
YOUR TERMS
COACHING, STRATEGY, SUCCESSION, PHILANTHROPY ISSUE 8  |  FALL 2016PUBLISHED BY: STEVE PREDA ENTREP COACHING 

4870 SADLER ROAD, GLEN ALLEN, VA 23060 | EDITOR: STEVE PREDA

HOW TO 

IN 3 YEARS

DOUBLE 
YOUR EQUITY VALUE 

MIKE WESNER: 
THE CULTURE 
OF OVERSHARING

INNOVATE 
FOR SOCIAL 
PROGRESS

GRABBING 
YOUR BULL 
BY THE HORN 

BRAND 
PARTNERSHIPS 
OPEN MARKETS 

BUILD, SPUR AND 
FUND GROWTH 
IN RICHMOND



AUTHORS
COACHING, STRATEGY, SUCCESSION, PHILANTHROPY

YOUR TERMS

3

Steve (Istvan) Preda chairs two 
executive peer groups with 
Vistage International in the 
Richmond, Virgina area and he 
coaches  CEOs and executives to 
reach the next level of success, 
autonomy and fulfillment. 

Before moving to Richmond in 
2012, he had built and sold a 
leading M&A consulting firm in 
Central Europe. Steve sat on the 
boards of several European 
companies and of IMAP Inc., a 
global investment-banking 
network. He started his career 
with KPMG in London and later 
ran the PR and Corporate 
Finance departments of ABN 
AMRO Bank in Hungary.

Steve graduated with a Bachelor's 
degree in accounting and holds 
professional qualifications from 
the CFA Institute and the leading 
Canadian and UK accountancy 
bodies. He is a licensed 
investment banker in the United 
States. 

Steve lives with his wife and four 
children in Glen Allen, Virginia.
 
Check out his new podcast, 
Succession Secrets on iTunes or 
SoundCloud.

David Quick is a Vistage chair, 
speaker and Culture Index 
licensee, in Bloomington 
Indiana.

After receiving his BS in 
mathematics from the United 
States Naval Academy, David 
served eight years active duty as 
a Surface Warfare Officer, 
including deployment during 
Desert Storm and as an 
Instructor at the United States 
Naval Academy. 

David has over 20 years of sales 
and marketing experience in the 
medical diagnostic marketplace, 
working for companies including 
Bayer Corporation, Johnson & 
Johnson, Boehringer-Mannheim 
and Roche Diagnostics 
Corporation; he has broad 
experience in both small and 
large companies.

Highlights include: CEO of two 
early-stage companies, Vivax 
Medical Corporation and 
HydroMassage, helping them 
achieve rapid growth within 6 
months. He also served as 
Executive Vice President of Sales 
& Marketing of CCS Medical 
Holdings, Inc. which grew from 
$85MM to over $500MM during 
a 4 year tenure.

David lives in Bloomington with 
his wife and two sons.

Leslie Griles has been building 
relationships with some of the 
nation’s leading companies, 
music and entertainment 
properties for more than 17 years. 
 
A veteran of The Martin Agency, 
Leslie has worked with dozens of 
familiar brands including 
Walmart, Hanes, Moen, 
Benjamin Moore, Norwegian 
Cruise Lines, Fuze Beverages, 
HGTV, E!, The Discovery 
Network, Braun, Hamilton 
Beach, Thomasville and Target 
Stores.
 
Leslie has conducted award-
winning campaigns for some of 
America's most recognized 
attractions including The 
Smithsonian, The John F. 
Kennedy Memorial Library, 
George Washington's Mount 
Vernon and James Madison's 
Montpelier. In 2012, Leslie was 
honored for her work with The 
American Cancer Society and 
The Mom Complex as one of 
Richmond's “Top 40 Under 40.” 
Her work has been featured on 
the front page of The New York 
Times, in The Wall Street 
Journal, USA Today, Time, 
Newsweek, The Washington 
Post, Architectural Digest, 
Forbes, Fortune, Fast Company 
and on The Today Show, Oprah, 
CNN, C-SPAN, Good Morning 
America and the CBS Nightly 
News. 
 

