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From the Editor
Show me the money! Perhaps partners are not as adamant 
as Tom Cruise and Cuba Gooding Jr. in “Jerry Maguire,”but 
at the end of the day, accounting firms care about bottom-
line results. Sure, that networking event seemed like a big 
hit, but how many dollars came back into the firm relative 
to the amount spent to host it? The managing partner may 
have spoken in front of thousands of people at an industry 
conference, but how many of those people turned into 
money-generating clients?

While we’ve written about some of the traditional items CPAs 
measure (e.g., utilization, realization) in recent editions of this 
magazine (see “Metrics That Matter,” Winter 2014-2015), more 
time must be dedicated to measurement within departments  
outside of tax and audit. This issue of Growth Strategies focuses 
on results — the main thing partners want to see from any 
firm initiative, but something marketing often struggles to 
measure. The articles explore different aspects that can be 
measured, how to measure them, and how to determine 
what results to expect/reach for in the first place.

Events and sponsorships tend to be a huge area of conten-
tion within firms. Partners may see events as parties taking 
away from their billable time. On the opposite end, they 
may suggest their own event with key clients the market-
ing department knows won’t result in additional dollars. 
“Improving Event and Sponsorship Results” offers tips on 
how to define the purpose, capitalize on opportunities and 
achieve the desired return on investment.

Another topic of constant struggle is figuring out just exactly 
what we are getting back from our websites. On the one hand, 
various measurement tools have emerged to help us with this 
process. However, how does one decide which tool to use 
and which metrics to hone in on or ignore? “Deciphering Web 
Analytics” answers some of those questions.

No matter what the results, there is always opportunity for 
improvement. “Stretch Goals to Achieve Better Results” provides 
examples from three British firms choosing to push their limits 
and are reaping the financial rewards.

No matter how lofty the goal, accountants must know how 
to sell in order to show the firm leadership the money. It’s 
no secret that selling is not the forte of many CPAs. “7 Sales 
Habits of Highly Effective Professionals” outlines essential 
elements of selling — from active listening to the art of 
storytelling — that will help accountants gain confidence in 
convincing their clients and prospects to open their wallets. 

What rewards can you reap?
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Selling is not the forte of most accountants. This article 
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When you use goals to give yourself focus and guide 
your actions, you and your CPA firm will achieve greater 
success. Paul Shrimpling
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These best practices aim to capitalize on opportunities 
before, during, and after an event to give marketers  
the best probability for ROI success. Megan Murdock  
and Janell Niederriter
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Each year, the analytics offered by digital platforms  
gets more sophisticated. But with that comes the fear 
that we are measuring the wrong data. Matt Hames
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Trends & 
Insights

According to INSIDE Public Accounting (IPA), the “top half” of 
the 2015 IPA 100 firms averaged 11.7 percent growth, which 
is up from 10.5 percent in 2014. This growth came from every 
service, from tax to audit and assurance, management consult-
ing, and specialized services for high-net-worth individuals, to 
name a few. 

Hinge found in its study entitled 2015 Professional Services 
Marketing Priorities that 70.5 percent of participants from 
accounting and financial firms ranked attracting and devel-
oping new business as one of their top business challenges. 
Hinge’s study revealed that firms plan to focus more on 
generating referrals and making clients more aware of the 
services they offer, as well as increasing the visibility of the 
firm and its experts, and content development. 

Tap Into Referrals From Existing Clients
L. Harris Partners, LLC, a consultant to accounting and profes-
sional services firms, bases the work that it does on client 
loyalty surveys and feedback from firm leaders on how they 
expect clients to respond to the survey questions. Its cumula-
tive survey of more than 7,500 CPA firm clients found that  
66 percent are very likely to recommend their accounting 
firm to their associates. However, most clients (52 percent) 
will wait until they are asked before making a referral. 

While it makes sense to ask clients for referrals, 81 percent 
of the more than 800 CPA partners surveyed underrated the 
value of a referral. L. Harris Partners suggests firms can realize 
2 percent organic growth by simply asking clients for referrals. 

Increase Revenue From Existing Clients
In 2014, L. Harris Partners identified more than $10 million in 
untapped revenue in firms’ client bases. Clients participating 
in their survey stated that the services they need now and 
wish their CPA firm could provide are: business tax planning, 
state and local tax, performance benchmarking, estate  
planning, strategic planning, and business valuation —  
these are all services generally offered by accounting firms.  

Although only 33 percent of the clients surveyed stated that 
they did not know the extent of the services offered by their 
accounting firm, 35 percent use multiple CPA firms to meet 
their service needs. 

Even though 82 percent of the CPA partners surveyed agreed 
that selling more services to existing clients should be a top 
priority, 71 percent stated that they do not spend enough 
time cross-selling services, 59 percent do not develop new 
products and services for the unmet or emerging needs of 
their clients, and 59 percent claimed that they do not fully 
understand their clients’ needs.

The top issues cited by the CPA firm clients surveyed  
are: geographic expansion or acquisition, recruiting and 
retaining employees, better data and metrics to manage  
the business, dealing with regulatory changes, organic rev-
enue growth, improving profitability and cash flow, and  
business succession/transition. Again, these services are  
typically offered by accounting firms.

In the seminar entitled Adding Real Value to the Audit, presented 
at the combined AICPA, AAM and AAA conference last June, 
L. Harris Partners recommended that CPA firms develop closer 
relationships with clients by meeting more frequently, asking 
high-gain questions, discussing insights from the audit and 
recommending ways to improve key metrics such as earnings 
before interest, tax, depreciation and amortization (EBITDA) as 
a percentage of revenue, reducing accounts receivable, and 
improving cash flow. In addition, L. Harris Partners suggested 
using its 3x3x3 Client Service Plan Model to strengthen or save 
relationships, identify and capture new opportunities, and pro-
tect and optimize revenue. This model centers on enhancing 
the three top services provided to the client, three relationships 

Build Your Practice without Prospecting

Five Top Marketing Initiatives  
for Accounting and Finance Firms

Try to Generate More Referrals 50.0%

Increase the Visibility of Your Experts 42.5%

Make Existing Clients More  
Aware of the Services You Offer

40.0%

Increase the Brand Visibility of Your Firm 37.5%

A Content Marketing Program 37.5%

continued on page 8
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As marketers and sales professionals, how can we help CPAs 
“excel” in their role as sellers? Bad puns are a good start. We 
can most effectively help by dispelling myths while empha-
sizing their varied and compelling strengths.

