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Tate Pursell

1



Agenda

▪ Types of boards 4 types – they are different
▪ Target the right opportunities Fish where the fish are
▪ Your Value Proposition Focus on WIIFM. Keep it short! 
▪ LinkedIn Why it’s important
▪ Bio Board Bio construct
▪ Get the message out Don’t be a best kept secret
▪ Eblast Letter Format, and brevity
▪ Keep communications fresh LinkedIn posts, refresh profile
▪ Board certification Get educated

▪ NOT covered Resumes, interviews, SEO, 
keywords, networking, skills matrix, 
compensation
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Different Types of Boards

Private (for-profit)

• Private Equity, Family-owned, ESOP, 

VC, SPACs, Sole Prop, Small group

• Industry expertise, focus on strategy, 

operations

• Comp: retainer + equity or hourly

• VC – equity only

Charitable non-profit

• Focus on mission/ your passion

• Give or get

• Compensation is personal fulfillment

Local government commissions & 

boards
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Public (for-profit)

• Much time spent on compliance, 

governance, risk-mitigation, outside 

appearances, reputation, avoiding 

director liability

• Strategy and operations focus when 

troubled or stock price is down

• Recruiting diverse candidates

• Comp higher than private:  retainer 

and equity

Associations – professional / trade

• Members from specific group(s)

• Focus on members’ issues/ needs

• Board members rarely compensated
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Fish Where The Fish Are



U. S. Board Opportunities

Public: 3,600 companies x 7 = 25,200 outside directors

Private:

▪ 16,100 PE companies x 2 x 85% = 27,370 outside directors

▪ Another 5,000 unreported x 2  x 50% = 5,000 outside directors

▪ Plus 8,000 VC portfolio co’s x 2 x 85%= 13,600 outside directors

▪ Total Private = ~46,000 outside director 
opportunities

Note:  data as of 2020
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Keys to seeking board roles

▪ Governance education &/or experience

▪ Unique Value Proposition

▪ Adapt your materials/public profile 
• Bio

• Linked-in profile

• Effective letter

▪ Mechanism to get to market

▪ Go about it in an organized fashion
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Shaping your marketing materials - 1

▪ Unique Value Proposition

▪ “What I can do for your company” 

▪ From the company decision maker’s viewpoint, 

it is “what’s in it for me?” – the WIIFM.

• NOT what you’ve done in the past

• What you can do for them NOW

▪ Focused on industry or function

• The more focused, the more unique
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Shaping your marketing materials - 2

What is a Unique Value Proposition?

▪ Short statement that summarizing benefit you bring to a 

board. Contains (or implies):

• Type of company/ board benefitting from your unique skills; 

• Benefit you can provide. 

▪ Speaks simply in the company/ board’s frame of 

reference

It is NOT a slogan – it’s a headline.
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You Need a GREAT UVP - 1

How to optimize the UVP

▪ Put the WIIFM first

▪ Mention the target audience when possible
• Narrow the focus

▪ And ... how can you make them EVEN better?  
• Shorten them to under ten words whenever you can.
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You Need a GREAT UVP - 2

ACCD test pilots – well done:

Board Member – Construction technology
▪ Original:  Make engineering services firms - and their leadership teams –

better through strategic alignment, technology integration, and value 
creation.

▪ Better: Make engineering services firms - and their leadership teams –
better 

International consultant
▪ Original:  Accelerates market growth and returns of national/global 

manufacturing companies operating in highly competitive and changing 
markets.

▪ Better:  Accelerates market growth and returns of global manufacturing 
companies
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You Need a GREAT UVP - 3

ACCD test pilots – suggested mods:

▪ Global Chief Operating Officer – Law firm
• Original: Results-Oriented Global Executive Helping People-

Driven Businesses Achieve Strategic and Operational Goals
• Better: Helping global people-driven businesses achieve 

strategic and operational goals

▪ Chief Financial Officer – Residential community
• Original: Aligning enterprise business strategy and financial 

operations to drive business growth
• Better: Driving business growth by aligning business strategy 

and financial operations.

▪ Chief Executive Officer – International consulting
• Original: I help PEs unlock massive growth potential in 

companies who should be dominating their market categories.
• Better: helping PE-owned companies dominate their market 

categories to unlock massive growth potential.
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You Need a GREAT UVP - 4

ACCD test pilots – suggested mods 2:

▪ Executive Vice President – technology solutions provider
• Original: I help management teams create stakeholder value through great 

strategy, technological innovation, and operational transformation

• Better: creating stakeholder value through great strategy, technological innovation, 
and operational transformation.

▪ CEO, instrument company
• Original: I help drive results by combining hands-on B2B experience with a 

strategic mindset to guide sustainable growth, increase profitability, and create 
long-term value for investors and stakeholders.

• Better: driving sustainable growth, profitability, and long-term value via hands-on 
B2B experience with a strategic mindset.

