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From the Editor
Welcome to the fall issue of Growth Strategies. This issue 
addresses the diverse challenges marketers face as emerg-
ing trends beyond their control change the landscape 
of the industry.  We tackle a host of content-rich industry 
topics including finding opportunity in corporate social 
responsibility, going beyond words to video to tell our firms’ 
stories, and navigating mergers that create economies of 
scale of resources and their broad consequences.

I encourage you to share this issue with managing partners 
and partners to foster enlightening and positive dialogue. 
As you read through each section, you’ll receive insight from 
industry thought leaders and reports from experienced 
marketers that shine a light on issues with clarity and focus.

Here’s a synopsis of this issue’s content to peak your interest 
and help you prioritize your reading order. 

Trends & Insights.  Should we temper our zeal to follow the 
latest trend?  To those working in a profession that demands 
a keen affinity for recognizing market drivers, like using video 
in a CPA firm’s marketing mix, the author puts forth a caveat.

Perspectives.  Mistakes happen. How we handle them with 
clients makes all the difference. So, how do we recover and 
preserve the position of trusted advisor so critical to client 
retention and preserving a firm’s reputation? 

The Growing Trends of M&A’s.  Anyone who’s been 
through a merger or is curious about them will benefit from 
this feature article.   Well-established thought leader, Alan 
Koltin, shares his keen insights on the continuing merger 
trend among CPA firms of all sizes for a better understand-
ing of the reasons why they merge and how they affect our 
industry and our clients.

Tapping the Green Niche.  An emerging practice area, 
sustainability assurance, is not just for the Big 4 firms. This 
is definitely worth the read for local and regional CPA firms 
looking for opportunities to build a practice niche around 
areas of expertise they already possess.  

It takes many hands and minds to pull together each issue. 
To share your ideas for future issues, send an email to 
Growth Strategies at editor@accontingmarketing.org.

Sincerely,

Jill Kovalich 
Editor

Michael Bowlan
Brown Smith Wallace, LLC

Kim Cooley
Henderson, Hutcherson 
and McCullough, PLLC

Lee Eisenstaedt
L. Harris Partners, LLC

Larry Feld
Hunter Group CPA LLC

Holly Fish
EGP PLLC

Angie Grissom
The Rainmaker Academy

Amanda Hopson-Walker
PDI Global

Beth Johnson
Schechter Dokken Kanter

Jill Kovalich
Mahoney Sabol  
& Company, LLC

Becky Livingston
Royal Apple Marketing

Eileen Monesson
PRCounts, LLC

Amy Mosebach
Moss Adams LLP

Lisa Rozycki
LR Marketing Group

Laura Sparks
Creative Sparks LLC

Elizabeth Zadezensky
CPAmerica International



4

Features Departments

Fall 2013  •  Volume 3  •  Issue 3 accountingmarketing.org 
In This 
Issue

Issue Editor  
Shana Karle

Growth Strategies is designed by PDI Global, part of the 
Tax & Accounting business of Thomson Reuters

Trends & Insights
Is short-term video marketing’s future? 

p. 5

Perspectives
Thought leaders share their wisdom and best practices

The Art of Service Recovery

p. 9

The Growth Leader
Q&A with a legend in accounting marketing and sales

Alan D. Koltin’s Outlook on CPA Firm Mergers

p. 13

Case Study
One firm’s growth initiative

Sustainable Firms: Doing Well By Doing Good

p. 15

Take a Stand
A growth leader weighs in on an issue related to firm growth

Getting the Most out of Your People by  
Employing Grass-Roots Marketing at Every Level

p. 17

Growth Strategies Vol 3 • Issue 3

TAppInG THE GREEn nICHE

Demand for Sustainability  
Services Builds Slowly But Steadily
p. 6

Accounting firms have an opportunity to take a 
leadership position in a nascent but growing niche. 
While demand for sustainability assurance in the United 
States lags other countries, CFOs and other C-suite 
leaders are becoming more engaged in corporate 
sustainability reporting and are starting to demand 
high-quality assurance of those reports.  Laura Sparks

The Growing Trend of M&As
p. 11

Mergers and acquisitions are a current trend in the 
accounting industry.  Firms are looking to expand  
and cast a larger net to serve clients and generate  
new business; mergers and acquisition is an effective 
way to do this. Kim Cooley



5accountingmarketing.org

Marketing is constantly, rapidly 
changing. It’s easy to get 
caught up in the latest fad or 
trend. Especially when it comes 
to technology, there is so much 
that is attractive in social media 
and mobile right now.  

But, before you buy into a new 
marketing tool or technique, 
take the time to decide whether 
it’s the right fit for your firm. As 
the Ad Contrarian Bob Hoff-

man has said in one of his favorite axioms: “There is no bigger 
sucker than a gullible marketer convinced he’s missing a trend.”

According to Dorie Clark, marketing consultant and author 
of Marketers, Go Back to Basics, there are three counterintui-
tive questions you should ask yourself before adopting a new 
marketing tool or technique:

1.  Should I do the opposite of what everyone else is doing?
Successful marketers need to go where the competition isn’t.
If your competitor is sending out electronic newsletters to
their entire database, maybe you should do the opposite and
send handwritten notes to break through the clutter.

2.  Are there any abandoned techniques that make
sense to bring back? Sometimes abandoned techniques
are dropped for good reason, but other times its simple
laziness says Clark.  It takes longer to write a handwrit-
ten note than it does to send an email but a handwritten
note can become your competitive advantage.

3.  Can I resurrect a product or service for an untapped
niche market? Determine if you’ve fully extracted the
value out of existing ideas, services, and marketing chan-
nels.  “Innovation is great but not before you’ve leveraged
what you’ve already got,” says Clark.

Sometimes, the new tool or technique is the right way to 
go says Clark but often you can get a better result from 
drawing on existing resources and communicating more 
strategically than your competitors. 

Short-form Video:  
The Future of Marketing?
According to filmmaker and photographer Kerrin Sheldon, 
author of Why Short-Form Video Is The Future Of Marketing, there 
are 5 reasons why video will dominate future time on the web:

1.  Study after study shows that more users are consum-
ing their video entertainment online. In April 2012,
ComScore reported that the average viewer watched
nearly 22 hours of video in a single month.  Desktop,
laptop, tablet, and social media audiences will continue
to consume more and more short term video.

2.  Marketers are using video to engage social media
audiences. Brand marketers have found great ways to
engage audiences and create brand loyalty through online
video, especially through their Facebook brand pages.