Ultimately, the CPAs — their knowledge, experience, ideas 
and insights — are the product we’re selling. Few CPAs like 
selling, but we can’t do it without them.

Professional sales people are good at what they do because 
they are professional, a trait shared with CPAs. Actually, many 
CPAs are natural sellers because they are thoughtful listeners 
and “interested introverts” rather than the “interesting extroverts” 
that characterize most sales people. CPAs act in the client’s 
best interest. They also tend to be good at building trust and 
synthesizing facts to come up with innovative solutions. All of 
these are qualities of effective sales people.

CPAs can be heroes with their solutions, their ideas, their 
insights, their improvements, their innovations and their 
inspirations. We need a reboot: Selling isn’t about the firm 
winning, because that indicates the prospect loses. It’s  
really about helping people.

So let’s start helping CPAs use the essentials that are proven 
business builders. Here are seven foundational sales habits 
that can raise the batting average of the CPAs in your firm. 

1. Active Listening
This is the linchpin and most important concept for people 
to learn and live. I was working with a partner early in my 
career who got nervous at prospect meetings because he 
didn’t know what to say about the firm to make the prospect 
want to hire us. A light bulb went on when we talked about 
asking questions and listening, rather than talking. He is now 
our best seller because he learned about asking great ques-
tions and being a great listener.

Good questions are better than the world’s most spectacular 
presentation, because they show the asker’s mastery of the 
subject matter without stating anything. Some of the best 
questions are simple:

4   “What are your greatest opportunities?”

4   “What’s your succession plan?”

4   “Tell me more about that.”

4   “What are you most optimistic about?”

4   “Why are we here?”

Here’s an example of how not asking good questions can 
blow a deal: A CPA firm was conducting a meeting with 
several members of a family business and the patriarch was 
trying to redirect the conversation to something important 

7 Sales Habits of Highly  
Effective Professionals
Chris Perrino, Barnes Dennig
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to him. Inexplicably, the CPA actually interrupted and talked 
over the prospect to regain control of the conversation. Not 
surprisingly, this opportunity was lost.

2. Brainstorming
We win and lose deals based on the relevance of our ideas 
vs. the competition’s. We are hired because we’re smarter 
than the prospect. Ideas can help us get a follow-up meet-
ing more easily, they can make a cold call warmer, and they 
can tip the scales to win. Think of them as a “brain test-drive.” 
Most important, they help people, which is our focus.

Sometimes CPAs are intimidated when they are asked to 
brainstorm ideas. Sometimes they ask, “What if they give our 
ideas to their current CPA or forward them to the competi-
tion?” Ideas are the minimum ante. Better to suggest ideas 
that are stolen than to lose because we didn’t suggest ideas.

In actual client satisfaction interviews, our clients say things 
like, “I enjoy the relationship with my partner, who brings us 
ideas and truly cares about our company.” Ideas don’t come 
from an audit checklist; they prove to the client we’re think-
ing specifically about them.

3. Communicating in Plain English
Who has ever been completely lost when the super-smart, 
technical CPAs are speaking? Prospects and clients are, too. 
Accounting and tax jargon don’t create trust and chemistry with 
the prospect. We must clearly communicate why prospects 
should care about GAAP, FASB, PCAOB, or Rev Proc 1234. Clients 
want a professional who will translate GAAP to WIIFM.

4. Polite Persistence 
Connecting with prospects can be tough. I called a prospect 
numerous times last summer, only leaving voicemail. I got 
busy in the fall and let it drop. I called him again in February 
and got to talk to him. He said, “I saved your voicemail. I’ve 
been meaning to call you. We need to talk about switching 
accountants.”

I think the reason CPAs have difficulty with persistence is 
all about comfort zone. They have what’s referred to as 
“call reluctance.” The way around this is to help the CPAs 

understand that they have something special to believe in 
and offer. This gives them comfort. 

Producing valuable content, such as white papers and tax 
tips, can give CPAs greater comfort that they are providing 
value to the prospect and not “bugging them.”

5. Storytelling
Stories from the trenches build credibility.

From the caveman era to today, stories communicate much 
better than mere facts. People want to know that CPAs under-
stand what they’re facing. They want to know that the CPAs 
can make their lives easier. Stories demonstrate that the CPA 
has been there many times before to slay the dragon and save 
the princess.

This can be more art than science. The marketing team can 
help by documenting these stories with specifics, such as the 
type of company, the dollar amount of tax savings, and ROI.

6. Communicating Ideas in Person
Meetings are money, and CPAs sometimes see them as  
inefficient. It’s true that an in-person meeting provides the 
partner with zero opportunity to leverage his time. But when 
was the last time you read a 20-page proposal? Proposals  
are skimmed, at best, so they should be used to document 
ideas, not introduce them.

Tackling a tough topic must be done in person. We were talk-
ing with a nonprofit prospect whose incumbent auditor was a 
tiny firm. The new CFO and the new board wanted more horse-
power. There were no shenanigans but some not-so-GAAP 
items were observed. I strongly suggested that this could only 
be communicated face-to-face because the topic was too dry, 
complicated, and extremely delicate to put in a proposal. The 
partner tackled the topic head on but with great tact during an 
in-person meeting with the board and management. This was 
a turning point that allowed us to win the prospect.

