
Local Expertise. Global Network.

Selling Your Business, 
Our Expert Advice

“The chance to leave the stresses  
of the business behind”



Transworld Business Advisers - Mergers & 
Acquisitions are experts in helping owners  
generate the maximum value from a sale – 
advising on the right timing, finding the right 
buyer, preparing a business for sale, and  
managing the transaction on behalf of our  
clients whilst you carry on running your  
business. We are the largest network of  
M&A advisers in the world, dealing with  
successful transactions each year. 
 
This guide is a summary of that experience  
and will take you step by step through  
the art of the deal.

Selling your business is one of the 
most important decisions that any 
business owner will make. It’s also 
one of the most difficult to take – 
selling something that’s close to 
your heart, and which has probably 
needed a huge investment in time 
and energy to make it a success,  
will inevitably be filled with 
poignancy and emotion. But  
just as the sale represents the  
closing of one door, it’s also  
the opening of another.  

Selling a business is the ultimate 
reward for years of hard work, 
sleepless nights, and tough but 
well-judged business decisions. 
It also creates the platform for 
the next stage in an owner’s life 
– whether that’s a comfortable 
retirement or the funds for another 
business venture. So it’s crucial to 
get it right. This guide has been 
prepared to give business owners 
the very best chance of succeeding. 
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Timing can be everything in life. 
The same is true of a business 
sale. Valuation will be impacted 
by the health of the business, its 
prospects for growth, and the 
state of the wider economy at that 
particular time. So timing an exit to 
optimise these factors is the key to 
driving the best value.  
 
In particular, owners should pay 
attention to the business cycle – 
both in the business’s specific 
sector and in the wider economy. 
Just as in other areas of investment, 

Deciding when to sell 
– the importance of timing

the old adage ‘buy low, sell high’ 
holds true. Any owner should seek 
to sell at or just before the peak, 
rather than be forced to sell as the 
business, sector or wider economy 
start to decline. Identifying when 
a cycle transitions from one phase 
to another isn’t easy, but the owner 
should seek to increase the odds 
by understanding the health  
of the business at any one  
time, and – most importantly  
its prospects for growth.

Key stages in a deal
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Optimum 
period to sell

Market in decline or 
level of competition begins 

to erode margin

Advise shortlisted  
bidders on  
the timeline

Planning Go-To-Market Marketing Completion

Work through 
financial projections

Develop indicative
pricing range 

Identify potential 
deal breakers/killers

Agree on sale 
structure and strategy

Prepare marketing
materials

Finalise valuation and 
marketing price

Potential buyers 
to Identify.

Prepare intial 
data room for  
due diligence

NON-BINDING
BIDS

BINDING
BIDS NEGOTIATIONS

Approach potential 
investors and sign 

confidentiality
agreements

Provide full access 
to data room 

Negotiate pricing and 
other terms

Provide limited 
access to  
data room

Conduct 
management 
presentations

Final negotiations 

Q&A sessions with potential investors 

Receive and 
evaluate 

indicative offers

Shortlist bidders Shortlist final
 bidders

Receive and 
evaluate  

binding offers

Continue final 
negotiations until 

successful closing

Finalise agreements

Fulfill conditions 
to closing 

(accounting, legal, etc)

Completion 

4 5transworldukmanda.com 



1. Planning

Plan in advance
While the exact timing of an exit 
isn’t always in an owner’s control, 
the smartest business owners 
will have been thinking about the 
sale of a business almost from the 
moment when they first set it up, 
starting with the end in mind – and 
certainly will start to do so when 
vague thoughts about an exit start 
to crystalise into something further. 
Such early planning will help put 
the owner in good shape to ‘move’ 
when the time seems right, and is 
one of the other significant 
factors in achieving a successful  
sale. Apart from helping  
an owner get the timing right,  
it also means sufficient time  
is in hand for preparation –  
of both the business and  
the owner themselves.

Preparing a business for sale
It would be easy to expect that 
a multi-million purchase would 
be based purely on rational 
considerations. But businesses 
– like houses, boats or cars – are 
bought partly by the head, partly 
by the heart. Impressions count. 
Before putting a business on the 
market, think about how you can 
make the business as attractive as 
possible. That mindset needs to 
cover all aspects of the business 
– from business performance, 
through management and financial 
information, processes, staff, to 
how the business looks and how 
transferable it is. 

