
advisory I helped business owners document their
business plan, outline what they would achieve in the
next ﬁve years and position them as attractive
investments to strategic or ﬁnancial buyers. We helped
these management teams prepare and close the deal,
but right after we disappeared from their lives. What
I missed was to see if we had chosen the right strategy
and if it ended up working, or not. My main reason to
transition to an operating role was to have not just the
opportunity to create a strategy, but to lead the
execution of that strategy.

There is an old adage: “strategy is easy, execution
is hard”. Having a team execute a strategy dayin and day-out, staying on the strategic plan is
much more challenging then coming up with the
blueprint. It takes discipline.
YT: If you look back on your career,
what were the building blocks of your success?
CG: It starts with having the right team around you.
I have been involved with franchising for ten years and
the success of our business is attributable to building a
formidable management team. There is only so much
you can do on your own in a 24-hour day. You got to
have a team that buys into the strategy and preferably
invests cash into the business too. Continually adding
strong talent has been the key.
We are also disciplined in creating and thoughtfully
documenting a strategic plan. There is a 45-page
written plan with supporting ﬁnancial projections,
which we use to manage the business. Everything we
do on a weekly, monthly, quarterly and annual basis is
calibrated back to supporting our strategic plan. It's no
use putting together a wonderful blueprint, if it is left
to gather dust on the shelf.
YT: How do you adjust when a strategy is not working?
CG: This is when our people come in. During our
quarterly meetings, we review the performance of each
business unit to determine the areas that are ahead of

the budget and the plan, and where we are falling
behind. We analyze what we could import from
another business unit that works, to meet our plans.

We take a step back and evaluate why we are
falling short. Did we do what we set out to do?
Is there something wrong with the strategy or its
execution? Is there something amiss with the
people who are asked to execute?
We analyze, brainstorm and make the necessary
adjustments.
YT: Can you give us an example of a strategy that failed
and you have taken a course-correction?
CG: I could quote lots of examples. Here is one: We
have a relatively new business unit, called Casuwel.
Our initial strategy was to give the opportunity to our
325+ Archadeck franchise locations to be sales reps for
Casuwel and oﬀer a new product to their current and
past clients and prospects. We developed the product
line, marketing materials and rolled it out to the
franchise system.
There was initial interest, but sales turned out to be
less than we expected. Our franchisees were consumed
by operating their core business and had no time to
learn something new during the season.
We realized that we had to make the business case with
direct sales people, proving results franchisees could
expect. We had left this critical step out of our original
process.
YT: How does one make it big in franchising?
CG: There are currently 3800 active franchise concepts
in the US. The number one metric for franchisees is
“unit economics”. It is the acid test for prospective
franchisees whether to invest a major portion of their
net worth in the business. Franchisees make the
investment expecting to generate a good income
stream and create a valuable asset. If you don't have
franchisees enjoying great unit economics, than the
concept will ultimately slow down or fail.
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In franchising “It's the unit economics, stupid!”
Every investment is measured by the return it
would generate, after marketing spend,
technology roll-outs and equipment purchases.

YT: How is coaching important in building your
business?
CG: I am looking at it from two angles. We want to
have a strong internal management team and we want
to have strong, prosperous franchisees.

YT: What is your vision of the franchising
industry, going forward?
CG: I have found franchising to be a wonderful
business. You are taking an existing brand and a proven
business model and marrying it with the invested capital and the entrepreneurial energy of local investors.

The franchisor is a mentor and a coach to the
franchisees but only after understanding the
franchisee's deﬁnition of success.

Franchising also ﬁts the American Dream. It is not
“pure entrepreneurship”, as you are using someone
else's business model, training and support. But it
reduces risk for the investor. The future of franchising
is bright.
YT: Would you expect a higher proportion of businesses
to become franchised in the future?
CG: The number of franchise concepts keeps growing
every year, but few franchise concepts reach scale,
deﬁned as reaching 100 units or more.

