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BIO: 
Tim Conti is a Partner and co-founder 
of ON Search Partners. Concentrating 
his practice on CXO, Vice President, 
and Board-level searches, he’s 
worked with a broad range of clients 
to bolster their senior executive ranks. 
He believes that an executive search 
is the most critical consulting en-
gagement a company can initiate. As 
a consultant, it is his responsibility to 
maneuver clients through every step 
of the team-building process, from 
candidate identification and assess-
ment to hiring decisions and offer ne-
gotiations. 
 
Tim focuses his practice across three 
industry segments that frequently 

overlap: Technology, Industrial and 
Energy. Within these segments, he’s 
worked with both publicly-traded and 
privately-held companies. His recent 
searches have focused on growth 
areas, including: wireless, cloud com-
puting, storage, renewable energy 
development, smart grid, datacenter 
infrastructure, polymer innovations, 
and power electronics. He partners 
with clients to identify and attract the 
best-in-class talent available, helping 
his clients dig deep into candidate 
backgrounds and avoid costly hiring 
mistakes by leveraging behavioral 
interviewing techniques. 
 
Prior to excelling in the executive 
search field, Tim worked as a consul-
tant for PricewaterhouseCoopers’ In-
tellectual Property group, where he 
served as an expert witness in cases 
litigated before the various Federal 
Court Districts. He also practiced intel-
lectual property litigation for one of the 
largest law firms in Chicago. 
 
Tim holds a B.S. in Accounting from 
Miami University in Oxford, Ohio and 
a J.D. from Loyola University Chicago. 
He is also a Certified Public Accoun-
tant. He and his wife Amy have three 
children. 
 
About ON Search Partners 
ON Search Partners is a global 
retained executive search firm that 
identifies and recruits the best CEO, 
Board and senior executive talent for 
growth companies, particularly in the 
technology, life sciences, industrial, 
online goods & services, energy, and 
financial services sectors.  With 
offices in the Silicon Valley, Dallas, 
Minneapolis, Cleveland and 
Baltimore/DC areas, the firm offers 
highly-personalized recruiting services 
for both public and private companies, 

as well as venture capitalist and 
private equity investors. 
 
Founded in 2006, ON Search 
Partners prides itself as being 
something new in the industry — a 
multi-practice firm with deep 
experience in the global marketplace, 
offering high-touch, highly strategic, 
human capital consulting services to 
our clients. Growing quickly, ON 
Search Partners was recently named 
to the INC 500/5000 List, and is 
considered one of the Top 20 
Retained Executive Search Firms in 
the U.S. The firm's analytical, data-
driven approach has yielded 78% 
repeat business and a 95% 
successful search completion rate. 
For more information, explore 
www.onpartners.com. 
 

Interview conducted by: 
Lynn Fosse, Senior Editor 

CEOCFO Magazine 
 
CEOCFO: Mr. Conti, what was the 
vision when ON Search Partners was 
started and where are you today? 
Mr. Conti: In May of 2006, three of us 
in Cleveland, Ohio, launched an 
executive search firm with the idea of 
designing a service that meshed the 
best of big firm practices with small 
firm client service. Our vision was to 
keenly focus partners on search 
execution rather than business 
development. If we could do so, we 
felt that we could deliver the best 
executive placements in the industry 
which would result in deeply-bonded 
client relationships. So while we may 
have a smaller client roster by design, 
the clients we do have are 
meaningful, long-term partners which 
makes for a very healthy firm. 
 
So this was our initial vision for the 
firm. We felt as though we might have 
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certain opportunities to grow the firm 
to the extent that we could identify 
and recruit like-minded partners—
partners that were not only interested 
in business development, but also 
those that had a real capability and 
interest in search execution, in 
building relationships with executives, 
in consulting clients, and in 
understanding cultures. This is all vital 
to being able to make matches that 
are beneficial to a client company 
over the long term.  
 
This value proposition has resonated 
soundly with both clients and the new 
partners we’ve been able to recruit. 
Since 2006, we have grown to nine 
total partners with offices in 
Cleveland, Dallas, Silicon Valley, the 
Baltimore/DC area and, most recently, 
Minneapolis. It is not out of the 
question that we might grow slightly 
larger from our current size. However, 
any growth we might consider will only 
be formalized if it enhances our 
original vision. We’re committed 
to ensuring that our growth 
never erodes our value 
proposition.  
 