Jeri Turley is the president and 
principal of BCG Companies, 
that was founded in 1988 to serve 
the specialized life insurance 
needs of affluent families and 
corporations. 

Jeri works closely with clients and 
their advisors throughout the 
wealth transfer process for high 
net worth individuals and 
families, as well as executive 
benefit and succession planning 
for public and privately held 
companies. Jeri also coordinates 
and supervises the case design, 
underwriting and servicing 
efforts of BCG staff members in 
Richmond and in Chevy Chase.

Jeri began her career with BCG 
Companies in 1994. She is a 
registered representative of M 
Holdings Securities and is a 
member on M Financial’s 
Technology and Diversity 
Committees. Jeri earned a BBA in 
International Business and 
Economics from James Madison 
University. She is currently 
serving as a director for the 
Association for Advanced Life 
Underwriting (AALU). 

Jeri is married and the proud 
mother of three active boys. In 
addition to time spent in her 
local community, Jeri enjoys 
spending time with her children, 
attending sporting events and 
reading.
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Private equity groups in the lower middle market (companies with 
$5–100 million of sales revenue) tend to target doubling the value of 
the business investments they make, within in 3–5 years. Is this  black 
magic? Does it mean that the seller is incompetent or is leaving wads 
of money on the table?

Not necessarily. Let’s dissect this challenge, and see what it takes to 
pull it off.

GROW THE TOP LINE
The value of a company can be grown pulling on 
several levers. The most obvious one is top line growth. 
Doubling revenues, all else (margin, capital structure, 
competitive position) staying the same, should double 
the value of the business. The 3-year compounded 
annual growth rate we need to achieve this is less than 
26%. No mean feat to grow this fast for three 
consecutive years, but not impossible either for many 
businesses. 

Most likely, significantly less top line growth will be 
enough to double the value of your company. 

Larger and growing businesses attract higher 
valuation-multiples and you can benefit from 
that by scaling the business to the next level. 
I will show you how, later.

BOOST THE MARGIN
Another way to grow a business is to improve the gross 
margin. This is the percentage of income the business 
keeps, after incurring direct expenses, such as the cost 
of goods bought for resale and direct material and 
labor costs. A few percentage points increase in gross 
margin can make a business a lot more profitable and  
high-margin companies attract higher multiples in 
every industry.

CONSTRAIN OVERHEAD
Another way to grow profits, and thus value, is to 
reduce or constrain overhead creep. Since Ben Franklin 
we know, that “a penny saved is a penny earned”, and 
for businesses, every dollar of overhead saved will 
return 5–7 fold in the value of the company. Don’t be 
bashful to renegotiate with suppliers often, and to keep 
simplifying and even eliminating processes that are no 
longer necessary. Few CEOs do this regularly, as it is 
painful and unpopular to let go of people, and leaders 
will have to compensate for the occasional trauma by 
nurturing a culture that attracts and retains talent.

BUY THE BUSINESS ON CREDIT
An important way private equity groups boost the 
value of their investments is to use debt to fund a big 
part of their acquisitions. In the go-go eighties, 
leveraged buyouts done by KKR and Michael Milken’s 
Drexel Burnham often used less than 5% of equity in 
the purchase price, letting lenders to finance the 
remaining 95%. These days, buyout deals typically use 
much more equity, utilizing only 30–70% debt in their 
capital structures.  

Even flat-growth companies can double their investors’ 
money by paying down debt over a 3–5 year period. 

Debt leveraging does not increase the value of an 
existing business, but it can be a potent acquisition 
tool, and it fosters management discipline for the 
benefit of absentee owners.