3.  Content can be created for a much lower price tag
than ever before. Videographers now have the ability
to create amazing looking shots for a fraction of the cost
of even five years ago. With the availability of affordable
high quality equipment and a bit of editing, you can
make some very influential videos.

4.  Quality is expanding quickly. Now, with it being much
more affordable to make videos, there is more opportu-
nity for younger talent to enter the market. As a result,
quality is expanding quickly. While shooting and editing
a professional-grade video still takes a good amount of
skill and experience, it is now easier than ever to teach
yourself to create videos.

5.  There are plenty of avenues for sharing. Vimeo, 
YouTube, Pinterest, Facebook and Twitter offer a sharing
experience that is simple and effective. There are many
other blogs and websites that want to share video. All it
takes is some research and a little outreach.

Lisa Rozycki, LR Marketing Group

Are You A Marketer Who Follows the Trends?

Trends & 
Insights
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Bob Bunting’s interest in sustainability assurance goes back 
at least 18 years to when he was a member of the AICPA’s 
Special Committee on Assurance Services, also known as the 
Elliott Committee. 

“We concluded, as part of our visioning process, that eventually 
companies would have to report on what they do to the air and 
the water, and whether or not they use slave labor in their supply 
chain, and other things like that,” says the former CEO of Moss 
Adams (22 offices, 263 partners, more than 2,000 total staff). 
“And they won’t be believed, so there needs to be an audit.” The 
committee was among the first groups to propose principles for 
auditing corporate social responsibility (CSR) reports.

Shortly after this guidance was released, Moss Adams was 
approached by a major U.S. corporation that had been 
challenged on environmental and human rights issues. The 
corporation, which had been issuing a sustainability report, 
suddenly faced the need for independent verification and 
turned to MA to perform that CSR audit — one of the first in 
the United States, Bunting says.

At first, Moss Adams didn’t see sustainability as a growth 
business. But as environmental, social and governance issues 
have grown in the nation’s collective consciousness the firm’s 
leaders recognized a real business opportunity. About three 
years ago, Bunting (who stepped down as Moss Adams’ CEO 
in 2004) was tapped to lay the groundwork to grow the firm’s 
Sustainability Services Group.

Today, Moss Adams audits everything from human rights and 
greenhouse gas statements to full CSR reports, Bunting says. 
In addition to assurance services, the firm also helps its cli-
ents prepare CSR reports, perform supply chain assessments 
and plan for green tax credits, funding grants and acceler-
ated depreciation for environmentally friendly projects.

E&Y Bakes Sustainability Into Core Services
Ernst & Young’s North American Climate Change and Sustain-
ability Practice comprises about 50 full-time professionals, 
says John De Rose, Executive Director in the practice and 
a member of the AICPA sustainability task force. The group 
provides a full range of services — everything from LEED 
advisory to sustainability reporting to product lifecycle 
assurance — all within the context of its proprietary Climate 
Change and Sustainability Framework. 

Sustainability issues also are integrated into the firm’s core 
services, De Rose says, including strategic consulting, business 
performance management, internal audit and controls reviews, 
tax incentives, supply-chain management, IT advisory, risk 
management and financial audits.

This comprehensive view of the organization’s finances and 
operations is one of the competitive advantages accounting 
firms have over boutique sustainability services providers,  
De Rose says. “We have the unique attribute of being able to 
look at our clients’ businesses, their markets and their industries 
from a top-down perspective,” De Rose says.

Establishing CpAs as the Trusted Attestors
Of course, the primary advantage accounting firms have over 
their competitors in the sustainability space — which range 
from consulting firms to universities — is their leadership in 
providing assurance.

As part of its recent visioning exercise, known as CPA Horizons 
2025, the AICPA recognized the need to “preserve the role of 
the CPA as the trusted attester of financial and other informa-
tion.” The AICPA’s new Sustainability Assurance and Advisory 
Task Force, chaired by Bunting, aims to position CPAs as the first 
choice in auditing sustainability statements.

Feature Article

TAPPING ThE GREEN NIChE

Demand for Sustainability  
Services Builds Slowly But Steadily
Laura Sparks, Creative Sparks
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Achieving that goal will require overcoming some obstacles, 
including the lack of a single set of universally accepted report-
ing standards for sustainability measures. Many organizations —  
including Moss Adams — use the framework of the Global 
Reporting Initiative (GRI), which launched the fourth generation 
of its Sustainability Reporting Guidelines (G4) in May. GRI also 
co-founded the International Integrated Reporting Council (IIRC) 
with a goal of establishing a set of corporate reporting standards 
that integrate financial and sustainability measures. IIRC solicited 
feedback on a consultation draft of its Integrated Reporting 
Framework, or (IR), which it plans to release in December.

Several international organizations also have issued auditing 
standards, from the Institute of Social and Ethical AccountAbility 
AA 1000 Assurance standards to the International Standards on 
Assurance Engagements (ISAE) 3000, which deals with assur-
ance engagements for non-financial information. 

However, one of the headwinds slowing the growth of sus-
tainability reporting and assurance in the United States is the 
lack of statutory requirements, even for public companies.

One exception is the SEC’s new conflict minerals disclosure 
requirement, which was mandated by the Dodd-Frank Wall 
Street Reform and Consumer Protection Act. The rule requires 
public companies to file conflict minerals reports that have 
been independently audited in accordance with U.S. Govern-
ment Auditing Standards by May 31, 2014. 

In addition to a bump in assurance activity as a result of 
the requirement, Ernst & Young also has seen greater inter-
est from its clients in supply chain reporting and forensic 
analysis, De Rose says. Other current events, such as the 
recent collapse of a garment factory in Bangladesh, also are 
increasing public pressure on organizations to be aware of 
and manage the actions of their suppliers and vendors. These 

organizations are becoming increasingly aware that “there 
is huge risk with your supply chain and value chain outside 
your four walls,” De Rose says.

Demand for Sustainability 
Assurance Grows Slowly
Demand for sustainability assurance in the United States lags 
other countries. While 46 percent of the Global 250 corporations 
conduct assurance on corporate responsibility data, a meager 
13 percent of the 100 largest U.S. companies do, according to 
KPMG’s 2011 Corporate Responsibility Reporting Survey. 