CEOCFO: How does the vision 
and the methodology work on a day to 
day basis? 
Mr. Conti: We are a very data-driven 
firm. This also resonates with clients 
because it matches their own internal 
business processes. Our goal is to 
gather all the data we can about a 
company - their needs, their culture, 
the reason for the position opening - 
before we go evaluate the 
marketplace. To do this, we assemble 
an internal team that consists of one 
partner and one recruiting director. It’s 
this team that will execute this 
consulting assignment from beginning 
to end – from search strategy 
development through candidate 
placement. 
 
Often, clients don’t know what they 
are getting when they retain a search 
firm to execute a senior level project. 
Some of them come in with the 
mindset that the work product of a 
search firm is simply the generation of 
candidates—a stack of resumes. 
While that is a critical component of 
what we do, we also want to make 

sure that our clients are not making 
decisions about a candidate in a 
vacuum.  In other words, we believe 
that hiring decisions should be based 
not only on a candidate’s resume and 
interview, but also the candidate’s 
professional environment and how it 
impacts that person’s responsibilities, 
such as fit within his/her organization, 
his/her industry, and the specifics of 
his/her peer group.  It’s these 
additional details that help a client to 
better understand if we’ve found the 
right skill set match.  
 
To generate this additional information, 
we do deep and detailed organizational 
chart breakdowns for companies that 
are relevant to our search. We do 
insightful behavioral interviews of 
candidates to understand, not just 
achievements, but strengths and 
weaknesses from a personality 
perspective, things that make them 
tick, motivations. Through those 
interviews and references, we can 

gauge specific areas where a 
candidate may still have room for 
professional development and areas 
where we can expect them to excel. 
This enables us to counsel our clients 
around how to best supplement a 
candidate that they hire in order to 
help make that person successful in 
the role.  
 
CEOCFO: When you are working with 
a company for the first time and you 
are talking with a perspective client, 
do they understand the difference? Is 
there an “aha moment” when they 
realize that your approach is going to 
give them more than most others? 
Mr. Conti: It is an interesting question 
when you talk about it in the context of 
prospective clients. The one thing 
search firms struggle with is really 
clarifying for a prospective client the 
practical differences between 
methodologies and search processes. 
A client can see it much more clearly 
when they’re part of a living, breathing 
search process. From that point 
forward, we rarely have a client that 

chooses to go with another search 
provider on subsequent projects. 
Nearly three-fourths of our work is 
from clients returning with additional 
search projects. We have built very 
deep relationships, because they 
clearly see the value.  
 
In the pitch process with a new client, 
there is probably not one “aha 
moment”. What we try to do is start 
the process of solving their problem. 
We like to probe on the organizational 
issues that have made this position 
critical for the company going forward. 
We like to brainstorm ideas on 
candidate traits that could help to fill 
the gap; sometimes we might even 
have specific candidate ideas. 
Through this discussion, prospective 
clients get an opportunity to see the 
way in which we work; the way we 
problem solve. Because at the end of 
the day, our job is to craft a solution – 
in the form of a top tier executive – to 
a specific problem the company is 

facing. We’re also comfortable 
rolling out our existing client 
roster to them and saying, “Take 
your pick of anyone you would 
like to speak to about their 
experiences working with us 

versus other firms because we want 
you to be comfortable from the start.” 
To have a CEO from another client 
company confirm the value of our 
process from their own direct 
experiences; those are the moments 
where we tend to see the “switch 
flipped.” 
 
CEOCFO: On the other side, when 
you are talking with a potential 
candidate what is the key to going 
beyond what is on paper, 
understanding what they are about 
and how they might fit into the 
corporate culture and what their 
personality is? 
Mr. Conti: The first step in 
understanding how a potential 
candidate might fit into the corporate 
culture is to really understand the 
corporate culture. That is a piece that 
is rushed too frequently, in my 
opinion. It takes time to sit down with 
a client to understand what makes the 
client’s company tick; what types of 
individuals are successful; what types 
of individuals have looked great on 

“Because at the end of the day, our job 
is to craft a solution – in the form of a 
top tier executive – to a specific problem 
the company is facing.” – Tim Conti 
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paper but ultimately failed within the 
organization; what was it about their 
style and their individual culture that 
just did not mesh well. You really 
need to understand that before you 
can assess a candidate’s cultural fit. 
Therefore, spending time onsite with a 
client at the outset of the search is 
critically important. If you can see 
some common threads throughout the 
company’s most successful 
executives, you can then assess the 
existence of those traits in candidates.   
 