COMBINE STRATEGIES 
FOR MAXIMUM EFFECT
If you pay attention to at least two of the three 
strategies discussed above, your business value will 
grow substantially. Growing the top line, the gross 
margin and constraining overhead by 10% each for 
three years, will more than double the value of your 
business, even without relying on higher valuation 
multiples that larger businesses often attract. Buying 
the business on credit, may allow you to double the 
value of your shares by just tweaking margins and 
expenses.  

This is the bread and butter of the private equity 
business. But why not do it yourself, taking the whip 
into your own hand and pocketing all the upside?  

It is a simple formula… although not easy. 
If you would like to implement a proven process to 
double your small to medium size business in three 
years, give me a call.

HOW TO 

IN 3 YEARS

DOUBLE 
YOUR EQUITY VALUE 
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As remarkable, average, and disappointing efforts 
whiz by us during the day, our inner voice will often 
say, “wow that report from Betty was really good, even 
unexpected” or “this presentation draft from Sue was way 
off the mark and we spent two hours discussing the 
content last week”. Without sharing the comments 
from our inner voice, we erode accountability and 
miss the opportunity to give invaluable feedback that 
drives improved performance. 

Former Google executive, Kim Scott, talks about this 
in her concept of Radical Candor.  She outlines her 
simple feedback model using the 2x2 grid below:

The concept illuminates the need to challenge 
directly and care personally (or in her words: “give a 
damn” about) your people. 

CANDID 
FEEDBACK
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Source: www.radicalcandor.com

Too often, we demonstrate we care deeply, but 
forget the challenge directly part, as we want 
to be nice and avoid hurting anyone’s feelings 
or upsetting the apple cart.  

Step back from this for a moment and ask yourself 
how a truly caring boss would handle both missteps 
and remarkable effort. 

You will realize that the real caring comes 
from your willingness to give feedback. 

Corrective feedback makes your colleagues better, and 
sincere praise for effort and performance that goes 
beyond your expectations, inspires them and 
reinforces good behavior.

Push yourself to use phrases like:
• I am a little disappointed.
• That was remarkable work.
• I know you can do better.
• How could this be even better next time?
• You should be proud of this work, I am.

This type of language, followed up with meaningful 
specifics, demonstrates that you truly care about 
those that work for you, and are willing to challenge 
them to get better every day. So “take the bull by the 
horns” and share inner voice feedback with your 
team.  

As leaders, many of us 
routinely ignore the inner voice 
either whispering or shouting 
in our ear about the 
performance of our teams. DAVID QUICK, CEO

HELPING BULLS THRIVE 
IN CHINA SHOPS 
DAVID@HELPINGBULLS.COM
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SOCIAL 
PROGRESS

Innovate for

Through these methods, social innovators seek:
• Systemic change,
• Cross-sector collaboration,
• Hands-on engagements,
• Longer-term engagement periods, and
• Focus on technology innovation.
 
Examples of results created through not-for-profit 
social innovation include reducing acid rain in the 
United States, developing ways to serve countries 
through volunteerism, and mobilizing citizens to act 
on issues like education reform, environment and 
hunger.  

These organizations use the power of leverage to seek 
change by building corporate sponsorships and 
working with markets to “do good” and achieve larger 
scale change.  By going outside of their own 
organizations, they find creative ways to enlist the help 
of others.

With a bias towards action and a push towards scale, 
social innovation refers to new approaches and tools 
for solving societal challenges. Real social innovation 
includes a change in the way we think.  Society is 
facing unprecedented economic, environmental, social 
and cultural challenges and new innovations are key to 
transferring these challenges into opportunities to 
improve our communities.  

Imagine the possibilities of “business innovation meets 
social transformation” if all the effort invested in 
addressing social problems today was channeled to the 
widespread expansion of the most powerful 
philanthropic programs. 

YOUR TERMS // ISSUE 8

JERI TURLEY
JTURLEY@BCGCO.COM

Mahatma Gandhi said � well: 
“The best way to find 
yourself is to lose yourself in 
the service of others.”  