However, global demand continues to grow. Research 
published in the Journal of Business Ethics in 2012 indicates 
that CSR audits are becoming more frequent, and also (not 
surprisingly) that professional accounting firms deliver the 
highest-quality assurance, beating out environmental and 
management consultants, academic institutions, nongovern-
mental organizations and various certification bodies. (See 
“The assurance market for sustainability reporting,” Journal of 
Accountancy, May 2013.) 

This competitive edge in quality carries great weight with CFOs 
and other C-suite leaders, who are becoming more engaged 
in sustainability reporting and assurance. In a 2011 analysis of 
corporate sustainability assurance services by independent 
analyst firm Verdantix, each of the Big Four top the list in at least 
one of eight assurance service lines. “Our research found that 
sustainability risks tied to corporate reputation and compliance 
are on the increase. So CFOs are getting more involved in the 
selection of assurance providers. This is one reason why firms 
increasingly buy sustainability assurance from the Big Four audit 
firms,” reports study author James Beresford.

Just a few years ago, the primary buyers of sustainability 
reporting and assurance were specialized units within cor-
porations, such as a health and safety group, De Rose says. 
“Often there was a disconnect between those operational 
groups and what was going on at the C-level,” he says. “Now, 
we’re seeing more folks in the finance and C-suite being 
involved with these types of metrics and asking the right 
questions and having the purchasing dollars.”

Sustainability measures have grabbed the attention of the 
C-suite because they are increasingly relied upon by internal 
and external stakeholders, De Rose says. Even when those 
stakeholders don’t demand independent assurance, CFOs 
recognize that it is in the company’s best interests to verify the 
data’s accuracy. “From a risk perspective, we’ve had clients say, 
‘We realize this stuff is going externally, and we want to make 
sure anything we put out there is as reliable as it needs to be.’” 

It isn’t just the so-called “green” industries that care about sus-
tainability, either. “There are industries out there that you may 
not expect to be ‘clean’ or ‘green’ — and sometimes that’s a 
misnomer — that are pushing hard to figure out what they 
need to do from a sustainability or an environmental and 
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social perspective,” De Rose says, “We have clients in high 
tech, oil and gas, hospitality, food and beverage, financial 
services…it’s across the board.”

Opportunity for Local and Regional CpA Firms
MA’s presence in the sustainability market proves that you 
don’t have to be a Big Four firm to compete. But where is the 
opportunity for firms that aren’t in the Top 15? 

“For new firms to get into it, they have to be patient, they 
have to build a track record, and they have to have a lot of 
different expertise,” Bunting says. “What it takes to deal with 
supply chain human rights is different than what it takes to 
deal with greenhouse gases and what it takes to do a carbon 
footprint. You have to invest a lot of expertise, and the pay-
day is starting to come.

“We’re getting our money across all of those areas. It’s a little bit 
here, a little bit there,” Bunting continues. “It’s pretty incremental 
stuff, and that’s because the market hasn’t matured yet.”

The biggest opportunity for firms, Bunting says, is to focus on 
the issues relevant to the industries where they already have 
a presence. While the dairy industry is primarily concerned 
with greenhouse gases and water quality, food processers 
must worry about human rights and use of recycled materi-
als in packaging, he explains.

By taking an industry approach, Bunting believes smaller 
firms can carve out a niche. “For a while, there were firms that 
generated 50 percent of their revenue from pension plan 
audits. I can see accounting firms where half of their revenue 
comes out of doing accounting and auditing work in the 
issues of a specific industry in sustainability,” he says. 

De Rose agrees that local and regional CPA firms have 
opportunities to provide sustainability services to small and 
midmarket businesses. The sustainability issues for smaller 
businesses are the same as those of the global giants, albeit 
on a smaller scale, he says. “They deal with suppliers, they 
want to avoid risk, they need to identify metrics that will 
help them create opportunities to recognize value and to 
save money, to reduce consumption, to save energy, and 

they may need to build controls and processes around those 
metrics,” De Rose says.

De Rose recommends that local and regional firms 
start by looking at the activities that drive value, from 
employee engagement to supply chain activities. “A small 
accounting firm, whether they are working in a consulta-
tive or assurance manner, can help with looking at the 
data flow and processes and controls around that data, 
and help the client understand that they want a sound 
baseline of information so they can see the true ROI and 
benefits as they move through implementation” of sus-
tainability initiatives.

One of the challenges for local and regional firms is access to 
the specialized knowledge that might be required for certain 
types of sustainability assurance or advisory services. Inter-
national firms like E&Y have the deep pockets necessary to 
hire subject matter experts, such as geologists and engineers, 
who bring specific technical expertise.

But the core competencies needed to help clients understand 
and verify their sustainability requirements and activities are 
the ones that all CPAs are known for, De Rose says, including 
understanding materiality, identifying control weaknesses, 
developing robust and reliable processes and controls, and 
measuring and reporting against a set of criteria.

Competitive Advantage in 
Recruiting and Retention
While the total fees from sustainability services are still 
relatively small, the star power of the clients has a significant 
impact on recruiting and retention, Bunting says. 

“When we announce to our staff that we are now auditing 
Starbucks’ CSR report, they get very excited,” he says. “Saving 
the planet is very important to people under the age of 30.”

De Rose agrees. “We get a lot of questions about it in recruit-
ing,” he says. “It also helps from a differentiator perspective 
internally. Other groups like to be pulled into our engage-
ments and work with us.”

About the Author
As owner of Creative Sparks, Laura 
Sparks helps accounting firms and 
professionals tell their stories through 
compelling content. Laura has been 
writing for and about the accounting 
profession since 1997. She was named 
the 2012 AAM Volunteer of the Year in 
recognition of her efforts to launch and 
guide the early development of Growth 
Strategies. Contact her at laura@
accountingwriter.com or 678-973-0687.

When we announce to our 
staff that we are now auditing 

Starbucks’ CSR report,  
they get very excited.”

“
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Eric A. Gregg, Inavero

We’ve all felt it. That ache in the pit of your 
stomach when you’ve made a mistake or 
somebody’s upset with you. Depending 
on your personality, you likely feel a strong 
emotion nearly immediately. Anger. Embar-
rassment. Disappointment. Fear. They are 
all common responses to the negativity 
that surrounds most mistakes, yet the savvy 
marketer recognizes them for one other 
attribute. Opportunity. 

In today’s age of online reviews, social media and hyper 
connectivity your firm’s brand is the collective experiences 
provided by your accounting professionals and that brand 
promise is never more tested than when a mistake occurs. By 
teaching the professionals at your firm the 5 most important 
lessons of service recovery, you can turn this unexpected  
client churn into increased loyalty and deeper relationships.