▪ Chief Information Security Officer – technology integrator
• Original: Expert(ise) in assessing and managing cybersecurity risk while enabling 

successful business goals in a digital transformation environment.
• Better: managing cybersecurity risk while enabling digital transformation success.
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Marketing Materials

1. LinkedIn - to attract in-bound searches

2. Board Bio - for board director selection 

committees

3. Body of an outbound standard letter/email

▪ Powerfully expresses your UVP

▪ Tailor first and last paragraphs to specific 

target.  
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Below Average

Slightly Above Average

Above Average

Very Good

Excellent

Outstanding

Killer*

You and 700 million

You and 19 million

You and 1.9 million

You and 190,000

You and 19,000

You and 99

The importance of a killer LinkedIn profile

You and 1,999
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▪ 50% of 

candidates are 

found via 

LinkedIn. . .

▪ Or they will at 

least check you 

out!

730 million LinkedIn members



LinkedIn Profile – Best Practices

Headline Sets The Stage For Your Profile

▪ First marketing statement

▪ Headline must be forward looking

▪ Highest search value area

▪ Use words that market you

▪ Do not waste this area with titles unless you 

need more search points

▪ Separate points with “pipes” (|’s)
Uppercase backslash on keyboard
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80% of impact is in “Headline” and “About” sections

Headline:

• Gives you 120 available characters

• Pick words a Nominating Committee Chair would 
use to find someone like you

• Or recruiter or HR, or Operating Partner 

• Make your Board interest prominent

• Entice readers to review “About” section



 
Tate Pursell, Independent Board Director  

Makes manufacturing companies -- and boards – better | Compensation Chair | Audit | Risk | 
Revitalization | M&A | Private Equity | Family Business  
Greater New York City Area    500+ connections   Contact info 

LinkedIn Profile – Best Practices 

• UVP primary

• Illustrates where one can help
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80% of impact is in “Headline” and “About” sections 2

▪ About Section:

• Gives you 2,000 available characters

• Start with a strong, but brief elevator speech

• Followed with your 2-3 ‘Campaign Platforms’

• And ‘evidence’ under each

• Primary location for keywords for SEO



LinkedIn Profile – Best Practices 3 

Your “About” field is your marketing document

▪ Answer: why should I select you for our 

board?

▪ Tell your story!

▪ Make the first 2 lines count!

▪ Do not use resume speak!
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LinkedIn Profile – Best Practices 3 

“About” section – first two paragraphs

▪ Reasons to believe the headline

▪ Keywords for SEO

Makes manufacturing companies -- and their boards -- better.

Certified outside director and private equity operating partner/ group executive, mentoring 

CEO’s and optimizing investments in lower middle market manufacturers, installers, and 

distributors. Served on twelve boards of directors, including private equity and family 

owned companies. Currently independent director of two private companies; chaired 

compensation committee, serves on audit/risk and compensation committees. After years 

at Unilever and GE, became CEO of six manufacturing / distribution companies (four 

private equity owned) and then became an operating partner / group executive for two PE 

funds in succession, overseeing eight operating companies. Subject matter expert and 

public speaker on the board’s role in cyber security, executive compensation, and 

director recruitment.

BOARD DIRECTOR / CORPORATE GOVERNANCE

Served on twelve boards

Chaired Compensation and Special Finance committees

Audit/Risk and Governance committees

NACD Governance Fellow Certification 20
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Big tips…. And small tips....

▪ Punctuation in the headline matters (a lot)
• Spike bars | pipes | -- not / or   •

▪ Look ‘LinkedIn savvy’ and capture your vanity* URL:
• Not www.linkedin.com/b12.96.log.tate.pursell.512006
• Rather www.linkedin.com/in/purselltate

▪ Provide contact information, particularly important for those not 
already not connected. Make it idiot proof.

▪ Refresh your LinkedIn regularly
• Change something in your profile at least weekly
• Post and repost;  show activity

http://www.linkedin.com/b12.96.log.simone.ander512006
http://www.linkedin.com/in/simoneanderson
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Private equity sticky keywords

• EBITDA Growth

• Revenue Acceleration 

• Margin Enhancement 

• Multiple Expansion 

• Deal Origination

• Top grading  

• New Channels/Markets  

• International Expansion 

• CEO 

• CMO

• CXO

• Lean Manufacturing 

• Turnarounds 

• Exit Strategies 



Board bio optimization

Your ‘usual’ resume and Bio:

• Talks about the number of 
dragons you slayed 

• Your Type A behaviors

• The acquisition you made, and 
eliminated a plant and 240 
people, and 3 points of SG&A

• 2 pages max

• No picture

Your ‘Board’ Bio

• Speaks to your coaching skills

• Your softer side

• Executives you mentored

• High potentials you recruited

• Keeps the tone Strategic, and 30,000’ –
speaks like a Board member, not a C-
Suite exec

• Highlights all Boards, including non-
profits, experience, and credentialing

• Parallel your LinkedIn

• ONE page best

• Include picture
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Board bio structure

• Brief summary
• Current role/ Activity
• What s/he can do for 

your board/ company 
with examples

• Previous executive 
roles not ref’d above

• Summary of all 
boards

• Contact info below
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Effective email tactics

• Tailored subject line - “hook” them 
with something relevant to them (like 
a recent acquisition)

• Tailored first sentence – show that 
you have done some research on their 
company – use Pitchbook, 
Crunchbase, etc.

