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ABSTRACT

Venture Capital at present emerges as an EntrgmieheThought Leadership which transverses across
competition to establish a distinctive niche in fiedd. Thought Leadership means as a way of irgingaor creating
demand for a product or service by way of goindniividual or organization for gain of the expegtias well as for
delivery. As the competition among venture capitahs strengthens, those firms that can meaningfdifferentiate
themselves and communicate their expertise to pipeogriate audiences will be the ones most likelyexcel. For any
individual or any organization to be a Thought Lexad is critical that they monetise their statetloé art thinking ,by
increasing their ability to source, work with ancbfit from their target markets. In essence, bean@hought Leader
absolutely includes the ability to garner radicadllyove average returns for the investment and teffora nutshell,
Thought Leadership has a central theme and alt#te’'s and other important information are soutcedrovide vivid
picture of the theme to be accomplished. The thesag contain homogeneous elements but finding tiigpueness in each
element, the need factor and providing it to fulfile aspirations, connotes to the effect of Thaugkadership. When
Thought Leadership is understood and employedassimess development process ,it is probably thet eftective and
powerful way to brand a knowledge intensive prafesa services, which is exactly what a Venture i@gdirm is and

also all other streams of Businesses which canddaded in this kind of arena.
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INTRODUCTION

Thought Leadership is establishing a relationshith and delivering something of value to your stakders and
customers that aligns with your brand/company valnethe process you go well beyond merely selingroduct or

service and establish your brand /company as tpherein that field and differentiate yourself froiour competitors.’

The key strategy is to be different from compestaiThey break free from “be better”, internally oried
initiatives to be different’, externally orientetragegies. Being different is grounded in providiowgstomers with unique

value that they cannot get from any other competito

Thought Leadership as a buzz word or jargon ‘usedkscribe a futurist or person who is recognizedrag their
peer mentors for innovative ideas and demonsttatesonfidence to promote or share those ideastamable, distilled
insights. ‘It is the recognition from the outsidend that the company deeply understands its basjrihe needs of its
customers, and the broader marketplace in whigpétates. ‘Thought Leadership is also an emergsujpiine in its own
right. Our ability to understand its core practieasl then effectively apply them is key to posit@nourselves and our

companies for next level growth.’
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To use Thought Leadership as a strategy for busigesvth and innovation, here are seven questhmatsshould

be addressed as organization continues its tranaf@mn process during the time of change management
What the Organization has to Solve?

The changing landscape of the marketplace has ihaagre difficult for organizations to identify whéhey are
great at solving for — both internally with themployees and externally with clients and supplyirtipartners. The firm
has existing clients and business development potsphat can greatly benefit from the competermiescapabilities that

you can offer.

Allow Thought Leadership to overcome the traps eissed with the dangers of complacency that cad teahe
commoditization of the business. The organizativoutd stop being order takers and allow Thoughtdeeship to provide
a value-added component to the business modestifeatgthens the marketplace reputation and malers célationships

more profitable.
Who are the Game Changers?

Those Leaders in the organization that are applyiegy ways of thinking to propel growth, innovatiand
opportunity are the game changers. They are the tra intimately know the mechanics involved wétich line of
business, trends, recent challenges, competitiesspres and where the growth opportunities exising changers

represent those in innovation lab that champioasdend fuel new thinking.

They are not afraid to change the conversationogsorate entrepreneurs and constructive disrupttuas seek to

change paradigms, challenge the status quo anshemhaxisting business models and client relatigssh
What are the Most Impactful Best Practices?

Existing best practices are the protocols and nasthesed to operate more efficiently and effectivdlgese
operating methodologies and frameworks transcend tind new marketplace demands. Based on thes;liams of
business and industry change management requiremehe best practices fuel growth for the busingssn shared and
implemented with theclients. Talking about the besictices in a conversation and own a subjectemaliat could

reinvent the industry.
Where are the Subject Matter Experts (SME)?

Identify the experts in a particular business amasé people that have witnessed transformation thveyears
and have implemented proven solutions. Should eatdmfused with the game changers; these arenggetbat touch the
business and every aspect of it, every day. Theyha leaders that have lived the long historylieht relationships and
know their counterparts in the industry they sefMeey have become experts as a result of theirrestpee and in many
cases are known as the thought leaders in the scomBabject matter experts are the go-to knowledgeurce and they
are the ones that can guide growth strategies ende the best recommendations for implementafidiey know where

the traps exist and what has historically worked aot worked in the past — and the present.
What are the Innovative Breakthroughs?