Franchising allows founders to grow a business
without having to raise capital and seeing their
ownership diluted. Franchising oﬀers a path to
growth using your business model, brand and
expertise and leveraging the capital, business
skill-sets and passions of others.
We will continue to see new businesses and industries
to be franchised.
YT: Is it really the capital? It seems to be in abundance,
with private equity and crowd funding investors queuing
up for opportunities…
CG: It is the capital combined with the commitment,
drive and energy of the franchisee. He puts his family's
income stream, his life savings at risk. He has got to
make it work. The ownership and buy-in at the local
level drives performance. This is much diﬀerent from
investing in a business and hiring a general manager to
run it for you.

All new franchisees go through a goal-setting exercise
and have to articulate and document why they do this.
What does success look like in the next 5–7 years for
them? It may range from building a lifestyle, through
income generation, to creating an asset that they could
transition to a next generation, or convert to net
worth. As we provide the training, we keep calibrating
back, to help them achieve their goals.
YT: How does it matter to you what is important
to them?
CG: Success is in the eye of the beholder and we want
to know how to help our franchisees to succeed.
Of course, we want to maximize our market share in
each territory, so ultimately we prefer people who want
to grow their business. Our franchise discovery and
qualiﬁcation process is designed to ﬁnd the ambitious
vs. the hobbyist franchisees. We are looking for folks
that want to build businesses based on our franchise
model. We want to make sure that our goals are
aligned.
YT: What is your brand of coaching and what is the type
of coaching that you don't believe in?
CG: Franchisees are independent-minded business
people. Our approach is to build a business case and
make recommendations, but ultimately it is the
franchisee's decision how to implement and accept
them. If we make a good case, they will follow the
business model. Our philosophy is to convince rather
than coerce franchisees to use our system. We show
them how it is designed, how their peers are using it
and what results they are getting. We build the case
why the franchisee's business would be stronger and
more successful, if they implemented our system.

9

It's a coaching process predicated on data and
recommendations, letting the franchisee conclude
whether our advice makes sense.

What I detest is the “gotcha” style of coaching,
when franchisors conduct ﬁeld audits and
using checklists to catch the franchisee
doing things wrong.

YT: Do you belong to a peer group and why?
CG: We develop bilateral peer relationships and visit
each other to learn. We open up our operations and
show others how we have struggled and what we
discovered, and ask them to do the same. Since we
have franchising as a unifying theme and we don't
compete, we ﬁnd it inherently beneﬁcial to build
friendly peer-to-peer relationships.
YT: What advice would you give to your
1-year-old self, just starting out?
CG:
1. I wish I had started my operating entrepreneurial
journey earlier than 40. I enjoyed management
consulting and investment banking, but
entrepreneurship is inﬁnitely more fun.
2. I have been fortunate to have a couple of people that
helped me in my career, but I wish I had cultivated
such relationship earlier with more mentors.

3. Don't be afraid to fail. Step out of your comfort
zone. Try new strategies even when you are
unsure. Take some risks. Don't risk all your
capital, but it is easier to take risks before
starting a family and taking on a mortgage.

YT: What three things will make entrepreneurial
businesses successful in 2020 and beyond.
CG:
1. The quality of their product, service and customer
care. When customers see a word-class experience,
they will set you apart from your competition.
Do the right thing, take action, demonstrate
urgency, ﬁx problems and clients will talk about you.
2. Your company will only be as good as your
management team and, in my case, our franchisees.
Be diligent about the quality of people you hire.
3. Look for new ways to do things. The most successful
businesses anticipate a customer need or frustration
and they solve it.
YT: What is the mindset required for being innovative?
CG: It is creativity. Being able to look at the world
diﬀerently. Finding an unmet need. 10 years ago, the
outdoor pest control space did not exist. People hired
experts to keep insects out of the home, but there was
no one to keep the bugs out of the back yard. We had a
vision of the future, with millions of people enjoying
the outside, without annoying mosquito bites and
dangerous diseases that such bugs might spread.

It takes ability and guts to look at the future,
and act to create it. Find an unmet customer
need and build a business to ﬁll it.

