
 
 
 
  
 
  
 

 
 
 

Business Development 
 

Presenter:  Tim Tolan – Managing Director,  
Sanford Rose Associates, Charleston 

 
Tim Tolan is the Senior Partner and Managing Director of Sanford Rose Associates – Charleston. 
Tim is a member of the Sanford Rose Associates "President's Club", and is consistently recognized 
for operating one of the top-producing offices. He has conducted searches for C-suite executives, 
presidents, vice presidents of business development, product development and sales.  He has 
worked with large and small cap companies, as well as privately held and early stage companies.  In 
addition to his executive search experience, Tim has been in the healthcare technology field for over 
25 years in executive-level positions for companies both public and private.  He has led sales teams, 
account management and business development. 
 
About this Presentation: 
 
In Tim’s presentation, he discusses business development ideas including: the requirements in 
developing new business, building an ideal client profile, how to position yourself in the market, how 
to market your practice, and the measurement of your success. 
 

Week 1 Meeting: “Big Biller Secrets” by Tim Tolan 

If you are reviewing this episode with a team, watch the entire Episode and ask your group for 
their key takeaways and insights that they pulled from the Episode.  Review the following 
below to fill in the gaps. 

(Facilitator):  Knowing where exactly you have come from will help when creating a roadmap for 
where you need to go with new business development.  Tim points out the importance of not counting 
on the majority of billings from a couple of key accounts – break down specifically the clients who 
have paid you money in the last twelve months, and where you intend billings to come from in the 
next twelve months.   

Client Name   Billings: Last 12 Months              Billings Projected: Next 12 Months 

   

   

   

   

   

   

   

   

   

   

   

   

   

 



 
 
 
  
 
  
 

 
 
 

(Facilitator):  Let’s dissect Tim’s compelling question – the answer to which creates the foundation 
for every business development conversation – “why should clients do business with you?”  

Tim gives some suggestions in terms of areas you could consider.  One differentiation point could 
be the specialization in a niche – being a specialist in your field.  However, many recruiters 
specialize, so continue to break this down until you have some differentiating proof statements 
that can be used as your platform for business development.  An alternative way to think about 
this compelling connect is what will you help your client do?  What can partnering with you help 
them accomplish, that partnering with another firm or no firm at all, won’t? 
 
Point of differentiation:            

             

What does this mean to the client?           

             

             

 

Point of differentiation:            

             

What does this mean to the client?           

             

             

 

Point of differentiation:            

             

What does this mean to the client?           

             

             

 
Remember to consistently position your statements in a way that speaks to the client – what’s in it 
for them to partner with you as opposed to others.  People care about how you helped others 
accomplish what they needed to accomplish, or added value to their organization.  Results are 
key, so try to quantify as much as possible. 
 
As Tim summarizes the three types of people discussed in Malcolm Gladwell’s book “The Tipping 
Point”, reflect on which of these are natural gifts for you, and which are areas you could focus on 
improving?   
 
Mavens:  Best described as "information specialists", or "people we rely upon to connect us with 
new information."  They accumulate knowledge, especially about the marketplace, and know how 
to share it with others.  According to Gladwell, "A Maven is someone who wants to solve other 
people's problems, generally by solving his own".  Mavens create their success due to their 



 
 
 
  
 
  
 

 
 
 

knowledge, social skills, and ability to communicate. As Gladwell states, "Mavens are really 
information brokers, sharing and trading what they know". 
 
Salesmen:  Best described as ‘persuaders’; salesmen are charismatic people with powerful 
negotiation skills.  They tend to have an indefinable trait that goes beyond what they say, which 
makes others want to agree with them.  
 
Connectors:  The people who "link us up with the world…people with a special gift for bringing the 
world together."  They are "a handful of people with a truly extraordinary knack […for] making friends 
and acquaintances".  He characterizes these individuals as having social networks of over one 
hundred people.  Gladwell attributes the social success of Connectors to "their ability to span many 
different worlds is a function of something intrinsic to their personality, some combination of curiosity, 
self-confidence, sociability, and energy."  
 
The following is an excerpt from a speech delivered by Jeffrey Fox as he discussed his book 
“How to Become a Rainmaker”.  How can you apply the same principles to your business 
development strategy? 
 

When I first started Fox & Company, I got a call from a guy who turned out to be a 
fabulous person, and he had a retirement community in Cornwall, PA.  Cornwall, PA is so 
small that our mail got returned a lot of times.  He had a retirement community in 
association with the United Methodist Church.  His name was Harry Schimmel.  Terrific 
guy.  Anyway, he invited me down and I was referred to  him by a market research firm 
we use some time. 

 
He had this dilemma that he had to grow to survive.  He had all this property and he had 
to build apartments and condos and houses so he could attract the people to keep the 
retirement community going.  So I went down and we went through the whole thing and I 
gave him – I don’t call them proposals – I call it an Action Plan.  And I call it an Action 
Plan to get something.  SO mine was an action plan to grow Cornwall Manors in order to 
survive. 