Your Recovery Starts Before 
the Mistake Ever Happens
In numerous studies of medical malpractice, one interesting 
finding continues to emerge with strong corollaries for profes-
sional service firms. Doctors with higher patient satisfaction 
get sued for malpractice half as likely as those whose patients 
like them less. In fact, the Doctors’ bedside manner is a stronger 
predictor than their actual performance in most cases. 

Similarly, a recent Inavero survey of accounting firm clients 
found that how clients rated their firm on the statement “I enjoy 
working with my contacts at my accounting firm.” is a stronger 
predictor than quality of work, responsiveness, communication 
and meeting deadlines. What does this mean for service recov-
ery? If your clients don’t like you, your ability to recover when 
something goes wrong is diminished. Your clients can’t like the 
professionals they work with if they don’t know them. 

Acknowledge Your Clients’ Right to Feel Upset
I’m not going to try to convince you the client is always right. 
They aren’t. They’re human just like the rest of us, which means 
they fall victim to irrationality and emotion too. Whether they 
are right or wrong simply doesn’t matter. What does matter 
is how they feel. Accountants haven’t always embraced the 
softer side of the service model, yet when recovering from a 
mistake, this component is vital.

Most clients don’t expect you to be perfect. They do, how-
ever, expect you to acknowledge their right to be frustrated 
when something goes wrong. This acknowledgement is 
often more important to moving to a resolution than any-
thing else you can do. Help your accounting professionals 
practice empathy and drive home how important it is during 
the service recovery process. While they may disagree with 
the facts surrounding the issue that has arisen, they can’t 
dispute how it has made their client feel. 

When a Mistake Happens, 
You can Only Control the Headline
Once a mistake occurs, the story’s been written. Nothing you 
can do makes the mistake go away, but how you recover can 
help you control the headline of the story. 

The Art of Service Recovery

Perspectives

Eric A. Gregg



10 Growth Strategies Vol 3 • Issue 3

To change the headline of a mistake, your firm’s recovery has 
to be truly exceptional. If the recovery just meets your clients 
expectations, you haven’t done enough. It must so exceed their 
expectations that the focus is placed on how dedicated your 
firm is to providing them with great service — not the underly-
ing mistake you were trying to overcome. Anything less than 
over-the-top won’t be enough to change the tone of the story. 

Mistakes are personal to Your Client, 
and Your Recovery Should be Too
Too often, accounting firms address service errors by issuing a 
partial refund, or a credit on future work. While it is important 
to make things right financially for your client, that often is not 
the piece that lingers most negatively. You need the people 
at your client’s company to give you another chance, not a 
nameless, faceless organization.

When your firm makes a mistake on a client account, you’ve cre-
ated stress for an individual or individuals within that account. 
When a tax return has mistakes and needs to be refiled, or an 
audit report is late, that has very real consequences for the indi-
viduals involved — both personally and professionally. Be sure 
your recovery plan accounts for this. We find a small gift with a 
handwritten note apologizing for the extra time they’ve had to 
spend because of the mistake goes a long way. Obviously, many 
clients or practice areas (audit, for example) can’t use small gifts. 

In these cases, simply acknowledging the strain your mistake 
has caused for them and sincerely apologizing is often enough.

Restoring Trust Takes Time and Effort
A mistake, even the most simple in nature, causes the erosion 
of trust and goodwill, neither of which is replenished immedi-
ately following a service recovery. The best you can hope for is a 
second chance to rebuild what was destroyed. No matter how 
much a client wants to see you succeed or give you a second 
chance, they have to feel certain you won’t let them down 
again. Be sure to communicate how the mistake occurred and 
what your firm is doing to ensure it doesn’t happen again. 

Service recovery is truly an art. No two situations are  
exactly the same, and no two clients will respond identically. 
However, with these five lessons, the professionals at your 
firm will have the tools necessary to prevent unnecessary 
turnover from service failures. 

About the Author
Eric A. Gregg, MBA is the founder and CEO of Inavero, a leading 
provider of client satisfaction surveys for professional service 
firms. Through their online survey tools and Best of Accounting 
service award, Inavero is committed to helping accounting firms 
differentiate through exceptional service. Eric can be reached at 
egregg@inavero.com.
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The past year or so has slowed the pace of merger and acqui-
sition activity within most industries according to several 
recent studies. But most agree that buyers and sellers will 
both regain confidence in the boardroom that will stimulate 
an increase in M&As in 2014 and beyond.

Diversely, within the accounting industry, M&As continue to 
be a growing trend. Small accounting firms are being bought 
up by larger firms; national firms are acquiring large regional 
firms that offer specialized niches; similar size firms are merg-
ing too. Accounting firm names are growing longer as new 
offices, new locations, new regions, and new industry-spe-
cific services are being added to well-established, grounded 
firms looking to expand and cast a larger net to serve clients 
and generate new business.

Growth is good, we all agree on that. But growth brings 
change and change must be carefully managed. Every profes-
sional within a merging firm has a part to play in the integra-
tion. That is especially true for marketers and those who handle 
communications and public relations for accounting firms.

Tammy Barboni, Chief Marketing Officer for Baker Tilly Vir-
chow Krause, LLP, has experienced her share of M&A actions, 
having navigated mergers as small as under $10 million 
to mergers as large as $500 million within the accounting 

industry. She is a hands-on, experienced source of strategic 
and practical information when it comes to marketing’s role 
during a merger and/or acquisiton.

Barboni said that CMOs often begin collaborating together 
during the due-diligence phase of a merger. Quite often, she 
said, collaboration continues through the integration phase. 
“There are a great number of moving pieces and many of 
them are interrelated across the functions so it’s critical that 
everyone has current knowledge from which to base actions 
and decisions. Marketing can add great value by serving as 
the centralized communications hub to facilitate the knowl-
edge sharing, she explained. 

Obviously, when integrating marketing personnel from 
different firms, someone needs to lead. Who takes the 
lead is often aligned with which entity is larger since that 
organization is most likely to have a strong team to sup-
port merger activities as well as systems and processes 
that are implemented after the integration, Barboni said. If 
it is a merger of equals, roles and responsibilities are often 
determined by the office of the CEO

Barboni said that there is so much going on during a 
merger that in addition to firm communications, one of the 
most important functions a CMO can perform during that 
time is retaining the marketing talent during such a crucial 
time of change and uncertainty.