“The betterment of society is not 
a job to be left to a few. It’s a 
responsibility to be shared by all.”
David Packard, co-founder of HP

My professional philanthropic experience with the 
families and businesses I serve certainly encompasses 
the above; however, the concept of social innovation is 
changing the way many of these families and 
businesses think about philanthropy and charity.

Social innovation refers to new tools and approaches 
for societal, not personal or individual, change.  
Supporters of social innovation focus their attention 
on ideas and solutions that create social value through 
the cross-collaboration of non-profit, public and 
private sectors.

Through this format, a key factor of social 
innovation – scale – can be achieved where resources 
are channeled to solutions that produce the most 
good for the most people.  

The industry I serve – life insurance – has made recent 
strides to embrace social innovation. Just last year, one 
large life insurance company launched a completely 
different spin on life insurance. 

The company developed and launched a program to 
deliver life insurance policies with a component that 
rewards policyholders for the everyday steps they take 
to be healthy. 

All data is tracked online. Essentially, this company is 
providing trackable wellness benefits and goals. This 
new customer experience is a sea change for the 
industry and a social innovation response to the call 
for better societal health.

Similar to for profit business thinking, foundations and 
philanthropists are exploring new funding models 
intended to provide societal impact and return on 
investment by moving away from the traditional 
giver/grantee relationship and into a bigger market 
share relationship. Venture Philanthropy and Impact 
Investing embrace the purpose, results and 
responsibility driven world of social innovation.  

The basic definition of philanthropy is the desire to promote the 
welfare of others expressly, by the generous donation of money to 
good causes. It is sometimes even referred to as the “monetization 
of laughter, love and compassion”. The idea of philanthropy is to 
better humanity through a sacrifice, as opposed to for profit.  
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Mike has led growth in fortune 500 
companies, non-profits, and more than 50 
higher education campuses. He has crafted 
the solutions strategy for more than 400 
Student Search campaigns and has 
reengineered the communications 
ecosystem on several college campuses.
“Coach Mike” is a former Navy Commander 
who spent his undergraduate days at UNC 
Chapel Hill and later received a MEd in 
Higher Education Administration from the 
University of New Orleans. The son of a 
WWII Holocaust survivor, he spends time 
coaching youth basketball, gourmet-
cooking, and leaning into life with others on 
new adventures. Mike lives in Cary, North 
Carolina with his wife Sharon and family.

Coa�-Approa� Leader of the Month

THE CULTURE OF 

MIKE WESNER, CEO AND CO-FOUNDER OF ENROLLMENT FUEL

YOUR TERMS // ISSUE 8

OVERSHARING

YOUR TERMS (YT): From the time you left your last 
company, how long did it take to start up Enrollment 
Fuel?

MIKE WESNER (MW): Well, I took three months off in 
Puerto Rico to just pause, be quiet and think. From 
this reflective time emerged Enrollment Fuel.

YT: How would you describe the company?

MW: We are a cross-media marketing and technology 
company that helps schools with enrollment 
management strategies in marketing campaigns. In 
other words: we help colleges find students. 

YT: What is the enrollment fuel?

MW: We fuel enrollment growth through remarkable 
insight.

YT: Remarkable insight?

MW: We help people with marketing growth. We think 
growth comes from getting inside a college’s 
prospective student funnel and converting the 
highest quality leads. Part of our value proposition is 
providing insight to our clients that not all leads are 
created equal. 

We want to have clients understand with insight 
that your best leads need more attention and need 
more resources committed to them. 

YT: You have been intentional about creating a vision 
and establishing your core values. What are some of 
your core values?

MW: One of our core values is love, influenced by the 
book: Love is a Killer App. We are a corporate family 
and treat each other in a kind, caring way. Another 
one is that we are high-spirited – we high-five, fist-
bump, goose-honk and cheer each other on.

YT: Mike, explain to me goose-honks.

MW: Goose-honking is from Ken Blanchard's book 
Gung Ho. 

