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WHAT MAKES A
COMPANY READY FOR
ACQUISITION OR IPO?
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DETERMINING YOUR
EXIT STRATEGY

04



WHEN ACQUISITION IS
THE RIGHT APPROACH

05

Increased
Competition

Desire
to Scale

opportunityFiscal
Sense



WHEN IPO IS
THE RIGHT APPROACH
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Compelling
Business Case

clear
strategic
road map

limited
vulnerability

>$100M sales
and

 predictable
growth 



POSITIONING FOR
ACQUISITION
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BUILD A

VISION
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Company’s buy a vision – not just

assets 

Need to establish long term

viability or product fit with a larger

company 

Be clear on your long-term

mission 

Don’t focus solely on exit 

What can your product do for

customers 

Control the bottom line 



POSITION

YOURSELF AS A

LEADER
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Build recognition 

Get on the radar of acquiring

companies 

Who is your competition, and how

do you stack up against them? 

Prioritize product reviews and

analyst relations 

Boost profile via awards

opportunities 

Prioritize the speaker circuit 
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STRATEGIC

PRIORITIZATION

Do not deprioritize external

communications 

External reputation is crucial -

impacts valuation 

Leverage PR resources

strategically 

Know your target and tailor

strategy towards them 

Drive the right coverage in the

right vehicles 

Appeal to the right influencers 

Coordinate efforts across the

company 

B2B – tell your innovation story 

B2C – build your subscriber base 



EXECUTE
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Focus on targeted press relations 

Prioritize analyst relations 

Seek out award opportunities 

Focus on the speaker circuit 

Invest in thought-leadership

campaigns and have something to

say 



CASE STUDY

12

Lex Machina was acquired by LexisNexis for undisclosed

amount. 

Lex Machina is a legal analytics firm well known in the

intellectual property space for creating “Moneyball for the law.” 

Lex Machina wanted to create legal analytics for other federal

areas 

In searching for VC money, found LexisNexis who had a vision

of the data driven lawyer. 

 PR approach: 
 Chose to work with PR as their main source of marketing

(word of mouth) 

Before: Worked with 2 other PR agencies. data analytics

driven coverage vs. product coverage; launch/analytics

coverage; visibility only in IP-driven press 

Viewed as niche 

After: focused on company/ legal analytics story (big

picture);  bylined articles; product-focused analytics

coverage



CASE STUDY
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Founders known for their technological-prowess; funded by

Kholsa Ventures

Early entrant to hot SDN market

Significant buzz around product potential 

Hired to launch product; focused on analyst relations and

thought-leadership as product had not been yet released to

market

Acquired 2 weeks before product hit the market for $176M by

Juniper Networks 



PREPARING FOR
IPO
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DEVELOP A STRATEGIC
PLAN AND TIMELINE

!5

Understand
industry

competition and
influence

Identify
evangelists

Define
storyboard

Establish
18 month plan

Prepare
6 month

IPO timeline

Include crisis
action plan

Prioritize
PR resources

Train
executives

Track message
penetration



UPLEVEL
BUSINESS MESSAGE
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Ensure consistent
messaging across

communications
channels 

Create value-driven
business messaging

IDENTIFY
KEY TARGETS

CUT THE HYPE



AMPLIFY
YOUR VOICE
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Increase
engagement with

media and
analysts

Amplify event,
social MEDIA, blogs

and byline
programming 

Prioritize business
and tier 1 press

Increase customer
communications  

Increase
participation in

industry events 



ESTABLISH
LEADERSHIP
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Increase
executive

commentary on
issues and

trends

Financial
analysts are key

Increase
communications
with industry

analysts

Focus bylines
and blogs on

industry vision 

Build 1:1 media
relationships
with executive

team 

Prioritize speaking
opportunities 



CASE STUDY
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Created new market segment called Radiosurgery, which

competes with traditional devices delivering radiation therapy.

Accuray was 10 years old when it filed for IPO

Began 6 months pre-IPO (little brand identity, <12 news

stories) 

Key challenges: Target customer was not ideal for consumer

press 

Result: Highest grossing IPO of the year; Year 1: 270+ articles;

Year 2: 1,300+ articles 

Re-messaged company with new positioning 

Rewrote website copy 

Media + analyst blitz 

Awards 

 Bylines 

Patient 

Stories

Medical Device Manufacturer of the CyberKnife