From there, you want to understand a 
candidate’s specific, individual 
contributions to a company’s 
successes. Do not let candidates 
speak in generalities. For instance, 
you can look at a VP of Sales resume 
and see that the represented 
company went from two hundred 
million dollars in revenue to eight 
hundred million dollars over a five 
year period. But while that confirms 
that the candidate was with a high 
growth company, it does not tell you 
how that individual directly contributed 
to that growth. Therefore, diving into 
and holding a candidate accountable 
for specific contributions is important.  
 
Understanding transitions in their 
career is important, both internally 
from one position to the next in a 
single organization and externally 
from one company to the next. You 
need insight into how they think about 
their career; what their career goals 
ultimately are; and whether they’re 
taking logical career steps, making 
logical career transitions to achieve 
those goals. That is a vital piece in 
understanding how a candidate 
thinks. Is it structured? Is it strategic? 
Do they simply make tactical 
moves…which, for example, would 
not portend well for someone driving 
strategy at a company? Your job as a 
recruiter is to paint a solid picture, 
based on past career achievements, 
of the value that a candidate will bring 
to a company.  
 
You also need to clearly understand a 
candidate’s professional and personal 
motivations. What makes a person 

tick certainly gives you an indication of 
whether or not those personal 
motivations map to corporate 
motivations. If not, then you’ve got a 
pretty certain cultural mismatch.   
 
CEOCFO: Are there particular 
industries of focus? It seems you have 
quite a wide range, but are there 
areas that you work with more than 
others? 
Mr. Conti: As a firm, we have 
broadened as we’ve grown. We 
started very technology-centric, which 
for us, was still a relatively broad 
umbrella. It includes anything from 
hardware to systems to software to IT 
services. There are a variety of 
subsectors to those things that bubble 
up as hot industry areas — wireless, 
online goods & services, big data and 
security software, cloud computing 
and so on. We have done a lot of 
work in energy; both traditional and 
green tech, which has been another 
significant practice for us. Our newer 
partners have built our life science 
practice where they’re doing a 
significant amount of work in biotech, 
pharma, diagnostics, and medical 
devices. We have another partner that 
focuses largely on the industrial 
segment and financial services. We 
also have partners that focus on c-
suite functions rather than specific 
industries. For example, our CFO 
practice leader has tremendous CFO, 
Controller, and VP of Finance 
experience across a wide swath of 
industries. 
 
CEOCFO: It sounds like you have 
everything covered. Are there 
industries that you did not mention? 
Mr. Conti: We’re somewhat broad but 
there are definitely industries where 
we’re not particularly active – retail, 
hospitality, legal for example.     
 
CEOCFO: How do you reach 
prospective customers? 
Mr. Conti: Through referrals from our 
existing network of clients mainly. As 
you might expect, one of the things 
that happens in our business quite 
frequently, given the level of 
executives that we tend to place, is 

that we work rather closely with Board 
Directors. Those Directors tend to 
have multiple Board seats so often 
times that introduce us into the other 
companies which they represent. It 
tends to spider out from there.  
 
CEOCFO: Why should investors and 
people in the business community pay 
attention to On Search Partners? 
Mr. Conti: We play a critical, yet 
behind the scenes, part in industry 
growth. The best clients that we have 
view us as a critical part of their efforts 
to drive growth through talent 
acquisition. To the extent we are 
successful with that core task, we 
have positioned a company to stand 
out from its peer group, gain market 
share, and ultimately increase 
enterprise value. Building this talent 
foundation is an ongoing effort, one 
that starts long before the company’s 
growth takes root. It involves not only 
conducting searches, but also helping 
clients to understand to the best talent 
in a given market; the key up-and-
comers that can drive product 
innovations or product adoption; and 
how a client might be able to get 
access to those industry leaders. We 
can play an important part in terms of 
strengthening companies.  
 
Like the clients that we represent, we 
have been very mindful of how we 
have built ON Search Partners. We 
have spent significant amounts of time 
with the partners that we have added 
to understand their talents, 
motivations, personalities…all with the 
goal of ensuring that we are hiring the 
right types of people, the right types of 
cultural fits, the right types of 
committed individuals that believe in 
our vision and model. The point is that 
we buy our own product in essence. 
We sell our process of deep 
behavioral interviews and behavioral 
understandings of candidates and we 
utilize that same process when adding 
people to our own firm, because we 
believe so strongly that it is a 
significant indicator of successful 
hires. 
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