When geese are flying in formation, they honk, 
cheering on the geese out in front, because they take 
all the wind resistance and their job is the hardest. 

We follow the same principle at Enrollment Fuel. We 
catch people doing things right and cheer them on. 

Another of our core values is Deliver+1. That's 
essential to who we are. I've tried to develop a spirit in 
our delivery where we will hang tassels. It comes from 
an essay about a bicycle repair shop owner who did 
something extra to distinguish himself from 
competitors. He would hang tassels on the 
handlebars of girl's bicycles and mount small horns 
on boys’ bikes. I've trained my team to always have 
their eyes and ears up looking for an opportunity to 
hang a tassel, to do something that no one asked for. 

YT: Mike, how have these values shaped the culture at 
Enrollment Fuel?

MW: I see my team looking for opportunities to do 
things and to cheer each other on. People are looking 
for challenges and aren't afraid to take chances. As 
our people have started to feel safe, they started doing 
great things without being prompted. They seek out 
opportunities to go above and beyond, because they 
want to come running back into the crowd with fist 
pumping and say, “I just hung a tassel.” Everybody 
greets them with a big high five. That behavior is 
celebrated at Enrollment Fuel. 

YT: What were your expectations for the last year or so 
for yourself and the organization?

MW: I've tried to create a culture in which we over-
share information, with people that aren't 
accustomed to being included in all of the 
conversations. 

We talk about opportunities on the horizon. 
Everybody knows where we are headed and his or 
her role in the growth we need.
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Mike has led growth in fortune 500 
companies, non-profits, and more than 50 
higher education campuses. He has crafted 
the solutions strategy for more than 400 
Student Search campaigns and has 
reengineered the communications 
ecosystem on several college campuses.
“Coach Mike” is a former Navy Commander 
who spent his undergraduate days at UNC 
Chapel Hill and later received a MEd in 
Higher Education Administration from the 
University of New Orleans. The son of a 
WWII Holocaust survivor, he spends time 
coaching youth basketball, gourmet-
cooking, and leaning into life with others on 
new adventures. Mike lives in Cary, North 
Carolina with his wife Sharon and family.

Coa�-Approa� Leader of the Month
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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 user-
friendly 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 

The right people 
in the right seats

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.

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).

Call, text or email me 
today to begin filling 
the bus of your dream!
���
David Quick
dquick@cindexinc.com
816.361.7575
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The developers know that the graphic designers and 
I are working on developing this marketing piece, 
that will turn into a new relationship, creating an 
opportunity for a developer. There's a focus on 
growth and everyone participates.

On our team, everyone is a part of new business 
development and building relationships. We are all 
working together and people are seeing gaps that 
maybe somebody could jump in and fill. It's not 
unusual for us to have a developer on the phone in 
the sales process.

YT: How would you describe the culture of 
Enrollment Fuel?

MW: I try to be generous with others. We want 
everyone to get accustomed to making money, and 
we want to be known as a company that pays well and 
shares the financial rewards of our success. 

I want my vendors to know that I will pay quickly. 
We will pay as soon as we get an invoice. I just want 
to have a reputation as somebody who's generous.

It's something I learned from my grandmother, who 
was a Holocaust survivor. When she came to this 
country she didn't have much, but she was always 
very generous. I believe, that when you are generous 
in life, it comes back to you. I want to build a team of 
loyal people. 

People want to be a part of something where they can 
contribute. Where they feel they're making a 
difference. I wish my employees to be daydreaming 
on Sunday: “Gosh, I can't wait to get started tomorrow 
morning. That's the kind of culture that I'm trying to 
create.”

YT: If you reflect upon the last year or so what's been 
your biggest challenge in starting this business?

MW: Virtual employees. I have people that have day 
jobs on my team, and some days I don't have their full 
attention. In the future, I'm going to need a blend of 
people who are full-time employees and people who 
are flexing to the gig. 