A Story From the Trenches Seals the Deal

One of our young professionals had a meeting with 
a prospect in the creative services realm and he 
talked in-depth about a bigger creative client. Our 
young professional told the prospect the story of the 
creative sessions that this client schedules to review 
each person’s work. So, because the work is being 
peer-reviewed, and it’s over a beer, the client calls 
these sessions “peers and beers.” The prospect loved 
the story (and will probably adopt the idea). And they 
hired us soon after.

Strange But True…

I was with two partners years ago talking to a large 
construction subcontractor. The representatives from 
the construction company were the CFO and CEO. The 
CPAs started talking about FIN 46. They were getting 
deep into it with the CFO, who also spoke fluent GAAP. 
The CEO turned to me and said, “What the hell are 
they talking about?” (I didn’t know either, but we won 
the account anyway.)

http://www.accountingmarketing.org


7. Confidence
If you believe it, they’ll believe it.

When CPAs are not 110 percent sure of themselves on a sub-
ject, they may use couching words (“sort of,” “kind of,” “try,” 
“maybe,” “might”). Prospects notice, and it hurts trust devel-
opment. Sales coaches must help CPAs speak definitively 
and with authority, making strong eye contact and powerful 
statements. And remember, presenting options is not the 
same as making a recommendation.

Administering Corrections
When helping our CPAs be better sellers, we want to be patient 
and understanding. Just like a dog’s invisible fence, we give 
CPAs a “slight correction.” We don’t blast away with both barrels.

Prior to meetings, remind repeat offenders about their weak 
points, such as talking too much, talking over people, or not 
asking good questions. Remind them that, when talking to 
CEOs and entrepreneurs, we must earn the right to speak.

These habits aren’t quite as difficult to grasp as differential 
calculus but they can be difficult to implement. Many of them 
require us to swim upstream against human nature. Living the 
lessons of these seven points will establish a solid foundation 
upon which CPAs can build a growing, thriving firm. 

About the Author
Chris Perrino has more than 25 years of sales and sales manage-
ment experience including 17 years at 
Barnes Dennig. Chris develops leads, 
manages opportunities, coaches  
CPAs during pursuits and oversees the 
marketing function at his firm. Chris  
is a frequent speaker at AAM, Chair of 
the Business Development Commit-
tee of PKF North America and 2012 
inductee to the AAM Hall of Fame. Chris 
presented “7 Sales Habits of Highly  
Effective Professionals” at the 2015 AAM  
Summit in Orlando. He can be reached 
at CPerrino@barnesdennig.com.
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Power Words

“Team that specializes…”

“We will analyze your return for tax savings”

“Manufacturing is a key practice area”

“Your audit report will be issued by March 15”

Weasel Words

“Joe does some of that…”

“We can take a quick look at it for you” 

“Manufacturing is one of five niches; the others are…”

“We hope to issue the audit report by mid-March”

Trends and Insights from page 5
with firm contacts, and three relationships with client contacts. 
The Client Service Plan template can be downloaded at:  
http://walletshare.lharrispartners.com/home/worksheets/. 

Focus More on Clients than  
Prospecting for New Business
L. Harris Partners asserts that most accounting firm compensa-
tion programs overreward incremental dollars from new busi-
ness, underreward incremental dollars from current clients, fail 
to hold people accountable for client retention, referrals and 
wallet share (lifetime value) and reinforce potential neglect of 
a firm’s most valuable asset — its clients. 

Some firms set business development goals and bonuses 
strictly on revenue from new clients. Others give a small 
percentage for cross-selling services to existing clients. Either 
way partners, managers and team members are encouraged 
to focus more on client acquisition than retention. 

By changing the focus from chasing new business to enrich-
ing client relationships, firms can grow organically without as 

much prospecting. More information on how to accomplish 
this is available in L. Harris Partners’ book Wallet Share and at 
http://walletshare.lharrispartners.com.

Recommended High-Gain Questions

 4  What issues are coming up for you that we should 
be aware of or start thinking about?

 4  What are your plans for _____? (tailor the question 
to your client’s specific business and industry)

 4  As you think about your business and your various 
strategies and initiatives, what are you most 
excited about? Concerned about?

 4  What are your two or three most important goals 
for next year?

 4  Can you give me suggestions on improving the 
amount, timing or format of our communications 
with you and your organization?
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A home run in baseball, or a goal in soccer, is a very obvious 
part of each game. A goal in business is much less obvious.
And yet, a summary of more than 1,000 studies into goal set-
ting suggests:

“There is strong evidence that the increases in job  
performance produced by goal setting have important 
economic and practical value.”  
 —  New Developments In Goal Setting And Task  

Performance by Ewin A. Locke and Gary P. Latham

Setting goals makes your success more likely. When you use 
goals to give yourself focus and guide your actions, you and 
your CPA firm will achieve greater success.

So what works best for you and your firm?

Locke and Latham’s review of 1,000 research studies on goals 
proves the value of stretch goals. The research shows one 
aspect of goal setting stands out stronger than any other. If 
you’re committed to success, what stands out is:

“Set ambitious goals” and “Set stretch goals”
Jack Welch used stretch goals to propel GE from a $12 billion 
to a $280 billion company in his 20 years as CEO. 

He deliberately pushed for stretch goals, not attainable 
goals. Can you imagine what his stretch goals were? Can you 

imagine how much discomfort his people felt when commit-
ting to such stretch goals?

This might sound odd, but the research and practical experi-
ences suggest discomfort is the required emotion to go with 
your business goals. Acceptable, comfortable and agreeable 
feelings are not what you want (if you want success).

Can CPAs also use stretch goals to achieve more?

Yes, they can set an attainable goal, but they will be less success-
ful than if they set an ambitious goal. An attainable goal might 
be more acceptable, more comfortable, and more agreeable to 
you and your people, but stretch goals work better if you’re seri-

ous about success. Stretch goals deliver a 
bigger and better outcome for your firm.

An article in The Economist (“A Work Out 
For Corporate America,” June 28, 2011) 
about GE’s stretch goals suggests: “…
if the right environment was created 
for the group, setting stretch goals and 
working toward what might seem to be 
impossible results often became reality.”

