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Online platforms such as Intralinks DealNexusTM are making the marketing of companies a 

much simpler task thanks to the vast number of potential buyers that are already online.  

Rather than reaching out to 40 to 50 potential acquirers by phone or email, as in the past, 

the sell-side can now discretely reach hundreds of intelligently-matched, pre-qualified 

buyers at the push of a button.

Adds Bill Stewart, vice president of American Healthcare Capital in Marina del Rey, 

California, “the buyers on the platform are usually pretty serious and they have the funds 

and the wherewithal to close a transaction.”

Gettinger notes that the platform is important because sellers often don’t want to engage 

in an auction process. “In the deals that I’m working on, which are generally $10 million to 

$100 million revenue companies, the owners want a quick, negotiated process,” Gettinger 

says. “In many cases it’s not a 100% sale, there’s some retained equity.”

He adds that most private equity groups will not buy 100% of a company, but prefer to 

acquire 51% to 80% of the outstanding shares.

“The selection process is more like dating than a college interview,” Gettinger says. “You 

have to ferret out the qualified from the unqualified buyers.”

When Rob Gettinger, a senior investment banker at the Yale 

Group in Denver, recently was given a mandate to handle 

a liquidation by a family office holdings company, he 

turned to an online deal sourcing platform to launch a deal 

marketing process.

“The platform usually adds between 50 and 200 buyers 

in addition to the names I already have in my Rolodex,” 

Gettinger says. “The best part is they are almost all highly 

qualified. I would estimate 80-90% are fully funded 

institutional organizations if not strategic buyers.”
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In an average deal process, he says, from the 100 to 200 buyers who show initial interest 

on the platform, he’ll sign nondisclosure agreements with about 20. He’ll then have 12 to 

14 conference calls. A third of the remaining potential buyers will drop out after reading 

the detailed proposal and seeing the asking price. “You are down to a dozen who are taking 

a harder look,” he says. “From that you hope to get six or seven meetings and three or four 

offers.”

What makes a good teaser? “The first thing that comes to mind is brevity and clarity,” 

Gettinger says. “Anything with a lot of graphs and pictures generally doesn’t cut it.” 

Key elements are the company’s history and longevity, details of its financial performance, 

the type of customers and how long they have been with the company, and lastly an 

analysis of the management team, such as whether they are qualified. “If it’s a strategic 

buyer, there’s no issue on management and at least 30% of the private equity guys are 

going to replace management,” Gettinger says.
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American Healthcare’s Stewart says it’s important to include a summary of the major 

sales categories the business is involved in, as well as any sector or niches the company 

is particularly good at selling to. “You have to highlight any positive trends in sales and 

profit margins,” he says.

“Probably the best part about the platform is that they can be sorted to the interest 

of the buyer or the investor,” Stewart says. “If they’re looking for healthcare, it may be 

developmental disabilities, it may be pediatric live-in, pediatric developmental disabilities, 

and in a specific geography. They know they can find that.”

Tony Hill, director at Intralinks DealNexusTM, says the most important thing a sell-side 

advisory firm can do is be thorough when completing what Intralinks DealNexusTM refers 

to as the Blind Deal Profile, a one-page teaser-type document that the firm fills out to 

instantly generate a buyer list based on the user-submitted investment criteria of more 

than 2,000 financial and strategic buyers.

“It pays to spend the extra time to provide the information in the right way,” Hill says. “The 

more detailed and accurate that Blind Deal Profile is, the more information we can feed 

into our intelligent suitor-matching algorithm, which in turn will result in higher quality 

matches.”

Hill says it’s always best to append deal documents like a teaser, NDA and CIM to the 

deal profile. “That signals seriousness to the buyer base,” he says. “When buyers first 

open that deal profile and they see a thorough company overview, flanked by a teaser, a 

confidentiality agreement and an offering memorandum, they will immediately say, ‘We’ve 

got the full package here, this is obviously a serious process.’ It elevates their opinion of 

the deal and therefore, the adviser.”

Hill says two other attributes of the platform are useful in getting deals done. One is the 

networking side of Intralinks DealNexusTM. “It’s extremely transparent, it’s limited to only 

qualified dealmakers, and we vet everybody before they’re allowed into the platform,” he 

says. As a result, the platform offers what he calls a pristine environment for networking 

and privately communicating with other M&A professionals. 

Hill says that even before creating a deal profile, some advisers will use the platform’s 

company search capabilities to run a preliminary search to help zero in on potential 

buyers, what Hill refers to as the intrinsic research value of the platform. The platform can 
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filter member companies by firm type, location and transaction criteria, allowing sellers 

to begin compiling a list of potential buyers that can be saved within the system. When it 

comes time to launch the deal, that stored list can be imported directly into the seller’s 

Control Panel, so that they can send the deal documents to a predetermined list rather 

than using the buyer-matching algorithm of Intralinks DealNexusTM.

In addition, by leveraging the platform’s communications facilities, advisers can begin 

reaching out to the potential buyers even before the deal is announced and say, “Hey, I 

have a deal coming to the market, here are the general parameters. If you’re interested, let 

me know, and I’ll include you in the deal process.”

A third way the platform facilitates deals before reaching an auction process is what they 

call a Buy-Side Mandate. This is a unique broadcasting functionality that buyers can use 

to alert the entire platform that they are actively working on some specific acquisition 

criteria, such as a private equity firm that is looking to make an add-on acquisition to an 

existing portfolio company.

“The power of the Buy-Side Mandate is that it allows the buyer to canvass the entire 

adviser base instantly and that’s almost 3,000 advisory firms,” Hill says. “In so doing, 

it allows buyers to receive proprietary deal flow that, in many cases, has not even been 

placed on the platform yet as a blind deal profile. From the seller’s perspective, if they 

happen to be representing a client that fits those criteria, they know they have a very hot 

lead on a buyer.”

For example, Hill says a seller might be in an active auction process that is not going as 

smoothly as would be liked, or only two buyers remain involved in the auction. By taking 

advantage of Buy-Side Mandates from interested buyers, the adviser could quickly bring a 

third buyer into the process to reinvigorate the bidding process. 

“It will help foment that competitive environment that a banker wants in a bidding 

process,” he says.

So by using all the facilities available on a platform—Blind Deal Profiles, Buy-Side 

Mandates and networking capabilities—both the sellers and buyers can short-circuit the 

auction process and get to a deal much sooner than previously thought possible.

For more information about Intralinks DealNexusTM, visit dealnexus.intralinks.com
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