One of the challenges that I've had too, in this 
virtual economy, is loneliness. Entrepreneurs are 
lonely, especially when creating a virtual company. 
Time spent with your team and customers becomes 
more meaningful. 

YT: Mike, before Enrollment Fuel you always worked for 
someone else. How has transitioning to 
entrepreneurship worked out for you? 

MW: I will look back upon this past year and tell you 
without reservation that this has been the most 
rewarding and fun year of my life. My accountant 
asked me, “Why didn't you do this sooner?” I'm wired to 
work for myself. 

YT: Finally, as you look at your last eighteen months 
since starting this business, where have you gone for 
advice and counsel?

One of the best things that I did was to hire a coach. 
The coaching has added accountability and 
stretched my thinking. 

My former employer told me that if I ever started a 
company it would be a disaster… That motivated me. 
My coach challenged me to build a remarkable 
business and it has been a blast working on it.

Mike Wesner was interviewed by David Quick.
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BRAND PARTNERSHIPS 
OPEN MARKETS

Strate�c brand 
partner��s can be a highly 
effeive way to grow and 
expand a business – they 
enable brands to compete 
in new markets, raise public 
awareness and generate 
sales. LESLIE GRILES

LESLIE@LESLIEGRILES.COM

Co-branding allows brands to combine their best 
elements and empower their similar market statement 
– creating a kind of ‘power couple’ that proves that the 
whole is greater than a sum of its parts. And the 
pairings for these partnerships have endless 
possibilities. As an independent consultant, I view my 
role as being a strategic matchmaker by considering 
strategy, creative and business goals to find the right 
opportunities. 

Choosing the right strategic brand partner can be 
overwhelming. But, if you break it down into a few 
simple steps you’ll find clarity, quickly. Here’s how:

DEFINE YOUR OBJECTIVES & SET GOALS

Worth more than $2 billion annually, one of the most 
famous, long-standing pairings is Nike’s partnership 
with Michael Jordan. Today, companies like Spotify 
& Uber, Go Pro & Red Bull and H&M and Alexander 
Wang are proving that two is better than one. 

When coming together, it is critical to determine the 
primary reason for the partnership: heightened 
visibility and awareness for your brand or product, 
increased sales, brand perception and setting 
measureable goals.

ALIGN YOUR ASPIRATIONS

Look for brands that are already engaging with the 
audience you want to engage with. Think about how 
your prospective partner can extend your reach and 
validate your message with your key demographic. 

And, be confident on what you can bring to the table to 
benefit your partner. 

FOCUS ON THE CUSTOMER 
Once you’ve begun discussions with your likely 
partner, your priority should to focus on the end result 
of the strategic partnership – the customer, user 
and/or fan experience. 

If you come together to create an amazing customer 
experience, the value exchange will follow. 

KNOW WHAT MOTIVATES 
Some of the most successful brand and celebrity 
partnerships are done without the exchange of cash. 
Often times, money isn’t the primary motivator. 
When working on a campaign for the American 
Cancer Society, I was able to partner with A-list 
celebrities including Justin Bieber, Ricky Martin, 
Lady Antebellum, Keith Urban, Lionel Richie and 
dozens more without the exchange of any money. 
For example, the value ACS brought was a significant 
media budget and the willingness to time Bieber’s ACS 
commercial around the release of his new album. 
It was a win-win for everyone. 

KEEP COURTING
Treat your brand partner like you’ve just started 
dating… and you’re really excited about the possibilities 
for the future of the relationship. A brand partnership 
is a marriage of sorts. There will be highs and lows but 
try to enter each situation with trust and look out for 
your partner’s well being just as much as your own. 
And, don’t forget to keep courting -- it will make for a 
lasting, fruitful strategic partnership. 

Strategic partnerships can be just as successful for 
smaller, local companies as they are for the big guys. 
When looking for a partner on a local level, look for 
brands that are buzzing – popular restaurants, hotels, 
outdoor venues, breweries. 

Think about who is attracting the customer base 
you’d like to have and how can a partnership be 
mutually beneficial to both of you. Then, go for it!