Examples From British 
Accountancy Firms  
Applying Stretch Goals
Here are some real-life stretch goals 
at play in British firms I currently work 
with. The focus of the work we do 
together is on winning more client 
recommendations (the number one 

Stretch Goals to  
Achieve Better Results
Paul Shrimpling, Remarkable Practice

Feature Article

When you use goals to  
give yourself focus and  
guide your actions, you  
and your CPA firm will 
achieve greater success.”

“

http://www.accountingmarketing.org
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source of new clients in the UK). Could these stretch goals 
work for your CPA firm?

1. Year-round customer care generates happier clients 
and more referrals. Rarely do business owner clients get a 
responsive service from UK accountancy firms in December 
and January because they are swamped by tax returns — 
January 31 is the UK tax return deadline. 

Most firms do 50%-70% of their tax returns in December  
and January, including a three-partner firm in the north of 
England — until this year. They now have a stretch goal to:

“Do less than 20 percent of their tax returns in January 2016 
by completing 20 tax returns a week without fail, for 30 
consecutive weeks from May 1.” 

In May, they had completed 56 tax returns, compared with 
27 the previous year. They were already more than 100 per-
cent ahead of last year’s performance. 

What are they doing differently this year? It’s the weekly 
focus that’s different. Last year they worked out a monthly 
goal which felt achievable — but they failed to hit it till it  
was too late. This resulted in a mad bad stressful January  
with everyone working overtime, including weekends.

Because the focus is now weekly, there’s more energy from 
the tax team about hitting their stretch goal. Because of 
the urgency attached to the weekly goal, they are planning 
ahead, chasing information in advance, and better managing 
their time to get the 20 done every week.

If they keep on with their 20-a-week, and the early signs are 
good, they’ll have a calm December and January. This means 
four team members will be well placed to have quality time 
available for more client calls and visits. They’ll start the new 
year with stronger client relations and more loyal clients, too. 
The firm’s ability to get client referrals will, therefore, also  
have improved.

If they fail to meet their weekly stretch goal, they’ll have another 
stressful December and January and risk losing important team 
members to competing firms. They will also risk high-value 

clients because their customer care in December and January 
will be substandard.

2. Even more referrals from fast turnaround of accounts. 
One way to impress high-quality clients is to present their 
year-end accounts soon after their year-end date. Fast 
accounts is a good strategy for encouraging word-of-mouth 
recommendations and winning new clients for your firm. 
However, very few British firms make the most of speedy 
accounts production.

One of the most profitable sole practitioners in the UK has 
adopted the following stretch goal to help impress clients 
and get more referrals. 

“All grade-A clients get their draft accounts in less than  
10 weeks of their year-end date.”

They are still working on this stretch goal, but this goal has 
profoundly changed the way this firm manages its accounts 
production. (They now have an average accounts turn-
around of 18 days from receipt of books and records.) 

Every month this firm reviews their accounts turnaround 
times. This identifies jobs that have taken longer than their 
18-day target time. They then work out how to ensure this 
job is done faster next year. This has seen more people, or  
different people, working on a job next time; it results in 
working with the client to improve their books and records;  
it has also forced this firm’s personnel to change the way  
they work so that they can do a faster job.

With a focus on 10 weeks from the year-end date, this stretch 
goal also involves communicating differently with clients. 
One key change that has helped this firm achieve consis-
tently good production results has been agreeing with the 
client, in a face-to-face meeting, the dates for the books and 
records to be ready and even the date for the post-year-end 
meeting (all before the year-end date).

Stretch goals on production times has helped this firm win 
new work with high fee earning clients who value the speed 
of accounts production.

3. Fee growth often leads to profit growth and definitely 
adds to the capital value of your firm. A three-partner 
$2.25 million London firm had previously struggled to grow 
their firm but became a $2.7 million firm in just nine months 
because they set an ambitious goal for their firm: 

“$450,000 of net fee growth by the end of the financial 
year (nine months away)”

This stretch goal was uncomfortable and felt to be very ambi-
tious when set, but this firm achieved $450,000 of net growth 
between March and December 2013. Then they did it again 
between January and October 2014, adding another $450,000 
in fees. Stretch goals can clearly work in sales and marketing.

Now…they are planning 
ahead, chasing information  

in advance, and better 
managing their time.”

“
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The biggest influence on this firm was the level of partner 
commitment to adding $450,000. High levels of partner 
commitment helped ensure the three partners met weekly 
to review their marketing and sales activity every week — for 
just 20 to 30 minutes. In their meeting, they reviewed the 
number of client meetings, referral requests, and meetings 
with referral contacts (bankers, etc). They also reviewed 
the number of actions taken to convert any leads in their 
pipeline. An uncomfortable stretch goal and weekly activity 
added $900,000 in 18 months.

All three of these stretch goals have made the owners and 
the teams of these firms feel uncomfortable. All three firms 
accept that the stretch goals they have influence the way 
they think and influence the actions they take.

The owners acknowledge the value of stretch goals: “If we 
hadn’t have set stretch goals we would not have achieved 
as much as we have — our most profitable year ever,” said 
Wayne Hockley, owner of Anthony Russel Chartered Accoun-
tants in England.

The experience at GE points to the exact same response.

Are you now ready to set more ambitious, stretch, uncom-
fortable goals?

If you want to read more on the subject of stretch goals you 
can get your hands on a free 4-page report at http://bit.ly/
StrategicSolutionsStretchGoals. This report also points to the 
summary reporting from Locke and Latham’s goals research 
signposting the importance of stretch goals. You’ll also get 
access to additional tools and exercises you can use to help 
you make stretch goals a reality in your CPA firm.

I wish you every (stretch) success.