• Highlight a recent piece of good news 
relevant to your qualifications and 
ambitions.

• Indicate you have time to devote to 
their board(s)

• Recap examples of what you can do 
for their operating companies.

• Ask for “the order.”

• Ask for a time to talk.

Subject: Congrats on “Our Pet’s”

Peter – long time, no talk.  Glad to see that you are very active with your recent purchase of 
Our Pet’s and last year’s acquisition of TacMed and exit of PPI-Time Zero.  

I just wanted to let you know that I have recently been elected as an independent director on 
the board of Weiler Corporation, a Pennsylvania-based, privately owned manufacturer with 
operations in eight countries.  This is in addition to my serving on the board of the Barton 
Group, a materials and manufacturing company, where I chaired the Compensation/HR 
committee and now work on the Audit/Risk and Governance Committees.  Weiler will be the 
eleventh board on which I have served.

Even with Weiler and Barton, I continue to have bandwidth available to contribute my 
experience in board governance, M&A, revenue growth, and operational improvement.  

From our previous conversations, you’ll remember that I was:
•  Group President at Saunders, Karp, And Megrue and oversaw four operating 
companies for a private equity fund consolidating specialty plastics manufacturers.  
•  Operating Partner and Group Executive at Cortec Group and oversaw four operating 
companies for private equity investment firm acquiring middle-market consumer and 
industrial manufacturing and distribution businesses.
•  CEO, Baldwin Hardware Corporation:  1,100-employee manufacturer, where we 
increased profit 80% over two years while growing sales 56% to $185M. Awarded 
“Best Places to Work in PA.” 
•  CEO of American Metal Products:   500-employee HVAC products manufacturer, 
where we increased profit 78% over two years while growing sales 12% to $56M;  we 
also restructured operations, built overseas plant, saving $1.7 M annually.

With your new acquisitions, you may have needs within your portfolio for an independent 
director who can support a CEO and management team; if so, I would certainly like to help.

When you get the chance, let’s catch up on a call at a time convenient for your schedule. 
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Board Education / Certifications 

American College of 

Corporate Directors 

(ACCD)

DIRECTOR QUALIFIED

Executives not currently serving on a company 

board (and without any previous public company 

board experience)

PROFESSIONAL DIRECTOR - PRIVATE 

COMPANY

For executives who currently serve on a privately 

held company board

PROFESSIONAL DIRECTOR - PUBLIC 

COMPANY

For executives who currently serve on a publicly 

traded board, or have served on a public company 

board within the past 5 years

MASTERS PROFESSIONAL DIRECTOR -

PRIVATE COMPANY

For executives who have held a Professional 

Director-Private Company credential for one year-

requirements must be achieved annually to maintain 

credential status

MASTERS PROFESSIONAL DIRECTOR - PUBLIC 

COMPANY

For executives who have held a Professional 

Director - Public Company credential for one year -

requirements must be achieved annually to maintain 

credential status 

National Association 

of Corporate Directors 

(NACD)

NACD DIRECTORSHIP CERTIFICATION

US-based certification program designed to qualify 

corporate directors for effective boardroom performance. 

Based on a professional examination and continuing 

education, this certification verifies that directors possess 

the specialized knowledge, expertise, and skills needed 

to discharge their fiduciary responsibilities as board 

members.

NACD BOARD LEADERSHIP FELLOWSHIP

NACD Board Leadership Fellowship is a credential for 

qualified, experienced board leaders. It provides a 

director-education road map for continuous learning and 

translates that knowledge into a distinguished credential. 

The credential helps directors navigate today's rapidly 

changing business environment with a continuous-

improvement plan so that today's directors are always 

ready for tomorrow's boardroom.

CYBER RISK OVERSIGHT CERTIFICATE

NACD has partnered with the CERT Division of the 

Software Engineering Institute at Carnegie Mellon 

University and Ridge Global to develop the Cyber-Risk 

Oversight Program. This program is designed for 

directors who wish to enhance their understanding of 

enterprise cyber-risk issues. The course confers the 

CERT Certificate in Cybersecurity Oversight, a tangible 

credential that demonstrates a firm commitment to 

cybersecurity literacy.

Private Directors 

Association (PDA)

CERTIFICATE IN PRIVATE COMPANY 

GOVERNANCE 

The Private Company Governance course will 

provide a baseline education in independent 

director duties and an overview of different types 

of private company structures. Benefit from self-

paced and interactive governance learning for 

serving and would-be private company directors. 

PRIVATE EQUITY PORTFOLIO COMPANY 

GOVERNANCE COURSE

A primer designed for private equity (PE) partners 

and managers, portfolio company executives, and 

independent directors who work together in 

boardrooms.

ESOP GOVERNANCE ESSENTIALS

This course is ideal for:

Aspiring ESOP directors

Directors new to ESOP boardrooms

Owners considering an ESOP model
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Questions? 
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VISIT:   www.linkedin.com/in/purselltate

TATE PURSELL  917-940-4471 

pursell@mgmtserv.com

Contact information

mailto:PURSELL@MGMTSERV.COM
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Appendix 
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VC vs PE 
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