Offices and factory spaces need 
to be clean and tidy. Equipment 
kept in good working order. 
Similarly, financial records need 
to be up to date, and contracts 
and management information 
easily accessible and ordered. 
Impressions count, and ensuring a 
buyer’s request for information can 
be promptly and efficiently met will 
help ensure a good one.

This is not a last-minute job. 
Keeping records in order should 
really have been started years in 
advance, and ensuring sufficient 
time to prepare for sale may also 
help the owner spread the costs of 
upgrading old equipment and the 
space to renew key contracts.

Just as importantly, time creates 
the opportunity to use those extra 
months/years to cut costs, increase 
recurring revenue, and amplify 
other value drivers (secure key 
IP; up-skill the team, etc). Time 
also provides the opportunity to 
generate performance records – 
data which can be used to justify 
the business’s value – as well as 
generate marketing materials.
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Self-preparation – creating  
a positive mindset 
The sale of a business is bound 
to generate at least some feelings 
of uncertainty or trepidation – 
particularly when a business is so 
closely tied up with who we are 
and how we feel about ourselves. 
But whatever the reasons that 
led to the decision to sell, owners 
should look upon the sale as an 
opportunity. The chance to leave 
the stresses of the business behind, 
with all its strains on family life; the 
chance for significantly more capital 
for that special project or dream 
retirement. Having a positive 
mindset will help an owner  
maximise the opportunity from 
a sale, helping them to be fully 
engaged in the process while 
tackling the inevitable roller  
coaster of the deal with energy,  
enthusiasm and commitment. 

Such a mindset will also help 
prepare the owner for exit too 
– ensuring they embrace new 
interests and opportunities 
enthusiastically. That’s important, 
because any sale is bound to leave 
a gap, particularly amongst those 
used to gaining much of their 
self-esteem from the business. 
Business owners should recognise 
that, while they may lose some of 
the excitement, contacts and self-
reinforcement they’ve become used 
to, embracing new interests with 
commitment and energy will make 
the change a really positive one, 
easily compensating for the things 
that are being let go.

“The chance to leave  
the stresses of the  
business behind”

For all these reasons, planning in 
advance is crucial. Impressions 
count, and ensuring a buyer’s 
request for information can be 
promptly and efficiently met will 
help ensure a good one.
This is not a last-minute job. 
Keeping records in order should 
really have been started years in 
advance, and ensuring sufficient 
time to prepare for sale may also 
help the owner spread the costs of 
upgrading old equipment and the 
space to renew key contracts.

Just as importantly, time creates 
the opportunity to use those extra 
months/years to cut costs, increase 
recurring revenue, and amplify 
other value drivers (secure key 
IP; up-skill the team, etc). Time 
also provides the opportunity to 
generate performance records – 
data which can be used to justify 
the business’s value – as well as 
generate marketing materials.
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Valuation - getting it right
Valuation depends on a range of 
factors, including turnover, profits, 
cash flow, projected revenue, the 
growth prospects of the industry. 
Asset valuation also comes into 
play – both the value of equipment, 
property and other physical assets, 
as well as full order books,  
long term contracts, and the  
value of any patents and  
other intellectual property.

Similarly, the calculation of value 
is also often based on a range 
of different methods, the most 
common of which is a multiplier of 
profits. The exact multiple depends 
on the industry, (adjusted EBITDA 
x an industry multiple) but in the 
UK it can range from about 2-8x for 
small and medium size companies. 

But for some industries, particularly 
those with high growth rates and 
potential, current profitability may 
take something of a back seat, 
with projected revenue becoming 
more important. For example, those 
firms involved in the technology 
sector were for a long time able 
to justify strong valuations based 
on their high growth rates and 
huge potential rather than the 
thin margins they were achieving 
at the time. In such instances, a 
discounted cash flow model is 
used, which takes into account 
future revenue, over a five-year 
period, with the discount based 
both on the perceived risk and 
volatility of future cash flow. 

