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What’s This About

We are building a new generation of high quality, business development aids
for Cornerstone Members. They are informative and to-the-point with high

quality, professional graphics. They tell the Cornerstone story.

But we have over 50 members in more than 35 countries. How about we make

each presentation tell YOUR story.

There is a simple way to maximize the impact of these presentations. That is to
narrow the focus by taking Cornerstone’s world view and making it specifically
your view. In other words, tailor it to respond to the reason why you are

making this presentation.

You do that by modifying just a few frames of information to address the

specific challenges facing your potential client.

In November 2020, three members in North America -- New York City, Kansas
City and Atlanta -- made a joint pitch to a global industrial consultancy,

EFESO.

This book shows you how the team, led by Meg Bradt of Cornerstone NY, made
small but important adjustments to the Cornerstone Corporate Overview to

impress the client that the presentation was prepared just for them.

The team won the business.




Step 1:
What You Need to Get Started

Customizing a Cornerstone Marketing Presentation.

Our Marketing Presentations are professionally produced but make use of
universally available tools: MS Word, PowerPoint and PDF. As a result, they are

very simple to modify (as long as you do not mess with the format !)

Each presentation is downloadable from the Member Services Portal and

available in two forms: PowerPoint and PDF.

The PDF is best if you are sending the presentation to someone. It is difficult to

change anything and the PDF playback software is pretty much universal.

The PowerPoint is best if you are presenting in person, especially to a group and

want to project onto a large screen.

The PowerPoint file is the one you need if you want to customize. It is extremely

easy to use and is included in the suite of Microsoft 365 tools.

If you are a beginner, just Google “"Learn PowerPoint for free” and you'll have

pages of options

Now, let's get to it!




Step 2:
Own the Title

The Corporate Overview Presentation has a straightforward title:

"Meet Cornerstone"

It is simple and says to the client you are about to be presented to the brand
and what it can do for you. This is re-enforced with a logo and catchy sub-title

spelling out the offer:
""We help to build great teams who go on to build great companies"
Anything missing? YES! Personalize it!

Identifying the client in the opening graphic sends a message that you have
taken time to specify your message. The audience expects what comes next to

be specifically relevant to his or her needs.

Effective title page - Generic Better title Page — Tailored to Audience

HELLO EFESO,
MEET CORNERSTONE

We help to b gaon o bl

MEET CORNERSTONE
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Step 3:
Stay on Target

The generic corporate presentation identifies the primary industrial sectors,
functional positions and geographic regions that we service, as well as the

methodologies used.

This paints a pretty impressive canvas and communicates a broad experience

and understanding of executive recruitment and leader development.
You don't want to lose this overview.

But you do want to adjust how you present the information so that you
continually — and subtly — reference the areas of most interest to the potential

client.

Following are four examples of how the Cornerstone team adjusted their

presentation to align with EFESO's priorities




3.1 Introduction

Although a global company, the focus of EFESO in this meeting was on North

America. A revised intro (on the right below) put the priority on key strengths

shared by the two organizations regardless of location,

CIG — Local Focus, Global Reach

LET'S START HERE....

Cormerstone Inlernational Group, with 52 offices in 36
countries {and growing), is a global network of search
and leadership development specialists who own thedr
firms, [ead in thelr markets, have strong records of
service and performance and are commitied to
delivering the best person for every job

Local focus. Global reach.

Al

Client — Complementary Strengths

Executive Summary

Generally, Efeso and Cornerstone have a lot in common:
« Both are Global — We operate on multiple conlinents, In different couniries and cullures

+ Both Partner with their Clients — We have long relationships with clients that allow us deep understanding

+ Both take on Challenges - We have the required experitse, tenacity and perseverance for tough projects

Specifically, Efeso is growing in the USA and requires a particular profile in their new team member:

= The Benefit - |s in our customized approach: Research, Outreach, Interview, Present, Recruit, Onboard

in a way that maximizes success required in the marketplace. for the near and long term

+ We're Recognized ~ As one of the top 10 Global Management Consulling Firms in Executive Search




3.2 Candidate Profile

The Cornerstone presentation contains a graphic identifying five general

characteristics of the person likely to be considered in an executive search.

WHO IS THAT PERSON GENERALLY?

Aligns with your

culture and goals -

Vs s

b
Generates value /

and growth

Shares your vision

Has the required =kills
and experienca

Has the potential
to grow

For the EFESO presentation, the Cornerstone team had researched the

challenge to the point where it could specify the exact person who was needed.

WHO IS THAT PERSON SPECIFICALLY?