The opportunities to add value during the merger process 
are endless, Barboni continued. From discovery through 
integration, marketers can add value in a variety of areas such 
as communications, branding, and revenue synergy.

“For example, during discovery, marketing personnel can 
research the market for potential merger firms that appear to 
share similar synergies based on similar cultures, specializations, 
etc., and provide revenue synergies regarding new geographies, 
markets, cross-service opportunties and such,” she explained.

During integration, marketing’s role becomes more critical in 
the communications arena both internally and externally to 
create effective messaging and a positive experience prepar-
ing partners, employees and clients for the merger, she said.

“Communications from leadership must be frequent, and 
leadership must continually monitor the pulse of employ-
ees and respond with relevant messages,” Barboni said. 
“Effective communications help leadership keep partners 
and employees focused on business as usual, and that is 
the business of client service.”

Feature Article

The Growing Trend of M&As
Kimberly Cooley, Henderson Hutcherson & McCullough, PLLC
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Though the process of a merger is demanding, Barboni 
said it is an excellent opportunity for firms to receive 
public recognition and share key messages to a broad 
audience through client communications, press coverage, 
social media and other avenues.

“By developing communications that focus on the benefits of the 
merger in relation to a firm’s service to its clients and its people, 
marketers can add genuine value during an M&A,” Barboni said.

Joel Sinkin, President of Transition Advisors, LLC, a firm that 
exclusively consults on M&As for public accounting firms, agrees 
that the process of a merger is a tedious and tricky one, and the 
challenges vary based on the size of the firms involved. 

“Issues that a top 50 firm faces differ tremendously than the 
issues faced by a sole practitioner, obviously,” Sinkin said.

 “Regardless of the size of the firms involved, one common 
issue is that you must first separate the brand loyal clients 
from the service loyal clients.” Sinkin explained that clients of 
most smaller firms are partner loyal (service loyal) and have 
an allegiance to the firm they are using based on who is 
doing their work; who they trust to take care of their tax and 
accounting needs. Brand loyal clients are loyal to the firm, 
what it stands for, what it represents. Once you determine 
why a client is with the firm they are with, then you know 
how to approach a merger successfully.

“Accounting firms are not selling a product, they are selling a 
service,” Sinkin explained. “A large client might need an audit. 
Since they can’t conduct their own audit, they understand the 
necessity of the service an accounting firm offers. A smaller 
client chooses a firm based on his or her comfort level with the 
person with whom they work. Both types of clients must be 
approached differently when a merger takes place to ensure 
that their comfort level remains intact so they stay with the 
firm they are with, regardless of why they are there.

Outside of understanding why a client is where he or she is, the 
most important things to consider during an M&A are what Sinkin 
calls the four Cs…chemistry, capacity, culture and continuity.

“Marketing departments need to know how to package 
change and it can be tricky,” he said. “Assessing the culture 
of the firms involved in a merger is a roll that can be greatly 
helped by the marketing department prior to the deal. So 
many things have to be examined — culture, IT, the level 
of happiness among staff members, why clients engage a 
firm…all this research should be done then presented to 
partners to help make the decision as to how to proceed-and 
even if they should proceed-with a merger.”

The four C comes into place both before and after the clos-
ing takes place. Marketing has to get the message out to staff 
and clients — the same message — that is the emphasis of 
what a firm is gaining through the merger, not what is being 
lost or changed, Sinkin said.

“Client retention after an M&A is so important and firms must 
focus on several things. The first is fear. Clients will imme-
diately fear that the professional who has served them for 
x-amount of years may no longer be with the firm,” he said. 
“Second, clients will want to know if the merger is going to 
cost them more money. Third, geography — will my firm stay 
in its current location or move? And fourth, staff — many 
clients have strong relationships with certain staff members. 
It is imperative that marketing addresses each of these con-
cerns right out of the gate before the client has an opportu-
nity to realize these fears. The message should incorporate 
a way to erase all four fears in order to be an effective and 
appropriate message. Being proactive is important.”

Sinkin put is simply — “If clients like the way the ship is sail-
ing, focus on how services will continue rather than how 
they will change. Assure them of continuity, the gain of the 
newly combined firm, not the loss of the original one.”

Internal communication is just as important as external 
communication, Sinkin said. “In a merger, critical staff can be 
duplicated and there can be worry and concern among staff 
members that they may lose their job. The same message 
applies here as with clients-focus on what the firms are gain-
ing, not losing. Have a transition plan in place that relates a 
positive message to the staff of both firms.”

About the Author
Kimberly Cooley is the Communications 
Director for Henderson Hutcherson & 
McCullough, PLLC.  
She joined the firm in 2001 after spend-
ing 13 years as a writer and news editor 
for an award-winning, biweekly news-
paper in Tennessee.  
Kim has been a member of the editorial 
board for AAM’s national publication for 
eight years, and enjoys her work at HHM, 
a certified public accounting firm based  
in Chattanooga, Tennessee.
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Eileen P. Monesson, PRCounts, LLC

The accounting industry has experienced an 
increase in merger and acquisition activity 
in the past decade. Some firms merge to 
increase market share, others to secure their 
future. Growth Strategies interviewed Allan D. 
Koltin, CPA, CEO founder and Chief Executive 
Officer of the Koltin Consulting Group, one 
of the leading firms specializing in mergers 
and acquisitions in the professional services 
industry, to gain insight on the outlook on 
merger activity in the accounting industry.

GS: There have been a number of Top 100 Firms mergers in 
recent years. Why do you think large firms are merging?

Koltin: Generally, Top 100 Firms merge or acquire firms that 
can increase their market reach by expanding into new 
strategic geographic areas or niches. A good example of 
this is the J.H. Cohn, LLP (153 partners, 2,329 total staff, 15 
offices) and Reznick Group, P.C. (106 partners, 1,112 total staff, 
10 offices) merger last year which created the 11th largest 
accounting firm in the nation — CohnReznick LLP (285 part-
ners/2,000 total staff/28 offices). Both firms grew organically 
and through smaller strategic mergers and lateral hires from 
1990 until their merger. At the time of the merger, J.H. Cohn 
was the 18th largest firm in the county and Reznick Group 
was the 20th. This merger served to expand the reach of the 
combined entity geographically, as well as in several niche 
areas such as Real Estate, Renewable Energy, Capital Markets, 
Government, Construction, Life Sciences, Technology and 
Valuations. The firm now has offices from Boston to Atlanta 
on the East Coast, a notable presence in California, and a 
national footprint with offices in Texas and Chicago. 