About the Author
Paul Shrimpling is CEO of Remarkable Practice and creator of 
Business Bitesize. For 13 years Paul  
has worked closely and exclusively  
with accountants in practice. The  
last eight years, he has served as  
CEO of Remarkable Practice, a con-
sulting practice based in the United 
Kingdom. You can find out what  
British accountants say about Paul on 
the ‘“living proof” page of his website  
www.remarkablepractice.com or at his 
LinkedIn page, https://uk.linkedin.com/
in/paulshrimpling. Email him at paul@
remarkablepractice.com.
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http://www.accountingmarketing.org
http://www.cpa2biz.com/select
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Improving Event and  
Sponsorship Results
Marketers’ top spends include events and 
sponsorships, according to the 2015 Hinge 
Marketing Budget Benchmark Study. Too 
often though, they are underdeveloped and 
lack impactful results, leading to frustrated 
partners and more budget scrutiny. The 
following best practices aim to capitalize on 
opportunities before, during, and after an 
event to give marketers the best probability 
for ROI success. Though these actions are 
not designed for every event or sponsorship 
opportunity, streamlining how to approach 
and execute events will produce better value 
out of both time and budget investments.

Define the Purpose
Before launching into the tactics of execution, marketers 
and leadership should step back and determine the overall 
purpose of an event or sponsorship. Clearly defining the 
WHY upfront is critical to setting goals and undoubtedly 
leads to more effective execution strategies and budget 
implementation.

Negotiate Contracts
Many times, marketers assume that an event contract is set 
in stone and sign immediately to a predetermined package. 
However, negotiating particular line items (including cost) 

will allow the marketer to align the contract with specific 
goals. Sometimes, concessions will need to be made to get 
the right package. But again, knowing the WHY of the event 
will guide the marketer to what is and isn’t important in the 
final contract. 

For instance, if the goal is to promote the firm’s thought 
leaders, then ensure the contract allows for placement of a 
speaker or panelist in the event lineup. If positive press is the 
desired result, then make sure the contract includes editorial 
coverage and the ability for quote opportunities. In all cases, 

Megan Murdock, CBIZ MHM, LLC and Janell Niederriter, CBIZ MHM, LLC

Feature Article

Growth Strategies  Vol 5 • Issue 3

Define the WHY

Why is this event or sponsorship important to the firm? 

Does it:

4  Promote thought leaders? 

4  Gain access to a particular audience not  
otherwise accessible? 

4  Give the firm positive press opportunities?

4  Differentiate the firm from the competition?

4  Expand presence in an industry or service line?

4  Increase visibility in a rebranding or renaming situation?

4  Leverage relationships with other referral  
source organizations (law firms, banks, vendors, 
consulting firms)? 

4  Promote goodwill with current clients?

4  Lay the groundwork for effective follow-up?
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marketers should always request that contracts include the 
delivery of full registration and attendee lists with contact 
information both before and after the event. 

If an existing event does not occur in the firm’s market that 
achieves the predetermined objectives, consider creating 
a new event. While the legwork can be substantially more 
intense, the payout can be much greater because the mar-
keter will have ultimate control from start to finish and can 
align every activity to the goals.

Control Costs Upfront
Knowing the right places to cut back and asking to do so 
upfront can provide leverage to negotiate on fees and pric-
ing. For instance, if advertising is not important to the WHY 
of any event, then ask to remove it along with a reduction in 
the pricing of the event.

Additionally, in-kind exchanges are not out of the ordinary. 
Providing a service (like bookkeeping or completing a tax 
return) or serving on a planning committee can help offset 
the sponsorship cost and build long-term relationships with 
organizations.

Capitalize on the Givens
There are typically a few expectations in any sponsorship — 
logo placement, a program ad, a small press mention and 
event tickets. Though these “givens” are small in the grand 
scheme of things, they can add value to the end results 
when taken advantage of properly. 

For instance, take advantage of the usual small speaking 
opportunity by preparing the firm representative with talk-
ing points that will resonate with your audience. Too often, 
sponsors simply say “thank you” instead of strategically using 
their 2-3 minutes to state why the event is important to their 
business leaders or in alignment with their company culture. 

Providing promotional gifts for attendee bags is typically 
another given. Though branded souvenirs can provide 

great short-term exposure, they do not tend to offer a long 
shelf life. Especially if getting attendee contact information 
from event organizers could not be negotiated, one way 
to capitalize on the promotional item is to put that money 
toward purchasing one large item for a giveaway instead of 
providing small swag for everyone. Collect business cards for 
the drawing, and make sure to promote the giveaway before 
and during the event to drive more attendance to the spon-
sor booth or table. Surprisingly, investing in one large item 
is usually less expensive than purchasing mass quantities of 
smaller ones.

Maximize Touch-Points
The goal of many events is to generate leads and new 
relationships. Large-scale events will give sponsors a few 
hours in a room with a lot of people, but the one touch-point 
will not likely lead to a foundation for building long-term 
relationships. 

Work with co-sponsors and event organizers to maximize 
touch-point opportunities. Pre-event or post-event activi-
ties can include speaker/panelist dinners for more intimate 
conversations, specialized gift deliveries to award winners 
for one-on-one visits, and relevant educational events for 
thought leadership promotion. The day of the event, con-
sider offering breaks between sessions for additional social-
izing, hosting specialized lounges for target audiences, and 
working the registration table to ensure meeting every client 
and prospect in attendance.

Follow Up
Following up is a key element in event management and is 
often forgotten or an afterthought. Before the event, draft 
any follow-up communications to send to all, so delivering is 
as easy as hitting “Send.” These post-event communications 

Facilitate Extra Requests

While this article focuses on events that marketers 
influence from start to finish, a common complaint 
is that many marketers feel like they have no control 
over event spends, including tables at client events 
or golf tournaments that tend to show up in their 
budgets regardless of their input.  

While these expenditures can be worthwhile, 
marketers should take the lead with the blessing of 
firm management on implementing internal controls, 
such as an official approval process, appointment 
of an internal point person, attendee selection, and 
submission of any logo or ads.