YT: How do you ﬁnd an unmet customer need?
What drives this attitude?
CG: The desire to do something diﬀerent. To not be the
same as the competitors who ﬁght based on price.
If you ﬁnd a way to solve a customer need diﬀerently,
you give your customers a reason to choose you and
give yourself the ability to charge more and gain
market share. I don't want to be a commodity.
Being diﬀerent is the core part of how we facilitate the
growth of the company. We are looking for a blue
ocean, to break the status quo and reach a bigger
opportunity.
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Harnessing the Power of Your Herd

HIRE LIKE
THE US NAVY
After ving a recent presentation to a group of CEOs in the Ri mond
area on “Leader
Lessons from the Un ed States Naval Academy,”
I was reﬂeing on the 3-hour session and wanted to are a b of the
discussion. The session looked at the Vision, Values, Expeations,
and Engagement at the Naval Academy and how these
leader
princ les could be applied in the business
world, and used by business leaders every day.
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I am spending most of my time with CEOs and
business owners on “getting the right people in the
right seats”, but I was surprised how our discussion
around expectations ﬂushed out some interesting
views around setting the hiring bar high.
Clearly, the Naval Academy has a rich history of
developing Naval Oﬃcers and many graduates go on
to major leadership roles both in the public and private
sectors. However, the most unnoticed or overlooked
components of their leadership development success is
the high bar and process utilized for admissions.
Recent statistics show over 19,000 annual applicants
with only 1400 admitted (7%) through a rigorous
application and nomination process.
Just to apply, high school students are required to
complete a written application outlining leadership
traits and involvement outside of academics, interview
with a Naval Academy oﬃcial complete a physical
ﬁtness examination, and a medical exam. After
successfully completing application requirements, and
meeting ACT/SAT thresholds, each student must
secure a nomination from their local senator or
congressman. This nomination process usually
includes a panel interview with local community
leaders that make recommendations for nomination.
Finally, the admissions board reviews all qualiﬁed
candidates with nominations and using a “whole man
multiple” scoring system and sends out appointments
to the 1400 selected.

Even after all this rigor, incoming freshmen, or
plebes, are put to the test mentally, morally, and
physically during a grueling “plebe summer” to
weed out those not tough enough to handle the
demanding standards of the US Navy and
Marine Corps.

online, reviewing applicant resumes, screening using
phone interviews, bringing in a few ﬁnal candidates for
face-to-face interviews, and after 30–60 minutes of
Q&A we extend a job oﬀer to the candidate we like the
best, or had a good “gut” feeling about. No wonder
hiring success for most companies is no better than a
coin ﬂip.

Instead, we have the opportunity to challenge
our organizations and ourselves, to truly ﬂush
out a hiring process that with intent reinforces
the vison and values of the organization.
Hopefully both compelling and repelling, to
draw in ideal candidates but also push non-ideal
candidates away.
Applying a robust needs assessment will determine
organizational gaps and the key personality traits
required in a candidate to ﬁll those gaps.
From the needs assessment, a job description and
compelling job posting can be created. Once posted,
applicants should be screened with various assessment
tools (personality, grit scale, cognitive ability, integrity,
work simulations, etc.) depending on the requirements
and importance of the role.
Assessments allow the organization to bring in
candidates that “ﬁt” the role prior to even meeting or
interviewing and increase hiring success. Finally,
candidates should be measured against the
organizations vision, values, and expectations at the
time of hire and routinely throughout their tenure
with the organization to ensure they continue to meet
a high bar.

The strength to bounce back from setback and failure
is tested every day during plebe summer, typically
resulting in 10% attrition in the ﬁrst six weeks.
Business leaders can use elements of this rigorous
process and demanding standards in setting the hiring
bar for their organizations. Most of us set a low hiring
bar by simply placing a vague or non-descript posting

DAVID QUICK, CEO
HELPING BULLS THRIVE IN CHINA SHOPS
DAVID@HELPINGBULLS.COM
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What I learnt from