The key point is that valuation is 
a judgment - there’s no perfect 
answer and it is both art and 
science, and price / valuation often 
comes down to what the market 
can bear and what a vendor would 
like. But given the complexity and 
range of factors involved, getting 
professional advice from an adviser 
aligned to your interests is vital if an 
owner is to generate the most value 
from a sale. A DIY approach to save 
on commission fees may seem 
financially savvy but will probably 
lose far more money than it  
saves. Advisers will have deep  
expertise in valuation, plus a  
database of transactions and  
comparative prices to help ensure  
a competitive valuation.  

They also have huge experience of 
the selling process itself, so have 
the best chance of ensuring that 
valuation is secured. 
M&A Advisers will begin the 
valuation process by developing an 
indicative pricing range, which is 
progressively refined through the 
rest of the selling process as more 
information becomes available. It’s 
likely that they will conduct some 
pricing analysis to explore pricing 
parameters, before finalising the 
business’s valuation.

But the key to actually achieving 
that valuation is to choose the 
right adviser. 

10 11transworldukmanda.com 



Getting the best advice
The sale of any business, no 
matter how small, is a complex 
and specialised one. It’s also 
a journey that most owners 
embark on only once or twice in 
their careers – so finding a good 
navigator to help guide the owner 
along that journey is vital. The 
right adviser will correctly value 
a business and will know how to 
best market the proposition and 
where to find appropriate buyers. 
Good M&A advisers also deliver 
end to end project management of 
the transaction, guiding business 
owners through the whole process 
and support building an M&A team.

As importantly, the M&A Adviser’s 
focus on the sales process will help 
the owner and their management 
team keep customers satisfied, 
costs controlled, and the business 
running – helping to maintain its 
value through the process.  

Just as importantly, management’s 
focus on day-day operations will 
ensure that staff – who might 
otherwise become unsettled 
if rumours of a sale emerge – 
continue to stay in post transaction, 
delivering to customer needs. 

Throughout the process, the M&A 
adviser should keep the owner 
fully informed of progress, and 
should outline the path ahead by 
creating sensible and streamlined 
milestones throughout the deal 
lifecycle. A good M&A adviser will 
also ensure that a business’s other 
key advisers – for example, its 
accountant and solicitor - are kept 
fully updated and collaborated with 
as part of the deal team.
Overall, any good M&A adviser 
should drive the negotiation,  
deliver the deal – and get the  
best value for their client.

At Transworld Business Advisers 
Mergers & Acquisitions, we use 
our experience and expertise to 
craft and close “winning” deals. We 
ensure that we drive best value 
by finding only suitable, realistic 
buyers. We use our database of 
previous transactions and our deal 
making experience to accurately 
value the business. In addition, by 
focusing on the human element 
of a transaction, we are able to 
understand and deliver what our 
clients feel and want – as well as 
understanding the buyer’s mindset, 
to ensure we drive the best price. 
Throughout the process, we protect 
client and buyer confidentiality, 
advising what information should 
be disclosed at each point. 

Overall, we provide end to end 
project management of your 
transaction. Having that expertise 
on your side is crucial in such a 
complex and important process. 

The next part of the guide goes 
into that process in more detail, and 
outlines the main issues that need 
attention at each stage.
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2. Going Out To The Market

One of the M&A adviser’s key roles 
is to market the company, drive 
interest and find buyers. But due 
to their intimate knowledge of 
the business and its market, the 
owner’s role here is still important. 

Early in the sales process, an owner 
should start to marshal all the key 
information that will be needed for 
a sales package. Working with the 
M&A adviser, they will also start to 
prepare a data room of customer 
and market information,  
key financials, and relevant  
information about the  
business’s IP and personnel.  

This data room will become 
particularly important during the 
due diligence part of the process, 
but its preparation is best done 
early. An owner should also put 
themselves in the shoes of a 
prospective buyer and consider 
what information will inform, 
reassure and inspire (something 
any good M&A adviser will also do 
– but it’s helpful to incorporate such 
insights from the owner too).

