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Cashing Out Study Group

How To Start 
The Conversation

Presented by: Brad Davidson, President
SPARDATA Value Advisors
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Curriculum

1. The question nobody’s asking

2. Know what they’ve got

3 Responding to concerns3. Responding to concerns

4. Grow what they’ve got

5. Know their exit options

6.6. Starting the conversationStarting the conversation

7. Centers of influence

Resource Library
(www. spardata.com/education/resources)
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Tax Court 
Cases
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Articles
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Sample 
Valuation
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The Diagnostic Tool

•For use at initial 
meeting, annual 
review, etc.

•Disturbs owners 
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about valuation issue

Required Items
Diagnostic Tool               Corporate Tax Return
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1.  Owner Guess
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2.  “Cash‐In‐Pocket”
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3a.  At Risk Of Fire Sale?
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3b.  Fire Sale Calculation
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‘Owner, 
which number 
should I use?’

5/24/2011 For producer use only.  Not for distribution to clients. 13

Diagnostic Tool 
Conversation Starters

Curriculum

1. The question nobody’s asking

2. Know what they’ve got

3 Responding to concerns3. Responding to concerns

4. Grow what they’ve got

5. Know their exit options

6. Starting the conversation

7.7. Centers of influenceCenters of influence