RUNNING OUT
OF GAS
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I was driving down highway 64 on a sunny ring morning towards an appointment
in downtown Ri mond. Cruising at 70 miles per hour, my en ne dropped dead on
me. Pumping the gas pedal was no use and I needed to get out of the inner lane i ly
before I would scree to a halt. Dodged a couple of eedy SUVs, rolled beyond an
overpass and pulled to the side juﬆ as the ﬆeering wheel lo ed… My remaining
momentum allowed the car to rea the service lane. Phew…. Texted my wife, who was
about to walk into her annual appraisal… I could not count on her now. Gee, I have
not done this for 20 years. “How am out going to get out of this?” – I lamented.
Luckily, my client gracefully rescheduled, so I had a
couple of hours until the next appointment, which
turned out to be the richest sensory, emotional and
learning experience of the week. Actually, I am really
glad to have run out of gas yesterday. Here are the ﬁrst
8 things I learnt from the experience.

The sun started warming my over-air conditioned
body. The birds where singing around me, and a gentle
breeze tingled my face. It was nice walking in this ﬁne
spring morning. I am used to running outside, but this
was a diﬀerent feeling. I was in no rush and on an
adventure in an unknown part of town.

1. MAKING A BLUNDER DOESN'T
HAVE TO BE A CATASTROPHE

4. INCREASE YOUR SOCIAL AWARENESS

The rescheduling helped me to not be late or miss the
appointment. All I was about to lose were the next
hour or so, but instead I made it work better than any
other hour that week. I just had to ﬁgure out what
could be gained from that experience. Read on to ﬁnd
out.

2. DON'T JUDGE YOURSELF
The worst thing that happens with blunders like this is
that we start judging ourselves and erode our selfesteem. I was in no mind to do that and decided
instead to pull out my “coaching curiosity” to
investigate. What happened?
I had been so immersed in thought the last couple of
days writing this newsletter that I was on autopilot
about the mundane mechanics of my life. I had been
fortunate to be able to carve out two days that week to
immerse myself in thought and learning. This,
I ﬁgured, was a good thing, about which I should feel
blessed.

3. DISCOVER THE BEAUTY AROUND YOU
I switched on the red blinker, got out of the car and
climbed up to the overpass by the side of the road.
Crossing above the motorway was a quiet country road
that led to a gas station ten minutes walk away.

I walked past small but neatly kept, one-story houses
that I thought must belong to working class families.
There was not much lawn around them, but there
were grilles and benches behind the houses, indicating
a socially active neighborhood. I was surprised to see
Mercedes and Lexus SUVs and a BMW convertible in
driveways that are not typical in middle class suburbs.
The poorer you are the more status matters –
I thought.

5. WAKE UP TO THE
KINDNESS OF STRANGERS
The closest station was a Mobil, ran by a junkie looking
“tattoo-canvas” of a dude, who had no interest in
helping me. However, I got picked up by Juan, a
Mexican mechanic, who gave me a lift to a Valero
station. It was no use, as “canister” was not in the
owner's dictionary and when I tried “container”, he
tried to sell me a giant rubbish bin placed outside.

Luckily, a 7/11 convenience store came to my
rescue and as I was walking back, gallon of gas
in hand, a 90-ish gentleman stopped me to oﬀer
a lift, as I seemed to him to be in “desperate
straights”. I was amazed how folks came to my
rescue when I genuinely needed help.
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It is normal for things to not work immediately.
Patience and persistence always wins the day...or the
week… or the month…

7. NO MATTER HOW GOOD YOU ARE IF
YOU STOP REFUELING
I drive a nice car, but it was useless without gas.
It reminded me of the importance of regular
reading and learning to keep up momentum.
I must stay fueled up at all times to be able to
help myself and my clients keep moving forward.

6. DESPAIR NOT, IF YOU DON'T
SUCCEED AT FIRST

8. COME UP WITH A GREAT IDEA THAT
YOU WOULD NOT HAVE OTHERWISE

With no canisters at the Valero station, I pumped some
petrol into a water bottle, but it was too small or I spilt
too much, but my GMC wouldn't budge. I had to try
again…

Thinking how to make it up to her, I hit upon a joint
business development idea that I shared with my client
the next morning, which she ended up embracing.
We would have both missed out had I not found a
golden hour to think it up.