The M&A adviser, informed by 
these insights, will then generate 
a brochure and other marketing 
material (including an information 
memorandum, teasers and 
Confidentiality Agreement) that 
presents the business and its 
growth prospects in the most 
compelling way. They will then 
approach potential investors on 
a limited basis. Depending on the 
desirability of marketing more 
widely, they may also advertise 
the sale through appropriate 
advertising channels. This will 
mainly be online, for example 
through their own website and 
through classified listings of 

companies for sale, but could 
include physical distribution of 
brochures to relevant third  
parties (accountants, etc).
Targeting this advertising is 
particularly important to avoid 
‘time-wasters’ / spurious enquiries. 
Any M&A adviser (or owner, 
if attempting a DIY approach) 
should be aiming for quality rather 
than quantity. Ideally, the M&A 
adviser will be aiming for at least 
two ‘quality’ buyers to generate 
competition. The objective is to 
create a structured auction,  
helping to drive value / price.
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3. Marketing/ Negotiation

Receipt of bids
A successful Go-to-market  
stage will generate the target  
number of interested parties.  
The M&A adviser will then answer 
enquiries and facilitate Q&A 
sessions with these investors. They 
will also set a timeline for receipt  
of non binding indicative offers. 

These initial enquiries / bids 
should be rated to assess how 
serious and realistic they are, and 
good M&A advisers will spend 
time researching and talking to 
prospective buyers to assess the 
likelihood of purchase. Are they 
already in this market sector, or a 
newcomer? Are they serious about 
buying or just testing the water? Do 
they have the funds ready to deploy 
or require external financing?  

Where would the purchase 
fit with their broader plans? 
This Due Diligence stage also 
ensures that sellers have more 
control over the sale process 
and limit the access to sensitive 
information such as customer 
relationships, prices charged, key 
financial data, etc. only to serious 
buyers (confidentiality is a major 
consideration throughout the deal 
process, so much so that it is dealt 
with in a separate section).

After a rigorous assessment 
process, the remaining buyer(s) will 
be invited for further discussions, 
flowing through to serious 
negotiations and potential bidding. 
Q&A sessions are likely to feature  
throughout this process.

Shortlisted bidders going through 
to the next stage and will then 
be invited to site visits and 
provided full access to the data 
room. Management presentations 
will also give them a detailed 
understanding of the company’s 
prospects. It’s important that all of 
these elements create a positive 
impression, so owners should 
ensure that management and staff 
are briefed appropriately, and 
offices and premises kept tidy and, 
if necessary,given a facelift. 

With positive impressions hopefully 
created, bidders will be asked  
to submit binding offers.  
Following evaluation, the final 
bidders will then go through to  
the negotiation stage.
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The negotiation
Once the field is narrowed to a 
final serious bidder – all marketing 
must stop, and the business will be 
taken off the market. Negotiations 
will then begin – a particularly 
important part of the process, and 
one where professional advice 
really demonstrates its value.

M&A advisers are undoubtedly 
the best people to conduct 
negotiations on behalf of their 
respective parties. Apart from 
being less emotionally invested in 
the business, they have years of 
experience of similar transactions. 
Once the negotiations begin, the 
bulk of the discussion will be about 
price and about the structure and 
financing of the deal.

Pricing is in some respects the 
easier aspect to deal with. Both 
buyer and seller will have their 
own target price in mind, which will 
have been informed by their own 
separate valuations.  

Rarely do they coincide, but over 
the course of the negotiations  
will coalesce around the  
final enterprise value. 

Financing will also be a significant 
part of the negotiation, with 
most other factors that could 
be included in the final deal and 
which may impact the price include 
agreements about management 
transition – owners sometimes 
agreeing to stay in situ until new 
management are properly in place 
or being available in a consultative 
capacity – as well as other 
commercial terms. All of these 
considerations will go into the final 
stretch of negotiations, leading to a 
best final offer for exclusivity.
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4. Completion 

