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AIMSE Boot Camp Presenters

2021 Retired
2006 Greystone (Acquired by TD in 2019)
1998 Seamark
1996 Halifax Grammar School
1991 National Trust
1989 Royal Trust
1987 National Trust

BBA St. Francis Xavier University
BEd Mount St. Bernard

Home Halifax, Nova Scotia, Canada
Wife Heather
Sons Marshall (25), Michael (23)
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2016 Storm Capital Partners
2014 Sorin Capital Management
2008 SAC Capital Management
2006 Chilton Investment Company
2001 Goldman Sachs

JD/MBA Duke Law School and the Fuqua School of 
Business

BA/AM Stanford University

Home Park City, Utah, USA
Wife Courtney
Daughters Grayson (15), Poppy (13)
Son Camden (11)
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What Has Changed?

4

!"#$%&'() *+,$
-./0#123$".4$
567#8#7$.9:#7#0$
"6;$;#$.99$06$6<7$
=6>4?

!"#$%&#'%("#)*+,-

./0+%120$3#4%.++$2)*' !"#$%&'(#$$)%*+,$-

5+6+0%728+%.++$2)*' ./$#$0"#$1%*/$2%3#$%$4$)%,"#$%
+,5"#*3)*%*/3)%*/$2%6$#$%7$0"#$8

9+6%.#)#*+:+)$%("#44+)*+' 9"6%:"%2";%,3)3<$%#$,"*$=2>

7+''%;0#8+4 ?/+(/%+'%5"''+7=2%3%<"":%*/+)<8

!/0<%=0/:%&/:+ .#34$=+)<%=$''1%7;*%3='"%6"#@+)<%
0#",%/",$%,"#$

9+6%>+0=/0:#)?+%.+$02?' 9"6%'/";=:%6$%,$3';#$%';(($''>

9+6%;2:+%.#)#*+:+)$%
("#44+)*+'

9"6%'/";=:%2";%'5$):%2";#%*+,$>

@+*2/)#4%A2#' A"%=")<$#%3%*/+)<B



!"#$%&'()*+,'-./.0,1

5



Compounding
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Marketing Philosophy
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Marketing Philosophy
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Boot Camp Manifesto

9

!"#$56996;2/D$.7#$
.$4#72#4$65$C#F$
-62/:4$:6$C##-$2/$
12/0$;2:"$7#D.70$
:6 2/4:2:<:26/.9$
1.7C#:2/D?



Boot Camp Manifesto

10

./&,012&("*(32*4"454"12%' 6217(815,(9,1:5#4



Boot Camp Manifesto

11

;"*$"2<=(>14(?524"2< @15<$4=(>14(A1':



Boot Camp Manifesto

12

)"/&(815,*&'B(%(?&%:(A4%,4 C/&,#1D&(?5,:'&*



Boot Camp Manifesto
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Boot Camp Manifesto
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Keep It Simple
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Group Decision-Making
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The Manager Enthusiasm Gap
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Brain Science
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Brain Science
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Inside the Investor’s Brain
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Inside Your Brain

24

A4$1.7C#:#74H$;#$
.99$5##9$.$/##0$:6$
>#96/D$./0$5##9$
21-67:./:S

!"#$%&'()*.7#$
/6:$+$#$%&'()*S

%&#'()*(+&,&-.")/

=2)+ H+&%$5+&$&9*(>+//0(-$4&1-(=&$/&$&9+*/(-$4&
*+N+@%0(-

:/%'3'>)%21 H+&%#0-5&"+&"044&7+%&$&1-(E=&/(&"+&0-J0%+&0%<

?2"32'921 H+&%$5+&$-'&-+7$%0J0%'&$/&*+N+@%0(-<



Positive vs. Negative Skew
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What Does it Take to Raise $1bn?
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What Does It Take to Raise $1bn??
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Sample Marketing Processes
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Sample Marketing Process Detail
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The Power of a Story
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Traditional Marketing Narrative
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The “Opportunity” Narrative
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Opportunity Example – Aquaculture
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Opportunity Example – eGaming
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Why You Gonna Call?
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Personas, Incentives, and Motivation
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Personas, Incentives, and Motivation
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We Buy from People We Like and Trust
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Effective Presentation Skills
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Effective Presentation Skills
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Effective Presentation Skills
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The Single Most Important Thing
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Virtual Presentations
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Virtual Presentations
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Canadian Real Estate Environment
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Virtual Presentations
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Virtual Presentations
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Following-up Is the Key To Success

!"#$ never follow up with a prospect
%&#$make a second contact and stop
'%#$make three contacts and stop

9CDE*!"#$
;"$%*;.#%*&,"(*6FG==*5.(&"5&/
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More Statistics You Need To Know

!"# !"#$%&'$#%('#)%*'#!+#,-'#".($,#/!+,%/,
$"#!"#$%&'$#%('#)%*'#!+#,-'#$'/!+*#/!+,%/,
%"#!"#,-'#$%&'$#%('#)%*'#!+#,-'#,-.(*#/!+,%/,
&'"# !"#,-'#$%&'$#%('#)%*'#!+#,-'#"!0(,-#/!+,%/,#

%"#
of sales are made on the 5th-12th contact
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Even More Statistics You Need To Know

FACT: 57% !"#$#%&!'%()*+'#,()-'-!.#-'#
)!/%0(*(#12#*3(#*-/(#!"#*3(#"-&'*#/((*-.4#
56!7&)(8#9:6;
! 9((*-.4'
! <!."(&(.)('#$.,#=>(.*'
! ?3!743*#@-()('
! ?3$.A#B!7#C!*('
D(>(&#technology *!#/$.$4(#"!00!EF7%'

56

\6;$06$;#$
4<33#445<99F$
56996;*<-Z



=()")'()*"(?*3:'-?'()*G%-"&'.(/,'0/

57



Many Ways Up the Mountain
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Sourcing
;.+-%0>'0-7&$-.&/()*@0-7&0-J+/%(*&@(-%$@%/]
! ^-.+*/%$-.&$-.&(*7$-0T$%0(-/&#0+*$*@#'
! ;.+-%0>'&0:9$@%>)4&0-.0J0.)$4/
! R(&@(-%$@%&0/&%((&N)-0(*

H$*:&@$440-7&J/<&@(4.&@$440-7
! P;AOY&$-.&(%#+*&-+%"(*5/&#+49\
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Creating Your Own Shot
^/+&$-'&$-.&$44:+$-/&%(&7+%&0-&>*(-%&(>&@40+-%/]
! D+>+**$4/
! R+%"(*50-7
! V(->+*+-@+/
! YJ+-%/
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Events and Conferences
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Etiquette Among Marketers

63



%&!
64