 
So I put together this Action Plan, and I left, and he called me up, and I knew he’d been 
talking to other firms that specialized in retirement communities.  He called me up a week 
later and said “Jeffrey, have you ever heard of such-and-such group?”  And I know what 
he was doing was trying to get me to get rid of them somehow.  So I said, “No, I haven’t 
heard of them,” and he said “They specialize in retirement communities.”  I said “Fine.  
Do you mind if I ask you some questions?  Do you think that Cornwall Manor is different 
from other retirement communities, or do you think that it’s exactly the same?”  He said, “I 
think it’s very different.”  I said “Okay, be on the alert for a cookie-cutter approach.  If 
those consultants at that company don’t ask you ‘What are your unique points of 
difference,’ if they don’t ask you ‘What’s special about your place that attracts a certain 
kind of customer,’ be aware that there’s going to be a problem.”  He said “Thank you very 
much.” 

 
He calls me back a month later and says “Jeffrey, it didn’t work out with the other people.  
Will you keep the fees the same?” 

  
And I said “No.  They’re up.  When do you want me to start?” 



 
 
 
  
 
  
 

 
 
 

If you are reviewing this episode with a team, break this episode into two different 
segments – Part 1 and Part 2 (already broken into two different episodes on the site).   For 
homework between the two meetings, have each associate create a targeted list of hiring 
managers and organizations that will be connected with in the next 60 business days.   
 

 

Week 2 Meeting: “Business Development” by Tim Tolan  

Week 2’s suggested viewing schedule and exercises are below.  

(Facilitator):  If Tim’s research is accurate, it’s important to think through the various touch points 
that will yield the highest return on your time and efforts.  Tim provides some suggestions of what 
he’s done to create consistent touch points; for additional ideas and to read some of Tim’s blogs and 
publications, check out www.timtolan.com.  Select the initiatives below that would be most relevant 
for you, or add your own: 

   Send relevant materials or news articles  

   Attend Industry Trade Shows 

   Write an article (an example from Tim is on the final page of this Facilitation Guide) 

   Send a congratulatory email regarding company news (remember: subject line matters) 

   Phone call 

   In-person meeting 

   Send newsletters or brochures 

   Send a hand-written note 

   Additional idea:            

   Additional idea:            

   Additional idea:            

   Additional idea:            

   Additional idea:            

 

 

 

http://www.timtolan.com/


 
 
 
  
 
  
 

 
 
 

(Facilitator):  As Tim says, what gets measured gets done.  As it relates specifically to business 
development, Tim suggests creating a handful of weekly metrics that are tracked and over time will 
tell a story.  Over the next week, set a goal for each of the following areas: 

Number of meaningful conversations with prospects per week: 

    Goal      Actual  

Number of new search presentations: 

    Goal      Actual 

Number of new search proposals: 

    Goal      Actual 

Number of new searches signed: 

    Goal      Actual 

Total search value of current opportunities: 

 $    Goal  $    Actual 

 

(Facilitator):  Tim expands on a point he discussed in Part 1 of this Module – the possible points of 
differentiation for the question “why should clients do business with you?” Think through the following 
as they relate to you and your value proposition: 

How is your search process different than that of other firms?       

             

What does this mean to the client?           

             

             

 

How do you continue to help in the transition process after 30, 90, or the months following 

after the placement has been made?           

             

What does this mean to the client?           

             

             

 

 



 
 
 
  
 
  
 

 
 
 

How have your candidates made a difference with your clients?      

            

             

Who can you reach out to for a written testimonial to attest to this difference?    

            

             
 

Tim’s Trade Show Checklist: 

 Plan to attend anywhere from two to four industry relevant trade shows each year 

 Join the association related to each trade show – this is a low cost investment and the 

database benefits are tremendous 

 Search for pre-attendee list on the internet prior as soon as date/location are released 

 Secure the list of attendees one month in advance of the conference 

 Set realistic but aggressive goals for each show for: 

o Potential client meetings 

o Potential candidate meetings 

 Use a combination of the phone, personal hand-written letters, and LinkedIn messages to 

set up your invitations to meet for coffee, breakfast, lunch, or dinner 

 Stop by each target company’s booth to leave your business card (but not your collateral) 

 Send your collateral within one week of the conference with a thank-you letter and your 

planned follow-up activity 

 Make sure to always have a full “dance card” confirmed in advance; do not rely on setting up 

meetings on-site or at the last minute 

 

Additional Reading:  Tim finds reading a great way to improve your knowledge and find new ideas.  

Some of his top picks: 

Flight Plan by Brian Tracy 

How to Become a Rainmaker by Jeffrey J. Fox 

Outliers by Malcolm Gladwell 

Secrets of Great Rainmakers: The Keys to Success and Wealth by Jeffrey J. Fox 

The Ultimate Sales Machine by Chet Holmes 

You Can’t Win a Fight with your Client by Tom Markert 



 
 
 
  
 
  
 

 
 
 

 