A 'plug & play’ professional
in Manufacturing / Supply
Chain

Able to engage with clients
and ermbrace co-ownership *=———@
of the assignment outcome

Thesy are resilient with an
‘unstoppable’ approach

A problem-salver, they incorporate
change while keeping focus on the
outcome

An enginedr with 8-12 years
relavant manufacturing |
supply chain experience in a
‘acaderny’ organization

- They think in tevms of
metrics - KPIs and
milestones

They ane agle -
versatile and
adaptable




Step 4:
Aligning Interests

A general list of the industry sectors we operate in re-assures the client that
his/her sector is important to us. It is just a tiny change to lead off the list with
the client's primary business sector but it makes an important point that the

specific sector is as important to you as it is to the client.

In this example, our client is an industrial consultancy. In the graphic on the
left, from the CIG generic presentation, the service sector “Operations & Supply
Chain" is on the second line in Position #4. In the client presentation on the

right, it has been re-positioned in Position #1.

SPECIALIZATIONS by Function SPECIALIZATIONS by Function
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A similar adjustment is made to the list of Specialization by Industry. In the
client presentation (right) Industrial, Technology and Infrastructure have been

made dominant.

SPECIALIZATIONS by Industry
SPECIALIZATIONS by Industry
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Step 5:
Detail the Benefits.

The corporate generic show summarizes the benefits of dealing with a retained
search firm that specializes in meeting the exact talent needs in question.
The emphasis is on soft skills and competencies critical to knowing how to sort

through a global universe of “qualifieds” to identify a short list of “change-
makers”

CRITICAL COMPETENCIES

.2

. -
\ Reach Experience Trust Knowledge Performance
|
. o

\ Local knowlelc!ge with Senior, motivated O\{er &5 Ifo of our Over 390 search T ——
| global capability. Your Sedioh . business is repeat. professionals and

; ; professionals ; 18 months.
|| bridge to top talent in Sl B When you hire us, you coaches share best = : ;
|| unfamiliar markets gain a partner. practices nagagemen ghaanes
|
\ \_

It's a strong list and there's no need to try and add to it

EXCEPT.......




Step 6:
Drill Down to the Details

In this instance, the Cornerstone team felt they needed to give more details of
the search process in order to drive home the difference between a Cornerstone

mandate and "just another search”.

Getting granular also leads to dialogue and an opportunity for you to offer

other information that supports the points you have been making.

THE PROCESS for Retained Executive Search
and Key Position Recruitment

RESEARCH
OUTREACH
INTERVIEW

PRESENT




THE PROCESS BUILDING BLOCKS

*  RESEARCH is the foundation of search - identifying the universe of candidates and the organizations they
be in now or may have been in at some point in their career

* OUTREACH s the "art’ of the search - the communication of a new idea and what impact that might have
on a person’s career — and life. Organizations retain us to recruit for a rare person. Increasingly, that rare
person has many options — therefore how they are approached is critically important.

* INTERVIEWING and evaluating is 2 balance between learning more about an individual — while keeping
their interest and managing their time commitrment

* PRESENTING strong candidates to the hiring manager involves a calibration of critera and a trust in
understanding

* RECRUITING and hiring requires a momentum and an internal process that |s reliable

* ONBOARDING new hires (s critical to their success in a timely fashion

Remember, the best presentations use the on-screen material to guide the event

and you, the presenter, add a narrative of additional information that keeps the

audience engaged and wanting to know more.




Step 7:
Make Sure They Can Find You

O

Meg Bradt, Managing Director (New York)
meg-bradt@cornerstone-group.com
+1.203.569.3443

Larry Shoemaker, President (Atlanta)
larry-shoemakern@cornerstone-qroup. com
+1.770.395.7225

Dan Heiman, Managing Partner (Kansas City)
dan-heiman(@comerstone-group.com
+1.913.341.7655

YOUR USA

TEAM

The final step is to confirm this is your custom presentation by adding the

contact information for your team.

The generic presentation has a slide for the CIG Global Board which you can

insert just before this to support the scope and scale of the organization.

But this is the critical one. These are the people who will be delivering your

solution, Mr/Ms Client.




Our mission is to give our members appropriate, high-quality tools for
building their business.

The collective power of our brand is considerable. We are strongest as a
group.

That's why our focus, in 2021 will be to help you to customize our branded
material so that you get the maximum impact from combining a global
network and your skills and experience.

For more information, reach out to any member of the Cornerstone

Marketing team:

Content Marketing Director chris-allan@cornerstone-group.com
Digital Marketing Director  blake-imeson@cornerstone-group.com
Global Chair, Marketing diego-cubas@cornerstone-group.com

President, CIG larry-shoemaker@cornerstone-group.com