Placing some control on the selection and execution 
of these events will ensure you maximize your time 
and the firm’s investment.  

continued on page 15

http://www.accountingmarketing.org
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In the history of marketing, the most relevant metric has been 
measuring the volume of products sold. If an advertisement 
enticed people to buy the product or the service, then it was 
successful. Whether it is a $5 million Super Bowl ad, or signage 
in an end aisle, the advertising we continue to see all around us 
is designed to bubble up into the consciousness at the moment 
of purchase. Coke uses jingles about buying the world a drink so 
that, when it is time to buy a drink, Coke filters to the top of the 
list in the consumer’s head. But the only thing advertisers mea-
sure are views. Yes, there was some testing on brand recall, but 
advertisements, even the Super Bowl ads, are never measured 
against the behavior of purchasing. 

Then along came the Internet. 

Like the advertising that preceded it, at first only clicks to a 
website were measured. It took some years to understand that 
a click to a website isn’t a Web metric — it’s an outcome of 
other marketing. A website should never be held responsible 
for visits, but that was the only metric. Then Google offered a 
free tool called Google Analytics, available at analytics.google.
com. Without Google Analytics, the website is just there, float-
ing without a single care or data point in the world.

Google Analytics is an incredible tool, but its rich data choices 
evoke a new question: What do we measure? It is easy to 
measure audience, acquisition, behavior and conversion. Social 
platforms like Facebook offer downloadable documents with 
more than 50 tabs. Twitter offers impressions, engagements, 
clicks, profile clicks, followers via posts, and, of course, re-Tweets 
in the data set for every Tweet. 

Each year, the analytics offered by digital platforms get more 
sophisticated. As the sophistication increases, it means that more 
and more people will fear that they’re looking at the wrong 

piece of data, or asking the wrong questions of the data. Without 
any idea on analytics, people will be wondering if they’re mea-
suring the right thing, or spending time on the right content. 

The good news is that there are simple rules. The Internet is 
still about behavior, only, and behavior can be measured. 

The first important rule is that all digital assets are websites. The 
.com is a website in the same way that a YouTube channel or a 
Facebook page is a website. All of these websites are a different 
part of the marketing funnel. Because people who visit these 
websites are at different stages of the process, they should gen-
erate different behaviors. For example, if someone is visiting the 
main website, they are aware of your company. If someone likes 
a Facebook page, there is a solid chance that they are customers 
or users of the service. (We don’t “like” things we haven’t tried.) 

Now that we can properly see these assets as just websites, 
we can establish the appropriate behavior we expect for 
each of these sites. It is important to choose a behavior that 
accomplishes strategic goals. 

Should people click on a certain thing? Should they register, 
buy or call? For each website or platform, choose a behavior 
that the consumer should create. Then begin to create con-
tent that is specifically designed to generate that behavior. 

Here are some examples. 

Let’s say the goal is to use the .com to generate phone calls. 
Each time someone visits a website, the desired behavior is 
to generate a phone call. 

Each page of the website has the phone number and a 
reason to call — “Call us to learn how we can help you with 
X.” The site will be responsive, and when it stacks on a mobile 
phone, the number will be closer to the top. 

For this goal, the two metrics are visits (which is other  
marketing) and phone calls. How many people visited the 
page, and how many phoned? Perhaps phone calls were  
not counted in the past, but moving forward, they should  
be counted. One could ignore most of the other analytics —  
the bounce rate, the exit rate — but count the phone calls. 

One other metric that might be relevant is pages per visit. 
It is on the front page of Google Analytics. If your pages per 
visit are more than two, then it might mean your customers 
aren’t finding a relevant reason to phone you. 

The point is, when goals are fully understood, analytics aren’t 
just easier to use — they are useful. Using analytics without a 

Deciphering Web Analytics
Matt Hames, Colgate University

Feature Article
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goal is a bad idea. It is like staring at a road to discover traffic 
patterns. Yes, a pattern might emerge, but it will take a long 
time. No one can measure numbers if they don’t know what 
they are looking for in the numbers. 

Here’s another example: In this scenario, the marketer’s goal is 
to generate clicks to the firm’s main .com via social channels. 
Once people are there, the goal is to get them to read the 
latest white paper or blog post. 

In this goal, relevant measurement tools can be found at 
Google Analytics, Acquisition. Look through this one once a 
month and you’ll see trends. Trust me. 

Final words: 

Five to seven years ago, there were probably articles written 
about demystifying Facebook (or social media.) The idea then 
was that, “if you’re not on Facebook, you’re missing a huge 
opportunity.” The articles probably talked about the benefits 
of being on Facebook (it is where everyone is going, it is 
like having a send-to-friend key on the Internet, you’ll look 
relevant), but they probably didn’t talk about the marketing 
reasons for being on Facebook. 

Today, people are wondering if the time spent on creating 
social content is worth the investment. Big data is the same 

thing. The trend is to look at data: “If you’re not looking at your 
data, you’re missing a huge opportunity.” 

You’re not missing a huge opportunity yet, so don’t start look-
ing at numbers without a plan. Five to seven years ago, I would 
have talked you out of Facebook without a strategy — and I 
helped turn on the Facebook pages for some really big brands. 

The opportunity now is to set measurable goals in your  
marketing efforts. Start with the goals, and the words in  
analytics will make more sense. If the goal is to acquire  
new people, then Acquisition, new visits makes sense as a 
metric. If the goal is to get more traffic, then being strategic 
about Google Campaign URLS (https://support.google.com/
analytics/answer/1033867?hl=en)  
will make more sense. 

Analytics are mystifying without a 
goal. With a goal, they are clear. 

About the Author
Matt Hames is a Communications 
Strategist at Colgate University. You can 
follow him on Twitter (@mhames), read 
more thoughts about data and market-
ing at LinkedIn.com/in/matthames or 
contact him at mhames@colgate.edu. 

“Improving Event and Sponsorship Results” from page 13
should include opportunities to subscribe to any firm publi-
cations, to follow the firm’s social media outlets, or to register 
for any upcoming thought leadership events such as confer-
ences or webinars.

