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Show
Them
The

Solution
In the movie “Jerry Maguire,”

wide receiver Rod Tidwell
famously shouted, “Show me the

money!” When it comes to winning
corporate beauty contests, I want to
shout, “Show them the solution!”

In a so-called beauty contest,
firms give 60- to 90-minute presenta-
tions to compete for corporate oppor-
tunities. Lawyers pitch for a compa-
ny’s labor work. Construction firms
pitch for a new corporate headquar-
ters. CPAs pitch to analyze data.

If you want to win such a
“Battle of the PowerPoint,” focus
your message on one thing: your
recommended solution to the com-
pany’s business problem.

Don’t focus on your firm creden-
tials. Don’t focus on your past suc-
cesses with other clients. Don’t
recount your firm’s history. Offer a
plan for solving the problem that the
prospect faces. Do that well, and the
prospect will show you the money.

Let’s say you’re one of three
firms invited to pitch for a piece of
business to a medium-sized compa-
ny. The company wants help in
spinning off a division of its busi-
ness. In working with firms to help
them with these types of new busi-
ness pitches, I repeatedly see one
major mistake. They focus on their
own qualifications rather than their
plan for handling the spin-off.

A typical bad presentation
begins with a detailed recitation of
the firm’s history. “We were founded
30 years ago and have grown to a
size of 300 CPAs working through-
out the northeast.” PowerPoint
slides usually list key clients and
typical matters. Then there are
examples of work done on other
spin-offs. But there is little discus-
sion of how to handle this particular
spin-off. That’s a mistake.

I have spoken with many deci-
sion makers who have served on
beauty-contest panels. All of them
tell me the same things. They don’t
care about your history. They don’t
care about your other clients. They
know you’re qualified—that’s why
they invited you to pitch.

The only thing they’re interest-
ed in is your plan to help them. 

You might wonder why you
should “give away” a solution in
your presentation. “Isn’t that what
we want them to hire us for?” No! In
your presentation you outline a
solution. They hire you to imple-
ment it. No one buys a car without a
test drive. Similarly, your presenta-
tion should give the buyer a feel for
exactly what they’re buying. 

That means your presentation
should propose a solution to the
business problem they’re facing.

In the case of the division spin-
off, show that you understand the
underlying business goal. Are they
trying to solve a cash crunch? Are
they trying to exit a failing busi-
ness? Are they simply dropping a
business that is no longer related to
core operations?

You also need to show that you
understand their key worries. Are
they worried about the way the
books in this division have been
kept? Are there particular account-
ing issues that need to be addressed?
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Additional Resources
Books
• The Expert Witness Marketing Book,

by Rosaile Hamilton, Expert
Communications (available through
NACVA)

• Knockout Presentations: How to
Deliver Your Message with Power,
Punch, and Pizzazz, by Diane Diresta,
Chandler House Press, 1998; ISBN
1886284253

• Presenting to Win: The Art of Telling
Your Story, by Jerry Weissman,
Financial Times Prentice Hall First
Edition, 2003; ISBN 0130464139

• Presentation Basics, by Robert J.
Rosania, ASTD, 2003; ISBN
1562863479

Growing Your Practice
. . .Continued from page 11

tacts to learn as much as possible
about the hot-button issues.

During your pitch, spend about
half of the time on your plan to solve
the client’s problem. Discuss other
clients in the context of showing
how your solution has worked in the
past. Leave the rest of the time for
answering questions.

When a company holds a beauty
contest, they’re looking to solve a
business problem. If you want the
company to show you the money,
you’re going to have to show them a
solution.

Insights on Valuation
NACVA's new member-exclusive newsletter is

an excellent way to stay in touch with your
clients. Insights on Valuation is an attractive
quarterly reminder of you, your expertise, your
firm, the issues you deal with each day, and the
benefits you have provided in the past and are
interested in providing in the future. 

Marty Abo of Abo and Company in Vorhees,
New Jersey sends newsletters to his clients on
a regular basis, "we want to make sure our
clients know about all of the services we can
provide them...especially in valuation and litiga-
tion support services, when we promote the
profession, we promote Abo and Company."

Because it's personalized, Insights on
Valuation also makes a distinctive prospecting
tool and can be used in conjunction with your
public/community relations endeavors as well.
Included with this newsletter, NACVA will pro-
vide free names of attorneys from our 380,000-
attorney prospect database, based on parame-
ters you choose, including area(s) of specialty,
ZIP CODE or other variables you specify as long
as they are found in the database.

Rex Kallembach has been sending newslet-
ters for years. "I met with a new client that had a
file of my newsletters. That one response alone
pays for the cost of the newsletters."

Call NACVA Member Services at (800) 677-
2009 to order your Insights on Valuation
newsletter.

You need to show a plan for attack-
ing those problems.

“What if we don’t know the core
issues?”

Find out what they are. Read
the RFP (request for proposal) care-
fully, if there is one. More impor-
tantly, speak with key decision-mak-
ers and ask questions. “What are 
you trying to achieve with this spin-
off?” “What are the biggest obstacles
that you see?” Work your inside con-
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