It took me three more pumps to ﬁnd a canister and
could do a proper job.

“Keep working the process” – I calmed myself,
like when losing a computer ﬁle, or visiting a
government oﬃce. Failures are part of life, not to
be taken personally.

STEVE PREDA
STEVE@ENTREPCOACHES.COM

The right people
in the right seats
In my 25-year career as a top executive,
I have come to believe that great
companies are made by a great vision and
by great people who can accomplish it.
So what does it take to develop a great
vision?
Simon Sinek says it's having a BIG WHY
for your company. For Apple's Steve Jobs it
was creating beautifully designed and userfriendly products. For Wal-Mart's Sam
Walton it was lowering the cost of living for
people. An exciting BIG WHY will attract
passionate people to join your business.
Unfortunately, I cannot help you create your
BIG WHY and a vision that will pull the right
people to your company. As a reader of this
magazine, I just assume that you already

are a successful business owner or leader,
on your way in the vision department.
So how do you select the right people to
get on your bus? And more importantly,
how will you ﬁnd the right seats for them?
This, I can help you with. We at Culture
Index are experts at checking bus tickets
and seat assignments for potential
corporate passengers.

Call, text or email me
today to begin ﬁlling
the bus of your dream!

David Quick
dquick@cindexinc.com
816.361.7575

Skeptical?
Send me your email address for a 30-day
free trial of Culture Index. Give it to your
5 best and worst employees to complete
(takes 5–10 minutes) and I will tell you
where they should be sitting on the bus
(or on the curb).

™
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Exclusive message from Steve Preda
to the readers of Your Terms…

“Business-selling Secrets of
a Maverick Investment Banker”
My biggest insights during the 10 years
I ran an investment bank in Central Europe...
After I sold my ﬁrm in 2013, I sat down to compile the most popular articles and blog notes I had
penned about the topic and publish it as a small book. This little black book comprises some of the
most penetrating insights I gained over a period of twelve years of running MB Partners.
I picked these up, while helping business owners of middle market ﬁrms prepare their companies for
sale and assisting them with exiting their businesses.
I gained these experiences in the small Central European country of Hungary, so you may question the
relevance of my stories. But, I have found that people are people are people… Business owners and
leaders are driven by the same desires and fears on both sides of the pond and have similar
misconceptions of how their businesses are valued and bought.
So, what did I learn during my hectic and exhilarating ten year roller-coaster ride? – Read this book
and find the answers to the following questions, and more:
•
•
•
•
•
•
•
•
•
•
•
•
•
•

Would investors acquire companies just to close them down?
How owning real estate will impact the valuation of your business?
How do buyers value the know-how and experience of your staﬀ?
Will your accumulated working capital boost the value of your business?
Can start up founders tap cheap capital by guaranteeing a return?
What are the seven pitfalls to avoid when building for sale?
What is the “bootstrap trap” and how to avoid it?
What are the drawbacks of top line focus?
How can your customers acquire a “free option” in your business and how to avoid falling victim to
that plight?
What is the entrepreneurial “life-cycle” and how does it impact your business?
How to determine the ideal timing to sell your business?
Where to look for strategic buyers for your company? (A simple brainstorming checklist to ﬁnd
buyers with the highest potential synergies.)
The simple secret of ﬁnding good buyers (that was thought up by a Nobel laureate chemist.)
What types of buyers are interested in small businesses and what are their pros and cons?
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•
•
•
•
•
•
•
•
•
•
•
•
•

What to do if there is no buyer for the business? What are the 6 alternative exit strategies.
Where can you ﬁnd online “dating platforms” that generate buyers?
What are the opportunities and traps of a “gradual sale”?
Why is local management critical to acquirers and how to get them to buy into the process?
What to do when you are approached by a “hot buyer”, unprepared?
How unsophisticated sellers end up outsmarting professional investors?
What is the best strategy for handling capital investment before the sale?
What are the ways to grow your business during a recession?
What are the 5 drivers of entrepreneurship and how to harness them?
How can entrepreneurial investors “out-synergize” strategic buyers?
What is the Swell, Sell or Slaughter strategy to creating wealth?
What did Aristotle know about selling businesses?
How does product development be applied to exit planning?