In addition to the larger e-blasts, assign staff to specific cli-
ents or prospects to follow up with a note or phone call for a 
more personal touch-point.

Document Results
After following up from each event, document the results. 
Import all attendees and their contact information into the 
firm’s CRM system. Don’t have a CRM tool? Keep a running list 
of those qualified leads for immediate follow-up and another 
of all the attendees to invite to future events. 

Though approval for all dollars was made upfront, make sure 
to document any changes in the event budget. Did you go 
over on promotional spend? Was less spent on catering than 
anticipated? Keeping track of last-minute budget adjust-
ments will give the firm more accurate numbers to work with 
for next year’s event. 

Most importantly, did the event serve its purpose? 

About the Authors 
Megan Murdock is a Marketing Manager 
at CBIZ MHM, LLC with ten years of expe-
rience marketing professional services. 
She manages the organic growth and 
branding initiatives for the Memphis,  
TN and Tampa Bay, FL practices, includ-
ing managing and executing more  
than thirty events a year. She has a BA  
in Corporate Communications and 
an MA in Public Relations.  She can be 
reached at mmurdock@cbiz.com.

Janell Niederriter is a Marketing Specialist 
at CBIZ MHM, LLC in Memphis, TN and is 
responsible for both internal and external 
communications. She collaborates with 
the local marketing team on strategic 
planning and execution of events and 
campaigns. She has a BA in English and 
Advertising and is currently pursuing an 
MA in Strategic Communication. Contact 
her at janell.niederriter@gmail.com.

https://support.google.com/analytics/answer/1033867?hl=en
http://www.linkedin.com/in/matthames
http://www.accountingmarketing.org
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Are you hearing the buzz? That is all of the activity going on 
with AAM. AAM is going places.

The AAM board just got back from a planning session  
that energized us. We have identified four areas of focus: 
communications, process improvements, knowledge, and 
growth. You will see us communicating about these over  
the coming months.

By the time you see this, the AAM Compensation Survey  
will have been put to bed and we will be sharing the high-
lights of what we learned through AAM High, AAM Minute, 
Growth Strategies and podcasts. The value of this survey is  
that it can help as you build your department and look  
to recruit talent. The survey data can also help to ensure  
that your compensation plan is internally equitable and  
externally competitive. Participants will receive a free copy 
of the survey. Watch for the member preview and executive 
summary coming in October. 

Are you aware 
that AAM is doing 
podcasts? They 
are located on the 
website under the 
publications tab; 
choose AAMplify 
from the drop-down 
menu and it will tell you what you need to know to get started. 
We recommend that you subscribe to them with your favor-
ite podcast tool so that you never miss an episode. There are 
currently six episodes available, ranging from the AICPA’s Mark 
Koziel on the topic of growth to soft skills for business develop-
ment with Jennifer Wilson of ConvergenceConsulting. Check 
it out: http://www.accountingmarketing.org/publications/
aamplify-podcasts.

We want your business developers and sales people! AAM 
has a team that has been working on programming from  
all aspects of the AAM experience. It started with a much-
talked-about AAM High panel last year, The Day in the Life 

of an “Accounting” Sales Person, which is still available on 
the online store as an AAM Replay. Then we continued by 
offering sessions at Summit. Next we put together pod-
casts to AAM Highs focused on various aspects of business 
development. 

Winning is Everything, a highly respected event that draws 
managing partners and executive-level marketers, became 
our next focus for business developers and sales profession-
als. This year we have added a business development track. 
The team has worked to bring you the most relevant topics in 
the industry, with the best speakers and moderators to deliver 
them. The conference takes place Jan. 20-22 in Las Vegas. For 
more information, visit winning-is-everything.com. 

As I have mentioned before, the Summit team is busy working 
on bringing you inNEWvation at next year’s Summit. They are 
making transformative changes, including changes in format, 
new voices, new topics and new networking experiences, all to 
give you the best possible conference experience. This format 
emphasizes interaction and engagement with solid takeaways. 
Join us May 3-6 at the 2016 AAM Summit: inNEWvation, at the 
Roosevelt Hotel in New Orleans. 

So, as you can see, there is much to celebrate at AAM and 
there is more to come. Why not invite a friend to join us? We 
are just getting started and your input is welcome. Don’t hesi-
tate to reach out to me at lauren@accountingmarketing.org.

Are You Tuned In to AAM? 
Here’s the Latest Insider News

Lauren Clemmer, AAM Headquarters
HQ 
Update

Save the dates for  
Winning is Everything  

Jan. 20-22 in Las Vegas.”“

http://www.accountingmarketing.org/publications/aamplify-podcasts
http://www.winning-is-everything.com
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Eileen P. Monesson, PRCounts, llc
Book 
Review

Perfect Pairings: The Art of Connecting  
People, by Jessica Leigh Levin
The famous saying “It’s not what you know, but who you 
know” has never been truer than it is today. Jessica Leigh 
Levin, author of Perfect Pairings: The Art of Connecting People, 
would most likely adapt this phrase to read: “It’s not what  
you know, but whom you are connected to and can connect 
that matters.” 

“Connecting has not just changed my career — it defined it,” 
explains Levin. “I wouldn’t have a company, clients or even 
most of my friends without it. It’s one of the best tools that a 
business professional can have in their toolbox if they want 
to succeed.” 

Perfect Pairings takes the reader on a journey through Levin’s 
career, explaining how she got where she is today. As a well-
recognized speaker, thought leader and consultant, Levin 
leveraged the people she met along the way. She did so with 
a helping mindset and thoughtful approach which turned 
out to be a good business strategy. 

Some may think 
that simply help-
ing people is not 
very strategic. But 
when it’s combined 
with the tactics that 
Levin explains in 
Perfect Pairings, you 
will understand the 
power of connect-
ing and learn how 
to strategically make 
connections.

