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From the Editor
Digital discussions are nothing new to accounting marketers. 
However, it seems firms are still struggling to get their hands 
around all this data floating around in cyberspace, how much 
to spend on it, and how to convince their partners it is worth 
the investment.

A common theme in this issue is understanding not only 
the business goals of the marketing team, but how those 
goals align with the firm’s overall goals. Step back and think 
about why you are heading in a certain direction and using 
a certain channel as opposed to just hopping on the band-
wagon of the latest and greatest tools, which may not be 
suitable for the audience(s) you are attempting to target.

In “8 Steps to Provide the Right Content for Your Clients,” 
Melissa Harrison of Allee Creative outlines a roadmap of 
how to get started, make progress on your journey and 
continue to re-evaluate the investment. She provides ideas 
to engage with your clients more deeply and tips on how 
to get to the crux of what your clients really want — which 
starts by asking them and progresses to using all the ana-
lytic tools that exist today (or rather, some of them).

Video has been a hot topic for some time. We’ve seen the really 
cool YouTube videos put on by some of the larger firms to 
promote their culture and brand. But is this also possible for the 
little guys? The answer is, it depends. Bonnie Buol Ruszcyk’s arti-
cle on the topic highlights two firms embarking on this journey, 
including the positive impact it is having on their companies. 

We continue to include business development-focused articles 
in Growth Strategies for those readers who fall into that role, 
though the content is applicable to folks in the traditional 
marketing function as well. This issue’s article, “Converting 
Digital Into Dollars,” provides tips on how to transition leads 
from marketing to sales. In firms without a dedicated business 
development professional, marketers should share this infor-
mation with their partners to help streamline the process. As 
we have mentioned in past issues, the key is to align marketing 
and sales, including expectations and accountability to provide 
a better overall experience for the customer or prospect.

Moving to another area where firms can make use of digital 
tools is social hiring. This may seem like an HR function more 
than one for marketers, but who better to help deliver the 
message about firm culture and delve deeper into the con-
nections of those in the firm than the marketing team? The 
more the marketing team can link to other departments, 
the better for consistent, relevant communications.
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Trends & 
Insights

Cision, one of the leading providers of software and programs 
for PR professionals, released the results of its 2016 State of 
the Media Report in February. The report provides valuable 
guidance to marketing and communications professionals 
on how to pitch news to the media, develop relationships 
with journalists, earn trust as a resource, and take advantage 
of emerging trends in media relations. Nearly 350 journalists, 
bloggers and influencers in the United States and Canada 
participated in the survey.

It is not surprising that the majority of the survey respondents 
use social media platforms to build relationships (nearly  
75 percent), monitor public opinion (close to 65 percent) and 
find sources for stories (52 percent). Nonetheless, only 20 per-
cent of journalists report receiving pitches on social media.

Twitter is considered the most valuable social media channel 
by 40 percent of the participants and 22 percent feel its value 
will increase in the next year. Twitter introduced the Curator 
and Moments platforms in 2015 to allow journalists and writ-
ers to easily filter, curate and disseminate content. Facebook 
introduced tools as well last year to encourage and maximize 
journalist engagement. Instant Articles allows publishers to 
post articles within Facebook, and Signal provides journalists 
with the ability to find compelling content and story ideas on 
Facebook and Instagram.

Live-streaming apps like Periscope and Meerkat are expected 
to become more important to journalists. Ten percent 
anticipate that Periscope will be a valuable resource in 2016. 
Nearly 10 percent report the same about LinkedIn and close 

to 8 percent expect to rely more on YouTube. A mere 1 per-
cent of the respondents believe that Meerkat will increase in 
value to them in the next year.

Incorrect information posted on social media was one of the 
biggest obstacles journalists faced in 2015. Only half of the 
participants believe that the information available on social 
media platforms is reliable. 

Journalists feel that it is important to know whom to follow 
during breaking news events to find accurate sources of infor-
mation and factual data faster. Eighty-eight percent of the 
journalists that participated in the study would rather have 
the right information than be the first to report the story.

The study confirmed that 93 percent of journalists still prefer 
to receive press releases and story leads via email, even if 
they have a relationship with the source. As expected, pitches 
should be thorough and contain all of the information jour-
nalists need to write an article. While writing a release or pitch, 
always answer the questions: who, what, where, when and 
why? Make sure to include relevant dates, times, prices, avail-
ability and other important data in the pitch. 

Michael Smart, an independent communications trainer who 
posted a blog on Cision’s website entitled “5 Ways to Get 
Reporters to Respond to Pitches,” suggests:

1. Get on a reporter’s radar screen. You will have greater 
success with journalists opening and responding to email 
pitches if they know your name and are familiar with your firm.

2. Find emerging outlets to pitch. It is harder to get media 
outlets like the Huffington Post, USA Today and The New York 
Times to cover your story. Instead, pitch outlets that are popular 
in your specific industry and area of expertise. Consistently look 
for new publications and programs that are gaining traction. 