Initial agreement to finalised 
deal – due diligence
There will come a point in the 
negotiation where an initial, 
binding agreement is reached. 
The sales process will then begin 
due diligence – ensuring that the 
information they’ve been provided 
with, and the claims made by the 
business owner, remain accurate 
and valid. The data room becomes 
central to this part of the process. 
The buyer will be given unfettered 
access to all key accounts, 
contracts and other relevant 
documentation, and will also use 
this time to do their own research 
amongst the business’s customers 
and suppliers. The whole process 
usually lasts about two to three 
months, and is likely to also involve 
in depth interviews with the owner 
and key management. Hopefully, 
there are no hidden issues that 
emerge – and owners need to be 
aware that there’s little point in 
trying to hide problems during the 

Post deal
When a final price is agreed by 
both seller and buyer, lawyers 
will be instructed to mark up Sale 
and Purchase Agreements, the 
prospective new owner will  
sign a binding contract – and  
a glass or two can be raised by  
all parties, celebrating the  
completion of the deal!

At the same time, there remains a 
few final tasks to fulfill before the 
owner can truly sit back and enjoy 
the rewards of their years of hard 
work. In particular, there are likely 
to be some final conditions that 

sales process, since due diligence 
is generally sufficiently rigorous 
to uncover any skeletons. Far 
better to be up front, than to risk 
undermining a potential sale at a 
late stage through loss of trust. 

At the same time, in most deals, 
due diligence will throw up issues 
that hadn’t been fully grasped by 
a prospective buyer – and it’s also 
possible that it will highlight risks 
that even the owner hadn’t been 
aware of. If the due diligence has 
highlighted hidden issues or risks, 
the buyer will almost certainly  
drive a harder bargain.

need to be fulfilled before closing – 
generally relating to accounting and 
legal obligations. These generally 
involve tying up loose ends, 
and ensuring appropriate 
paperwork and admin is 
completed before departure.
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Confidentiality
Your M&A adviser should ensure 
that, throughout the process, 
prospective buyers only gain 
access to confidential material 
when pertinent to that stage of 
the negotiation. For example, it 
would be a disaster if commercially 
sensitive information such as profit 
margins or prices being quoted 
to a key customer were given  
away to a prospective competitor,  
unless that competitor was a very  
serious bidder entering the final  
stages of negotiation. 

To protect this kind of confidential 
information, the M&A adviser  
will be careful to only  
share non-sensitive material in  
sales and marketing material.  
And as negotiations begin,  
all bidders will be asked to  
sign confidentiality agreements.

Final words

Hopefully, this guide has given 
business owners a more detailed 
understanding of what the sale 
of a business involves. But a 
guide can only go so far. We 
cannot emphasise enough the 
importance of getting good advice 
from experienced M&A advisers 
throughout the course of a deal. 
There are a number of such M&A 
advisers in the UK, but if you 
are considering the sale of your 
business, we hope you choose 
Transworld Business advisers.  
We are the largest network of 
business advisers involved in 
business sales and acquisitions 
in the World, operating across 
17 countries, so can market a 

Transworld Business 
Advisers - Mergers & 
Acquisitions providing the 
best advice through the deal. 

business to a truly global buyer 
pool with 140+ offices. But in 
essence, we are a local provider 
with a deep understanding of the 
UK market, delivering a highly 
personalised service. We have 
offices across the UK – meaning 
that we understand regional 
markets and can provide a local to 
global coverage. That gives any 
business owner the best chance 
to access the right buyer and to 
get the best price from a truly 
competitive auction. This breadth 
also means that we manage 
thousands of transactions per year, 
with that experience helping deliver 
the very best advice to our clients. 
Our pricing, with no upfront fees 
means that we deliver high value 
(no sale = no cost to the owner). 

+44 20 3911 1059
info@transworldukmanda.com 
transworldukmanda.com

It also means that throughout 
the deal process we deliver very 
high customer service, doing 
everything we can to deliver a 
win-win to both buyer and seller 
(not just because, if the deal 
doesn’t happen, we don’t get  
paid, but because M&A 
transactions are our passion).

Thank you for reading this guide, 
which we hope you found useful 
and informative. If you would 
like more information about any 
of the points outlined, or would 
like to explore how Transworld 
Business Advisers Mergers & 
Acquisitions could help your own 
sales process, then please don’t 
hesitate to get in touch.
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Book a Free Consultation: 
Call us  +44 20 3911 1059 
Email us  info@transworldukmanda.com 
Visit us  transworldukmanda.com 