So many business 
professionals are 
self-serving and take 
what they can from 
everyone they meet 
and know. Levin 
took the opposite 

approach. Her dictum — “Help as many people as you can  
without expecting anything in return” — has differentiated 
Levin in the overcrowded market of consultants and turned 
her into a thought leader — both on and offline. People con-
nect and develop trusted relationships with Levin because 
she has the reputation of delivering value. 

Throughout the book, Levin gives real-life examples of good 
and bad connections. Good connections benefit everyone 
involved. Whether you need an introduction, a referral for a ser-
vice provider, information for a project you are working on, a 
job, or guidance, a good connection will meet or exceed your 
needs. A bad connection, on the other hand, can be problem-
atic, damage your reputation and destroy relationships. Levin 
provides insight on how to identify a good connection from 
a bad one. Equally important, she gives the reader insight on 
how to recover from making a bad connection.

People connect all of the time for business and personal rea-
sons. Embracing the power of making strategic connections 
will enhance your career and life. It’s not all about growing 
your business, getting ahead or making money. Connecting 
is a mindset that will enrich the journey called life. There is 
no better way to express gratitude and experience the joy of 
really being there for another person than connecting with 
them on a deep and personal level. Perfect Pairings can be 
purchased at http://perfectpairingsbook.com.

Embracing the power  
of making strategic 

connections will enhance  
your career and life.”

“

http://www.accountingmarketing.org


When I was recruited to Smith & Gesteland in 2001, it was 
under some interesting circumstances. A friend of mine who 
was a partner at S&G called and asked for some help. They 
had recently lost their fourth marketing director in 10 years. 
He noted that I had been with my firm for 15 years and won-
dered if I could help them figure out how to hire a marketing 
director who would stick around for a while. I responded that 
I would be happy to help. 

In the past, firms hired marketing assistants or coordinators 
with little or no experience in marketing professional services. 
These new hires, often right out of college, lacked any authority 
to implement their own ideas or were administrators of pro-
grams devised by the executive committee, managing partner 
or marketing partner of the firm. They were implementers, and 
sometimes lacked the encouragement to push the firms out of 
their comfort zone. Some did well and grew into the position. 
Many became frustrated and moved on, creating the ominous 
statistic in accounting marketing that the average stay in field 
was 11 months. The Rosenberg Report recently wrote that the 
average is now 18 months. 

I wrote a paper for my friend entitled “The Profile of a Suc-
cessful Marketing Director.” The firm used that paper to 
help craft a job description and specifications. The paper 
recommended that a firm bringing in a marketing director 
find someone of the caliber who could one day become a 
partner. And, that having a seat at the partner table would 
provide the person with the stature both within the firm  
and in the marketplace that would help keep them around 
long enough to have an impact. 

Specifically, the traits of the person I described in the paper were:

4   Strategic vision — Must be able to help craft the strategic 
goals of the firm and translate that into strategy

4   Should have the personality necessary, and be allowed to 
“hold the partners’ feet to the fire”

4   Possess knowledge and understanding of how a pro-
fessional services firm operates. (Product marketers are 
great, but this is different.)

The position that S&G advertised was a combined business 
development and marketing role. I was asked by my friend to 
apply for the position, which I did, and happily moved from a 
much larger firm to one where I could make an impact. The 
S&G partners felt that they needed a person with a presence 
in the market who could make introductions, create visibility 
and bring work to the firm. At the same time, there were plans 
to develop marketing for the emerging and expanding niches.  
A cautionary tale: The marketing and business development 
roles operate on different schedules and require different levels 
of focus, attention and skills. It requires dedicated marketing 
support staff who can keep the “trains running on time.” 

When I joined S&G, it was with a written understanding that I 
was to be considered for partner, and goals were set to earn 
that title. One of the goals was to obtain an MBA, which I did 
in 2005. Others involved development of niche programs, 
such as a statewide award program in our Family Business 
Practice. The Wisconsin Family Business of the Year Award 
just completed its 12th year. Another goal involved bringing 
in clients. My service on one of my many boards resulted in 
landing our largest clients. I achieved partnership in 2006. 

Some of my most treasured relationships are with my AAM 
colleagues. The ideas they have gifted to me have improved 
how I approach my work. Make it a point to know your peers, 
to stay in touch, to ask advice and readily give it. 

About the Author
Neil Fauerbach is a Partner and the Direc-
tor of Business Development and Market-
ing for Smith & Gesteland, the Number 
One ranked CPA and consulting firm in the 
Madison market. He has spent the majority 
of his career marketing professional ser-
vices, including accounting, architecture, 
engineering, and consulting. He served on 
the Board of Directors of the Fauerbach 
Brewing Company when they brought 
their beer back to the market after 40 years. 
Email him at neil.fauerbach@sgcpa.com.
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Winning is Everything 2016
For the third consecutive year, the Association for Accounting Marketing has teamed up with the Advisory Board to 
provide an executive level marketing track at the annual Winning is Everything Conference. 

Network with managing partners, chief executive officers, chief operating officers, accounting marketers and other 
senior leaders within public accounting firms to learn from a wide array of outstanding speakers and thought leaders.  
Winning is Everything lets leaders in the accounting profession come together, brainstorm and inspire one another.

The 2016 conference also offers a new business development track.

Register
winning-is-everything.com  

AAM members enjoy complimentary Pre-Conference sessions 
(choose from marketing or business development tracks) and 

$300 off the cost of attendance. Select “AAM” as you register.

If you know a business developer who should attend 
this conference, send their contact information to 
info@accountingmarketing.org.

 Conference Dates
 January 20-22, 2016

 Location
 Mandalay Bay | The Delano Resorts & Casino
 Las Vegas, NV

Renewing your AAM membership is a solid investment in 
your future and the growth of your organization. 

 4  Achieve your marketing objectives

 4  Connect with peers and thought leaders

 4  Leverage cutting-edge information

 4  Accelerate your professional development

Renew your membership by January 31, 2016!
accountingmarketing.org   •   443-640-1061

Continue Your AAM Membership in 2016

Imagine Expanding Your Firm
AAM Can Show You How

http://www.accountingmarketing.org
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