…and many others.
Can you aﬀord to NOT KNOW the answers to any of these questions? – If your answer is NO, then don't
delay and download my FREE book at http://maverickinvestmentbanker.com.
Continued success:
Steve Preda
P.S.: But hurry, as I am about to list the book on Amazon and they won't allow me to keep this free
option open for long.

DOWNLOAD

FREE
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RVA100

BREAKFAST
BASH

The best professionals in Richmond

We are ﬁnally ki ing oﬀ the RVA100 networking group of
Ri mond's top entrepreneurs and professionals, in the month of May,
at The Frontier Proje Group's exc ing new oﬃce building.
Exposed brick and beams, spiral staircases, functioning
garage doors, and more create a one-of-a-kind venue
for our event. RVA100 members will enjoy bagels and
coﬀee, courtesy of Steve Preda Entrep Coaching.

May 12 2016, The Frontier Project Group
East Coast Freight Building
3005 W. Marshall Street Richmond, VA 23230
7:30 AM

Beyond short and sweet introductions and a quick
keynote speech, RVA100 members will have ample
time to network, get to know, and catch up with each
other. At this closed door, members-only event, you
will meet and mingle with the crème de la crème of
Richmond’s professionals and entrepreneurs, including
many of your friends.
Don't miss this unique networking opportunity.

7:50 AM
7:55 AM
8:00 AM
8:15 AM
8:20 AM
9:00 AM

Breakfast, Networking and Tattoo
Exhibition (optional)
Welcome to The Frontier Project Group –
Natalie Garramone, CEO
Kicking oﬀ the RVA100 – Steve Preda,
Network Founder
“It’s Your Ship” Practical Guide to boosting
Corporate Culture – David Quick, Helping
Bulls Thrive in China Shops
The future of the RVA100 – Steve Preda
Building tour with Mila Thomas (optional)
& Networking
Close

By invitation, for RVA100 members only.

Test drive a CEO Group Meeting and hear
Superstar Vistage speaker Dean Minuto on:
“Yescalate: Your System to Get Yes, Step by Step”.
Date:
May 24th, 2016
7:30–12:30 pm
Location:
Richmond, VA area
Con rmed participants will be
noti ed of the exact location.

Invitation only.
If interested, contact:
steve.preda@vistagechair.com

Private advisory boards for CEOs,
executives and business owners.

Join Vistage Chair Steve Preda and his CEO peer group to attend
a Vistage workshop, and experience how his mastermind group
“peels the onion” and brainstorms solutions to business challenges.
7:30 am
7:50 am
8:00 am
11:15 am
12:00 am
12:30 pm

Networking and Continental Breakfast
Welcome and Introductions
Dean Minuto:
“Yescalate: Your System to Get Yes, Step by Step”
Executive Session
Lunch and Q & A
Wrap Up

Founded in 1957, Vistage assembles and facilitates private advisory
boards for CEOs, senior executives and business owners. More than
20,000 Vistage members participate in monthly, Chair-led private
advisory board meetings.

Steve Preda
Steve.Preda@vistagechair.com
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PUTTING MEN ON THE MOON
“We will put a man on the moon by the end of the decade and return him safely
to earth.” – proclaimed JFK in 1961. He did not live to see , but his vision was
fulfilled when on July 21, 1969 Neil Armﬆrong and Buzz Aldrin ﬆepped on the
surface of the wh e planet.
The moon landing was an audacious
dream that was realized with a goal and
a plan. It stands as living proof that
virtually any dream can be materialized
with a strong desire, an appropriate
plan and people who persist until they
get the job done.

Are you a CEO, business owner or
executive looking to harness your
untapped potential?

CHECK OUT

MY BLOG AT

/BLOG

HTTP://ENTREPCOACHES.COM

ENTREP COACHING
STEVE PREDA | STEVE@ENTREPCOACHES.COM | HTTP://ENTREPCOACHES.COM | (804) 332 1307