Identify the innovative breakthroughs that madedhganization stronger and that allowed the busiteserve

the clients better. What are the new technologigeduced and strategic investments made thabtisiness and the
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clients have benefited from? Many times there aeakthroughs in an organization that are not vieagduch — but that
the clients and industry would benefit from. Always mindful of the new ways of thinking and how thesiness can be
moved forward. Leverage every innovation for thétdsenent of the organization, its people, brand elieht relations.

Not necessary to compare with the innovators like@e, Samsung and Apple. Breakthroughs come istapes and

sizes. The key is that the breakthrough can be unedsnd shared with the clients to propel growith @pportunity.
Where Do the Real Relationships Exist?

Assess the relationships that are demonstratiigvada@e and that stimulate growth, innovation apgartunity.
Like breakthroughs, the best relationships comdifierent shapes and sizes. Some relationshipsasecenters, others
are profit centers. Not all client relationshipe dully optimized because it takes time to see hdythe most obvious
opportunities. It's difficult to explore the opponities for abundance with clients when the pdidfef products and
services may only represent the surface of whatthporation is fully capable of delivering. Theykis to know which
relationships are adding value to the brand, prisdiservices and people. Evaluate the supply chaéhthe strategic
partnerships embedded throughout the chain. Oresgtifebd , share the success stories, the bestiggadhey helped to
create, the impact on employee morale, a new ctigationship, the new ways approached and sdt-tbg standard for

building relationships and the role they play telfgrowth in the business.
What are the Desired Outcomes?

Explore the current revenue streams and the pdrtheobusiness that generate the desired outcofftes a
identifing the aforementioned points 1 — 6. Cogtergrowth strategies are about driving real mesle and sustainable
results that impact the bottom line. The investmentorporate growth can be costly and risky. Tisisvhy it is so
important to discover new ways to capture growtiodlgh strategic knowledge sharing / Thought Leddprthat makes
the corporation stand out from the crowd. Thougsadership allows the clients to broaden each atlafyservations of
what's possible to cultivate expansive innovatioand through this process create greater strategis to determine the
most probable opportunities to seize the greatewnpial in the relationship. The result: realizedthe power that is

inherent by sharing the momentum of the successigmnificance that are both capable of creatindy wite another.

Broader Understanding of Thought Leadership:It is a new paradigm which is disruptive ,paintsueapenned
view of the future and is backed by evidence. Leadiold paradigm to extinction or is out in frort @an emerging

paradigm. Thus helps in the evolution of the fifghdling creative solutions.
» Sharing a collective vision for the future.
» Respect and authority earned from sharing and ghiblj useful information.
e To go to specialist for a credible view on pertintpics.
e Tangible improvements in the future by disruptihg turrent status quo.

e ltis recognition of wisdom attained through expeital learning and collective imagination of ey, which
is used to harness an innovative future.

» Consistently providing insights into an industrattleducate, inform, and enthuse others.
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» Inspires people who are already familiar or experthe field bringing new ideas and perspectiwethe general

public for discussion and collaboration.

» It requires the various corporations and their ézado cross pollinate knowledge with clients attegic

partners to enable growth and innovation throughptbwer of Thought Leadership.

» It requires an organization to share, what it iswn for the hallmark of its brand reputation-byrgeiransparent

about its best practices and sharing them witntdie

e It is about introducing new ways of thinking thatllweinvent industries and significantly impact ddess

models, the market place, employees, consumerthanaork place.

* Not only business growth, Thought Leadership cah dquowth and opportunities for employee engagesmant

infuse excitement back into work place culture.

» Thought Leadership means being recognized for iaties ideas that change the way the business leakdiek

about their businesses and for having the insigtitfaresight to know and influence what is next.

* For an organization to develop stable Thought Lesadeneeds both the expert, innovative thinkers a public

relations effort to plan and implement the pubéicagnition process.
A Thought Leader provides insights and methodobthat drive change throughout an industry or m®ém.

» Every organization that plans for its future musegare for Thought Leadership and there is no swesr of
preparing for the future than maintaining an nutgra powerful pool of Thought Leadership whose iimaijpn
holds the key to the unpredictable challenges ef fifture and infinite opportunities that are waitito be

discovered.