A similar merger took place around the same time between 
Clifton Gunderson (215 partners/1,459 total staff ) and  
LarsonAllen (275 partners/1,351 total staff ).

BDO USA LLP (267 partners/2,771 staff/42 offices) acquired  
two firms last year — Asher & Co. LTD (10 partners, 100 staff,  
1 office) and Argy, Wiltse & Robinson, P.C. (26 partners, 225 
staff, 2 offices). Both firms brought considerable expertise to 
BDO in the areas of Real Estate, Government Contractors, and 
Public Housing, as well as Manufacturing and Distribution, 

Professional Services and Non-profit while increasing the firm’s 
presence in the Washington D.C. and Philadelphia markets. 

BDO’s aggressive expansion strategy continued into 2013 with the 
acquisition of Anchorage-based, Mikunda, Cottrell & Co. (6 part-
ners, 100 staff), the largest accounting firm in Alaska and Moquist 
Thorvilson Kaufmann, LLC (6 partners, 60 staff), a leading firm in 
the Minneapolis market effective July 1. BDO also acquired the 
Banking Practice Group (12 partners, 97 staff) of ParenteBeard, LLC 
to add premier banking resources to BDO’s Financial Institutions 
Practice in Pennsylvania, Delaware, New York and New Jersey.

These acquisitions increased BDO’s geographic footprint in 
a new state [Alaska] and expanded presence with excellent 
growth potential in the Twin Cities market. 

Baker Tilly Virchow Krause LLP (160 partners, 1,400 staff,  
11 offices) merged with Holtz Rubenstein Reminick LLP  
(23 partners, 200 staff, 2 offices) effective June 1, 2013. Baker Tilly 
ranked 17th on Accounting Today’s 2013 Top 100 Firms list and Holtz 
Rubenstein Reminick was 95th. Baker Tilly wanted to increase its 
presence in New York and knew that it needed to merge with an 
established firm to do so. Holtz Rubenstein Reminick was the per-
fect fit with a solid and well-respected reputation in Manhattan. 
Holtz Rubenstein Reminick, on the other hand, wanted to bring 
more in-depth resources to the firm in the areas of tax assurance 
and business advisory to meet the needs of its clients. 

The Growth 
Leader

Alan D. Koltin’s Outlook on CPA Firm Mergers

Eileen P. Monesson
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Each of the above mentioned mergers were very strategic. 
They were done to increase the breadth of service offerings 
and to expand into new markets. 

GS:  What effect will mergers have on the accounting industry?

Koltin: Moving forward, we can expect to see more 
merger activity, especially with Top 100 Firms. These firms 
want to expand to become national or global firms. Mid-
size and small firms will also continue to merge, but for 
different reasons. They might not have the inside talent 
to transition the leadership of the firm, or could be at risk 
of losing clients because they do not have regional and 
national brand recognition, or have the right mix of indus-
try expertise and service offerings needed by their clients. 
Merging can give a firm the ability to expand and retain 
its client base, as well as to recruit and retain employees. 
Just as we experienced consolidation in the legal industry, 
locals became regionals, regionals became mega region-
als, mega regionals became nationals, and nationals 
became global firms. 

Yeo & Yeo, P.C. (33 partners, 200 staff, 8 offices) a $30 million 
firm merged with Hauswirth+Moncrief PLLC (2 partners, 6 
staff, 2 offices) effective September 1, 2012. Yeo & Yeo wanted 
an office in Detroit to service current clients and obtain new 
ones. Although Yeo & Yeo is one of the largest firms in Michi-
gan, they did not have a presence in Detroit. Moving forward 
the firm plans to continue to acquire firms in strategic mar-
kets such as Grand Rapids. 

The partners with Hauswirth+Moncrief wanted to work for a 
larger firm that allowed them to play a significant leadership 
role in growing market share in Detroit. The merger with Yeo 
and Yeo met both of these needs. 

BlumShapiro P.C. (55 partners, 355 staff, 5 offices), the largest 
independent firm in New England merged with Sullivan & 
Company, P.C. (5 partners, 70 staff, 1 office) on January 1, 
2013. This merger gave BlumShapiro a presence in Provi-
dence, R.I., as well as expertise in many areas including Hospi-
tality and Long-term Care. In addition, the merger positioned 
BlumShapiro as the next major regional firm in the Boston 
market which has seen some of its largest independent firms 
merge into national firms.

Partners and staff of smaller firms find many opportunities 
as a result of a merger including the chance to special-
ize in a specific area, ability to provide expanded services 
to clients, solid transition plan, more resources, deeper 
investment in training, richer career paths, as well as greater 
advancement possibilities. Generally, a merger is a win-win 
for all of the firm’s stakeholders.

About the Author
Eileen P. Monesson is a founding Principal with PRCounts, LLC. 
Her firm is dedicated to helping its clients use the power of public 

relations and compelling marketing to drive their personal, orga-
nizational, and firm brand. She is an iPEC-trained coach focused 
on leadership and engagement. Eileen is certified as an Energy 
Leadership Index Master Practitioner (ELI-MP). 

She has more than 30 years of experience in marketing, business 
development, public relations, and communications in the profes-
sional services industry, 12 of which are in accounting. Eileen can 
be contacted at 609.570.2150 or EMonesson@PRCounts.com.

Koltin at a Glance

Currently: Founder and Chief 
Executive Officer of the Koltin 
Consulting Group, Inc., a 
consulting firm that specializes 
in working with professional and 
financial services firms in the 
areas of practice growth, practice 
management, human capital, and 
mergers and acquisitions.

Leadership in the profession: Koltin is a nationally 
recognized speaker and industry analyst. He has been 
named by Accounting Today as one of the Top 100 
Most Influential People in the accounting profession 
for thirteen consecutive years, one of the 10 Most 
Recommended Consultants for the eight straight year 
in the “2010 Annual Survey of Firms” conducted by 
INSIDE Public Accounting and a Top 25 Thought Leader 
in 2012 and 2013 by CPA Practice Advisor. 

Koltin is highly sought for his ability to engage and 
inspire audiences; he enjoys delivering keynote 
addresses at conferences throughout the professional 
services industry. His passion is in facilitating 
retreats and providing coaching for firm leadership 
and partners. Koltin’s specialties include strategy, 
governance, profitability, compensation, growth, 
human capital, and mergers and acquisitions. 