BUILD, SPUR AND FUND 
GROWTH IN RICHMOND

Its been a long and busy summer, but the 
RVA100 is getting together again in early 
November. Our breakfast event host will be 
Garry LeClair, at LeClairRyan’s downtown 
offices, just after the election on November 10. 

The best professionals in Richmond

The theme of the meeting is: How to build, spur and fund 
growth for RVA companies and our keynote speakers are:

• Gary LeClair, founder and former Chairman of 
LeClairRyan, who will share with us the current state of 
“The Venture Capital Ecosystem in Richmond”.  This is not 
your typical VC presentation, and you will be surprised 
by the types of venture-backed companies that are the 
most successful in town.

• Nasser Chanda, former CEO of Brink’s Payment 
Systems and Chief Revenue Officer of The Payments 
Company will speak about „How to Encode Growth in 
Large and Small Companies”. Before becoming CEO, 
Nasser had a career in investment banking, strategy and 
corporate development with boards of directors, private 
equity investors and venture capitalists.

November 10, 2016 at LeClairRyan, 919 East Main 
Street, Twenty-Third Floor, Richmond, VA 23219.

AGENDA:
7:30 AM  Eat breakfast, network and witness 

Richmond awaken at your feet
7:50 AM  Welcome – Steve Preda
7:55 AM  The Venture Capital Ecosystem in Richmond 

– Gary LeClair
8:15 AM  How I Grew Brink’s Payment Systems – 

Nasser Chanda
8:35 AM  Networking
9:00 AM  Close

By invitation, for  RVA100 members only.
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Succeed? 

Want to know where this word comes from? 
“Succession” and “success” is derived from the Latin 
“succedere”, meaning: “to follow close behind”.  We are 
successful to the extent we follow in the footsteps of 
people we admire, look up to, or want to imitate.  

Succession Secrets is everything you ever wanted to 
know abut succession.  On this show, we talk about:
•  Up and coming management succeeding you as 

business owner, so that you can withdraw to the 
board, other business, personal or philanthropic 
activities.

• You succeeding from one business to another, from 
managing director to president, to chairperson, to 
absentee owner, or someone who manages the 
wealth they harvested from their business. 

• How to coach people below you, so that they and you 
both succeed, when the business grows and both of 
you to step up to higher plains of productivity and 
fulfillment.

•  Determining your succession triggers and being 
proactive in crafting an ideal succession plan and 
timetable.

• Valuing your business now and determining the 
potential of the business that you can realistically 
develop before passing it on to a buyer, family 
member or management team.

• How to grow your business to the maximum value 
you are capable of.

• The ways of harvesting the equity from your 
business and drawing up a purposeful life plan for 
after your business exit.

Check out recent episodes of the show on iTunes or 
SoundCloud or read the transcripts at 
http://successionsecrets.com. 

Your succession is success!

Steve Preda

SUCCESSION 
SECRETS
Dear CEO and/or Entrepreneur,

Welcome back to Succession Secrets. 
The podcast is beyond its 80 episode, 
but it continues to be about personal 
and business growth towards building 
your ideal business, until you succeed.

HTTPS://SOUNDCLOUD.COM/SUCCESSIONSECRETS

TUNE IN 
BY CLICKING ON THIS LINK

080  The Spouse Behind the Sale 
 (2016-08-18)
079  A More Compelling Future 
 (2016-08-13)
078  Smart and Lazy People 
 (2016-08-11)
077 Chief Enabling Officer 
 (2016-08-09)
076  Pick One You Trust and Trust Them  
 (2016.08.06)
075  Leave No Room for Excuses 
 (2016.08.04)
074  Become Your Own Client 
 (2016-08-02)
073  The Constructive Role of Procrastination 
 (2016-07-30)
072 The Cost of Not Creating 
 (2016-07-28)
071  Three Ways to Value a Business 
 (2016-07-26)
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