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He’s a pitching coach, but you won’t 
find him in the bullpen.

Eli Neusner is instead a denizen of 
the investment industry, helping money 
managers perfect their pitches to ex-
ecutives running mutual funds, pension 
accounts and advisory firms. 

A veteran of innumerable presenta-
tions during his days as an investment 
analyst and portfolio manager, Neusner 
formally launched his own company 
earlier this year on the assumption 
that he, better than most, could fill an  
important gap in that investment-sell-
ing process.

“There’s a tremendous need in the 
marketplace to help ... develop more 
convincing and persuasive investor  
presentations,” Neusner said. “I’ve 
worked on the sell side as well as the 
buy side, so I’ve seen hundreds of these 
presentations. Over the years we saw  
a lot of presentations that really needed 
work.”

His company, the EastSide 
Group, opened its doors in Brookline 
six months ago. Neusner said many  
clients — from high-powered hedge 
fund managers to municipal bond trad-
ers — often arrive at his door with a 
bland PowerPoint presentation filled 
with cut-and-pasted legal jargon and 
investment disclosures. 

He works on a per-project basis to  

The fixer: Even investment advisers need some advice

As products proliferate, 
so does the noise; help
honing the PowerPoint

refine those pitches into sharper, more 
compelling stories aided by profession-
al looking visuals.

It’s a business with lots of traction at 
the moment, as local financial advis-
ers and investment experts say there 
has been a boom in so-called alterna-
tive and otherwise complicated invest-
ment products that cater to the region’s  
expanding affluence.

And for every new product, there’s a 
pitch to be made to prospective inves-
tors.

“It is daunting in one sense that 
there are a lot (of products) and more 
people out pitching them,” said John 
LaPann, president of Federal Street 
Advisors, a $5 billion advisory firm 
in Boston. “But on the other hand 
if you take an active approach and 
you know what you’re looking for,  
you can screen down that number pretty  
effectively.”

Bing Waldert, associate director  
of Boston-based research firm Cer-

ulli Associates, said the number of  
products has grown tremendously 
in recent years. In fact, he said there  
are roughly 17,000 long-term mutual 
funds alone.

“There is a dizzying array of products 
out there,” Waldert said. To sort through 
the massive amount of products, finan-
cial advisers are relying increasingly 
on their broker/dealers, Waldert said.  
Asset managers also use their own 
teams to evaluate products.

But many lack the time and resources 
to effectively vet the entire universe 
of new products, making it challeng-
ing for money managers — especially 
newcomers to the field — to get a foot 
in the door. 

That’s where Neusner’s services, 
among others, come into play.

Since investors want transparency as 
well as proof that a fund or strategy can 
work, Neusner said he often emphasiz-
es facts, focus and clarity when coach-
ing his clients. 

The Eastside
Group’s Eli
Neusner has 
refined the 
investment pitch.
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Federal Street Advisors’ John La-
Pann said an onslaught of new-
product pitches has added a layer 
of complexity to his business.

FIXER: Local entrepreneur taps growth by advising the advisers
He declined to disclose revenue 

figures or identify past or current ac-
counts, but he said EastSide Group has 
helped clients raise roughly $500 mil-
lion in new funds since January. He 
is paid via pre-negotiated fees from  
clients that have included branded  
mutual fund companies, small mom- 
and-pop investment shops and hedge  
fund managers.

Projects can vary in scope, depend-
ing on the client’s experience. His work 
can involve a wide range of tasks, from 
simplifying the presentation of intricate 
investment formulas to mundane gram-
matical corrections.

In one example, a Neusner client, a 
$1 billion-plus hedge fund in Boston, 
kept omitting a key selling point in its 
pitch about its success in down markets. 
Another client, a Middle East-based 
hedge fund manager, planned to have 
his audience huddle around his laptop 
screen for his presentation — that is, 
until Neusner set him straight. 

Other jobs call on Neusner’s inner 
English teacher. 

During a recent project with a Cam-
bridge-based hedge fund, the fund’s 
manager came to Neusner’s office 

armed with a pitch book riddled with 
typos, spelling mistakes and weak 
graphics.

“There’s a certain level of profession-
alism you have to demonstrate in these 
meetings,” Neusner said. “If you’re 
going to go out there with what looks 
to be something a college student put  
together, it’s not going to work.”

He’s even hired a videographer to 
highlight deficiencies in a given pre-
sentation. Benefactors have included 
fast talkers as well as individuals with 
poor eye contact and stiff or swaying 
(or both) body language. “Once they 
see themselves on tape they really see 
their shortcomings,” he said. 

Most important, he also emphasizes 
the need to simply stop talking and  
listen. 

It’s sound advice, says Federal 
Street’s LaPann, who says his team 
of product vetters always knows what 
they’re looking for in advance. Pitch-
men should take note. 

“There’s no need going into the back 
room and pulling out those polyester 
pants and trying to convince us that 
double-knit is the wave of the future,” 
he said.
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