On firm mergers: “It used to be that most mergers 
were all about solving the smaller firm’s succession 
planning issue but in today’s M&A arena, at least half 
of them are purely strategic in nature. Great firms with 
no succession planning challenges, who could be fine 
on their own, are finding that together (with a similar 
sized or larger firm) they can improve and expand 
their level of service to clients and also provide more 
career opportunities for their staff as well as greater 
profits per partner.”

He can be contacted at 312.662.6003  
or akoltin@koltin.com. 
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Laura Sparks, Creative SparksCase Study

Sustainable Firms: Doing Well By Doing Good
While its inaugural corporate social responsibility (CSR)  
report landed Moss Adams on AccountingToday’s cover  
in July, the report is no ploy for publicity. The report is a  
testament to a firm that celebrates its 100th anniversary  
this year and is committed to maintaining that sustainability 
long into the future. 

“We are proud of our achievements thus far, but we need to 
start thinking now about how to grow and thrive as a busi-
ness for the next 100 years,” says Chris Schmidt, Moss Adams 
chairman and CEO, in the firm’s press release on the report. 
“This starts with ensuring we act responsibly towards our 
people and the communities we work in as well as remaining 
environmentally conscious.”

The report, which complies with the Global Reporting 
Initiative’s G3.1 guidelines, measures the firm in terms of its 
commitment to people, communities and environmental 
sustainability. It establishes stretch goals for the firm in terms 
of percent of female partners (30 percent by 2022, up from 
24 percent in 2012), consumption (reduction of 3 percent per 
employee by 2014) and energy efficiency (70 percent LEED-
certified buildings by 2018, up from 46 percent).

 “For the past 11 years, we’ve been an integral part of 
helping our clients measure and report on their envi-
ronmental and social performance. Now it is our turn to 
‘walk the talk,’” says former CEO Bob Bunting. “This report 

is our stake in the ground for our own 
commitment to transparency and 
accountability.”

TriLibrium: CpAs That 
Change the World

For Portland-based TriLibrium (one office, 
one partner, eight total staff ), sustainability 
has been an integral part of the business 
model from the beginning.

In 2007, as CPA Brian Setzler was earn-
ing his MBA in sustainable business, he 
wrote a business plan for an accounting 
firm focused on the triple bottom line of 

people, planet and profit. That academic endeavor took a 
practical turn when Setzler realized that he was looking at a 
real market opportunity. “In Portland, if you don’t have some 
aspect of sustainability, you’re missing it,” Setzler says.

Setzler launched TriLibrium in October 2008 — in the midst 
of the financial meltdown — with a mission of helping orga-
nizations and individuals succeed across the triple  
bottom line and a mantra of “CPAs that change the world.” 
The firm’s name — a synthesis of the words “triple” and  
“equilibrium” — communicates the firm’s commitment to 
balance the three bottom lines.

The one-partner firm’s client base has grown consistently and 
organically every year to its current size of roughly $350,000 
in revenue and a team of eight, Setzler says.

While Setzler has a blog (http://greencpa.blogspot.com) and 
an e-newsletter, he admits he does very little formal market-
ing. He attributes much of the firm’s success so far to loyal 
clients who are inspired by the firm’s genuine values. “If I was 
‘Brian Setzler CPA,’ I would get clients; but at the end of the 
day, I don’t know that there would be any brand loyalty.”

The germ of that revelation took hold while Setzler was 
working as controller for Environmental Paper & Print, Inc. 
He noticed that the company had remarkably small write-
offs, which he attributes to the company’s commitment to 
sustainability. Just like at EPP, TriLibrium clients are not only 
attracted to the firm because of its values, but they also pay 
their bills in full for the same reason, Setzler says.

To demonstrate its commitment to those values, TriLibrium 
produced a sustainability report covering its first year in 
business (2008-2009). Using GRI’s G3 guidelines, the firm 
reported on its economic, environmental and social impact 
and activities, including:

	4	 Conducted a greenhouse gas inventory and purchased 
carbon offsets for 150 percent of measured emissions

	4	 Reducing carbon emissions by encouraging bike transit

	4	 Use 100% recycled paper
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	4	 Earned its B Corporation certification, which demon-
strates that the firm meets certain social, environmental 
and governance standards.

Accounting with a Sustainable Twist
While Setzler brings a sustainability mindset to all of his client 
engagements, for the most part, his services are similar to 
any other small CPA firm. 

“When I’m having a conversation with my customers, most 
of the time we’re focused on finance, accounting and taxes,” 
Setzler says. “But I’m also aware of the [sustainability] issues of 
‘Has your company done a carbon footprint?’”

Setzler might walk his clients through the process of cal-
culating their carbon emissions or put them in touch with 
carbon offsetters. (TriLibrium uses Portland-based Bonneville 
Environmental Foundation.) 

If they choose to produce a sustainability report, he also helps 
them pick a framework for that report, such as GRI or the Natu-
ral Step Framework for Strategic Sustainable Development.

“Every business has to think about the triple bottom line,”  
Setzler says. “What I learned in getting an MBA is that if 

you want to optimize the system, you have to subopti-
mize the parts. If you think you can go into business and 
just focus on profits and not think about how you’re deal-
ing with people or the planet, you won’t be successful 
long term.”

Especially if sustainability is a key part of the client’s mission 
or brand, Setzler considers it his duty to keep them honest. 
“If I see your toilet paper is from Costco wrapped in a big 
plastic bag and made with virgin trees in China, don’t tell 
me you’re an eco-grocery store.”

While Portland is an ideal market to launch a sustainable 
business, Setzler says the business model could work in any 
market. “We build deep loyalty [based on] who we are. Even 
without the sustainability idea, being authentic, being real — 
all those things contribute to success for CPAs.”

The values of environmental conservation and sustainability 
resonate especially well with younger clients and employees. 
“Gen Y is totally driven by purpose,” Setzler says.

As TriLibrium’s CSR report states: “Our firm’s prospects seem 
poised to grow along with the local business community’s 
interest in sustainability.”

