


THINKING ABOUT VALUE DRIVERS
Best in class in your sector and gap analysis
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WHAT AFFECTS THE VALUATION OF YOUR BUSINESS?
Track key value drivers in Ml to determine launch:

One of the keys to success is to drive the same focus in the management team on improving these value drivers as likely already exists
for achieving planned financial performance.

A great example of this was on the sale of an IT services business we were involved with. The Board of that business created a Traffic
Light report in their monthly management pack to track the status of these value drivers in the run up to sale.
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This focus enabled them to take action in the business to improve their rating. For instance, the ability to cross sell multiple services to
customers was key to showing the value of their customer relationships. The business changed its commission structure for salespeople
so they had an extra incentive on a deal value made up of cross sold services compared with the same value for a single service. The

result was that in the 18 month period before sale the cross-sale point was proven and supported the premium price offered by the buyer
when they got to due diligence.
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