» Cultivating Thought Leadership involves identifyirgnd recognizing the capability of the people in an

organization for innovation and ensuring that adyeflux of novel ideas perennially replenishestti@ight pool.

e It is the time for corporations to showcase theieaitives as Thought Leaders that can strengthent@nd

supply chain relationship by discovering new waysiake things better in order to grow better togieth

VENTURE CAPITAL: The Insights from Thought Leadership to Drive for Siccessful Exit

Venture capital funding organizations provide sesdyt-up and first stage and multi stage capitahéw,
innovative and sophisticated technologies or angthivhich has creativity in its dimension and dsam the venture or
investee company once the expected returns arecedmplementing Thought Leadership approach iniurercapital will
seek great exit value and to earn very high retuwisich differentiate themselves from other kindsimvestors.
The investment decisions are directed towards iageétte conditions for the successful exit andimgiroving any part of
the business concept, which is not relevant ttheer's decision (including venture capital invegtdecisions). The right
business strategy is to achieve the exit in a f&vermanner in such a way that the venture cagigadire well rewarded

for creating the opportunity for the next lucky keufpuyers.
To focus on:

* Not to grow the business, but to earn a high returthe money invested.
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* Not to help in expansion, but towards selling thsibess.

» Selling out successfully thereby with good retumtbe money and art thus encourage to do more timeggs
and hence the proceed feeds in paying tax andmhtidding also the cashed entrepreneurs spend yname

donate to charities thus help their communities.

» The investee does not have to successfully comaiaeeithe innovation or the buyer will. To give thew buyer

the opportunity of taking it off venture capitallsinds so that they can exploit it in their turn.

To create the business for sale is not to focusewanue and profit because when the focus fronotitset is the
exit, then the investment is only entered into firabable exit can be anticipated. Since potebtigkrs are identified from
the beginning then the business can be quicklyredfdor sale, hence even a business, which hadfa@n still be an
attractive acquisition for the right buyer. It istrthe investee, which will execute on exploitimg tunderlying strategic
asset or capability, it is the buyer. It may matitle to the buyer in what state the investeenfiss, at the time of sale
providing the buyer gets the assets or capabilitieg want. By taking a pragmatic focus on the,éki¢ Angel and venture

capital investors have a much higher chance ofrgeaisuccessful outcome.
Key points to be understood from the crux of Thdugradership are:
* Investment periods can be expected to be shorter
e The exit values much higher
»  Execution risk significantly lower

The reason to develop a robust exit strategy m#fy inemany unforeseen circumstances such as — eheng
industry regulations, a new aggressive competitay some in also natural disaster may derail a legsirso as to have a

descent and favourable exit and planning shouléhlfeg this, from the start itself.

The value in a business is related to its potemtighe hands of the buyer thus even a businesdirgdor
insolvency can be a great acquisition for a buyeo & not constrained by the situation facing teaedor. The key to a
quick sale, which still gains a premium on the silen when the business is in trouble, is to hdeatified in advanced
those buyers who can develop the underlying pateintithe business. The entrepreneur and the iovebbuld set out to
identify a small group of such buyers, engineeitwaton where those prospective buyers are infarfethe potential in
the business and then kept up to date with therpssgof the business overtime. The aim of thessategy should be to
have each prospective buyer understand what thelg g@in from an acquisition. Of course, in thearhfnate situation
where the business has to be sold, it would be rbetter if the seller could quickly bring into angpetitive bid, a number
of prospective buyers who were already apprisati@potential of an acquisition that is the contpegibid process would
then protect as much of the value in the businsgmoasible. As part of the preparation for sucteant even if unlikely,
the business needs to be put on a basis wherauytee ban quickly undertake due diligence. This rsehat the business
has to be fully prepared for such an investigatibthe seller has also ensured that the busiresan effectively and
efficiently and has few risks for the buyer, thesdiiligence process will conclude quickly and theydr will be more
willing to negotiate the deal. It is better to set sometime in the past to proactively identifylanake contact with a

group of prospective buyers with the intentionettiag up a future competitive bid.

Competitive bid is to have other prospective buywssting in the wings and often comes with conditiof
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exclusive dealing however this is normally donelsd the prospective buyer does not waste theirdiligence time and
cause. If the business is already prepared fordiligeence and the prospective buyers already utaleisthe potential in
the business, the vendor can hold off on due ditigeuntil more prospective buyers in the frame.nToely the highest
bidders will be invited to undertake a limited ddiigence to arrive at a prospective buyer. Theeotye of sourcing
strategic value ventures where the probability sfrategic exit is high, the amount of investmentdasonable as it only
funds exit activities and not any business plargfowth and development and the tasks needed tpséie strategic exit

are well within the capability of the investor anehture management team.
CONCLUSIONS

The facets of Thought Leadership when applied intWiee Capital Organisations opens up a unique wdgdter
a prime focus and hence need not get deviationshahill guide many innovative businesses to floungithin a short
span of time.
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