Contact Brenda Sleeper at 866-240-8477 x 202 
or brenda.sleeper@thomsonreuters.com
to talk about a customized marketing strategy for your firm today.
www.bizactions-pdiglobal.com

“Using BizActions dashboard and reporting metrics has been a great 
source for lead generation for each of our team members. As part 
of our business development efforts, we use a fairly formal pipeline 
process to track and pursue prospects that are clicking and reading 
our e-newsletters. In addition, we provide these reports on a regular 
basis to the team members, and encourage them to follow up. 
The value of BizActions as a business development tool has been 
tremendous for HBK.”
Michael Gallagher
Director of Sales and Marketing-Hill, Barth & King LLC (HBK)

MARKETING AND CONTENT SOLUTIONS TO HELP FUEL GROWTH
Let BizActions | PDI Global provide you with useful content that covers tax, accounting, business, legal, 
financial and industry-specific topics and niches. We can help you deliver relevant information that 
educates, engages and adds value to your clients on a regular basis.

·  Newsletters: Electronic & Print
·  Content for Websites & Social Media
·  Guides: Tax, Estate & Financial Planning

·  Client Alerts & Updates
·  Marketing & Client Communication Tools
·  Lead Generation Services
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Irene Valverde, firm & Gumbiner Savett, firm
Take a 
Stand

Several years ago, I was brought on by my firm to create 
a marketing culture. They had been without a market-
ing director for many years and wanted to start a formal 
program. I was a one-person marketing department for a 
firm of about 100 people with 80 practitioners. Although 
I recognized it was a large task I was taking on, I knew the 
only way to have some level of success was to become an 
evangelist for professional services marketing and employ 
a grass-roots approach to our marketing efforts. 

Long gone are the days of a few partners bringing in 
all the business. It is imperative that everyone at every 
level understand they are part of the client experience 
and that they can assist in bringing in business. Most 
firms deal with limited budgets that need to be used for 
numerous programs so a grass-roots approach to market-
ing that includes all levels of the organization is an excel-
lent way to make your marketing dollars stretch. 

Setting the Foundation 
Assessing skill levels among the organization is key to set-
ting up your grass-roots program. Have conversations with 
people about what they see as marketing activity and what 
they have done before. Putting yourself in their shoes — 
from the first year staff to the retired partner — and outlining 

what would be the best use of their time to your marketing 
effort will pay off in spades. The assessment, in my case, was 
crucial because many people had a skewed vision of market-
ing and thought that they needed to emulate one of our 
rainmakers who had a very distinct personality. With such a 
view, the task of participating in any sort of marketing activity 
was daunting to most people because they felt they could 
never reach those standards. 

No one should be absolved of their share of the marketing 
duties when you are participating in grass-roots market-
ing. The effort is shared by all. So once you’ve made an 
assessment of skills, you’ll want to provide training to again 
empower your team. You can set up a curriculum that will 
meet the needs and set the right expectations for every level.

My firm was very supportive of training but they were 
more comfortable with technical training and had only 
conducted “soft-skills” training for management so I had 
to get creative. Teaching classes yourself, bringing in 
guest speakers, showing videos or leveraging webinars 
can become part of your arsenal. You should also talk 
to whomever runs your firm’s technical training to see if 
there are soft skills classes offered with existing vendors. 
We have a contract with our technical skills vendor for a 
certain amount of classes so adding a soft-skills class is 

Getting the Most out of Your People by  
Employing Grass-Roots Marketing at Every Level

Disseminating your  
message is the task that 

requires the most diligence.  
The marketing department 

must lead the charge.”
“
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very cost effective (if not free). It’s definitely worth look-
ing into when you have a tight budget. 

One size does not fit all so you will need to tailor your 
training by skill level and staff level. One idea is to hold 
monthly marketing meetings for partners and managers 
and lunch and learn open forums for senior associate staff 
and admin personnel. A split by level also allows people 
to voice their thoughts among their peers. No question is 
too simple or unimportant. Everyone counts so you have 
to invest in all staff to allow them to grow. 

It is important to be specific about how everyone can 
take part in marketing, so creating a basic skill level list 
will help you map out training topics and give everyone 
a benchmark for the skills they need to hone or acquire. 
Ask yourself: “What marketing-related skills should a first 
year staff member possess?” “What should a senior associ-
ate strive for?” and so on. Tailor your program to meet the 
needs and wants. It’s also important to note that you will 
want to steer your people into areas they are most com-
fortable in, another aspect of “one size does not fit all.” 

Spreading the Word
Disseminating your message is the task that requires the 
most diligence. The marketing department must lead the 
charge internally, providing the messaging that will filter 
out externally to clients, referral sources and potential 
new clients. The grass-roots effort is based off the prem-
ise that you spread the word to a small group and they 
carry out the message. 

Communication is key to grass roots marketing (I would 
daresay almost on the verge of over-communication). But 
what is that message? The message is one you need to craft 
along with your management group. Who are you as a firm? 
What is your firm culture? How do you want the market-
place to perceive you? Once you work out your message, 
make sure to make it available to everyone. This is where 
grass roots gets fun and creative; you can get creative with 
materials, presentations and announcements, whatever it 
takes to put the message out internally to make your exter-
nal message consistent. Some ideas include: 

Capabilities. You would be surprised how many people 
do not know the full scope of your firm’s capabilities. Host 
lunch and learns and invite people to “Get to Know “ the 
firm take them through your website as a resource, invite 
practice group leaders to speak about niche areas but not 
from a technical standpoint from a business development 
standpoint — who is the buyer of the service, what are 
some trigger words that might indicate they need a service. 

3rd Party Endorsements. Encourage your staff to ask for 
testimonials or internet reviews after a project is com-
pleted — this creates a stronger bond with clients as 

most are happy to brag about you. Provide your staff with 
your social media page links and a drafted email they can 
tailor to make the process easier for them.

Events. Tie your firm hosted seminars or events to a 
charity — you’ll be doing good for your charity while 
encouraging attendance, examples include having guests 
donate to an event in lieu of paying to attend, or making 
a donation on behalf of the attendees to the charity — 
these efforts will encourages participant attendance and 
make the event a “feel good” gathering. 

Community. Get your people out in the community — 
publish the calendars of the local chambers and indus-
try organizations and encourage people to attend. Play 
matchmaker and match junior members up with more 
experienced people for easier integration.   

Content: For those who aren’t as comfortable with exter-
nal networking, encourage them to blog or write articles. 
Articles can easily have two authors so a junior member 
can do most of the drafting and collaborate with a man-
ager or a partner to finalize the article. This content can 
be leveraged for your newsletter, pitched to publications 
and posted on your social media pages. 

A grass-roots marketing campaign can be very powerful, 
but it requires commitment and time from management 
and the marketing department. We always say our best 
assets are our people so we need to invest in them to be 
our best sales force.
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