3. Pitch interesting content. Although you might think that 
the topic of your pitch is timely and interesting, journalists 
may not agree. You can increase the likelihood that your pitch 
will be picked up by combining what you are doing with 
an initiative from another brand. For example, when Aflac 
wanted to share news of their recent donation to pediatric 

2016 State of the Media Report

continued on page 8



According to Content Marketing Institute, we are exposed 
to more than 5,000 marketing messages each day. It’s no 
wonder we struggle to get our content seen by clients. So, 
how do we change this?

Part of setting yourself up for content success includes 
developing a content strategy that supports your business 
goals and objectives. Think about how the content you cre-
ate (online and off ) will support those goals by engaging 
your audience and providing them with the information they 
want to receive from you. Before you start creating content, 
document your plan. Some key questions to answer include:

4   What business goals are you trying to reach?

4   Who are your key audiences and what are their pain points?

4   What channels will you use to produce content?

4   What analytics and other information will you use to 
determine success?

4   Who will manage the content process?

Once you have developed your plan, it’s time to create your 
content. The following eight tips provide ideas for getting 
started and the best scenarios for creating content that your 
clients will enjoy.

1. Understand the Channels
Not only is it important to understand how to use the channels, 
but also who is using each channel and for what purpose. Take 

some time to learn the ins and outs of each channel where your 
content will appear. Think about your target audience(s), what 
their needs are and how they use the channel. Develop content 
that has the potential to reach all demographics of potential 
and current clients — the ones you serve today and the ones 
that are important for your long-term goals and objectives.

Dig into your social media channel analytics and assess 
high-traffic, high-engagement times of day and days of the 
week. Look at your previous posts — do a higher percentage 
of people engage with pictures? Links back to your website? 
How-to articles and information? Use this information to 
develop future content based on what you already know 
works with your current audience.

It’s also far more effective to create and post content that is 
different across social media channels. For instance, rather 
than publish the same content at the same time on your 
LinkedIn, Facebook and Twitter accounts, think about the 
ways in which your audience members use each channel 
and craft messages that are authentic to each channel.

2. Develop Content That Is Easy to Digest
Online users want content that is:

4   Shareable

4   Scannable

4   Appealing to the eye (great use of white space)

This doesn’t mean all of your content needs to be short. 
Long-form content can be beneficial as well, especially when 
explaining complex topics. The accounting industry can be 
a very technical business. There are regulations, complicated 
verbiage and scenarios that clients may or may not fully under-
stand. Users of accounting services need content that accu-
rately explains, in simple terms, the solutions to their problems.

3. Showcase Your Expertise in  
Order to Establish Relationships
Show your audience that you care about their needs. The 
content you produce should be 80 percent helpful, reliable, 
relationship-building content and 20 percent sales-oriented 
content. Build trust by producing content that demonstrates 
your knowledge in the industry as well as your willingness 
to share this information. Break down complicated industry 
articles. Provide quick tips for clients during tax season. Give 
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your small-business clients simple checklists and updates 
during peak times of the year. 

4. Clean Up Your “Owned” Content
The content on your website is what we call “owned content.” 
This is your marketing powerhouse. You have complete control 
of this space. Make sure this channel is fresh and updated.

No matter where you are publishing content, think about 
how you can effectively drive traffic back to your website for a 
deeper dive into your areas of expertise. Capture information 
about your website users by setting up contact forms, helpful 
PDF downloads or blog posts with useful industry information.

5. Scope Out the Competition
Part of understanding how to get your message to the top 
of the content pile means knowing what your competition is 
doing. Look at the types of social media posts, blog content, 
website articles and newsletters they are putting out related 
to accounting. Use this research as a tool to create similar 
pieces of content for your audience. 

Develop lists of sources that include not only your competi-
tion (e.g., website URLs, Twitter handles, Vimeo channels) 
but also industry publications where you go for the latest 
information. These source lists can be hugely beneficial when 
it comes time to plan your content. Take that idea one step 
further by using content calendars.

6. Ask
Don’t be afraid to ask your clients what they want. Develop 
questions around the type of content they like to read, how 
they like to read it and where they prefer to engage with you 
(online, social media, print).

Another idea: Think about the frequently asked questions you 
and others in your firm receive. These types of questions are 
great for developing ongoing content — fact sheets, top 10 lists, 
how-to videos, explanatory blog posts — without re-creating 
the wheel and coming up with new content each month.

7. Collaborate
Partnering with other firms or organizations that offer services 
similar to yours is a great way to show that you are collabora-
tive while providing your clients with the best types of content. 
Collaboration is also a great way to cut down on the content 
load. Extend your reach by partnering with vendors, bloggers, 
associations and industry publications to share each other’s 
content or co-author various content pieces. 

8. Make It Visual
Our time to sift through content is limited, so we rely on 
visual elements to grab our attention and tell us much of 

Social Hiring: 3 Ways to Use Social 
Media in Your Recruitment Strategy

Engaging Content Ideas

Your clients want information that is easy to understand, 
that solves a pain point, and that engages with them 
on educational, emotional and helpful levels. Start 
by creating content that is meant to drive two-way 
conversations and engagement. Here are some ideas  
to get your creative juices flowing:

 4 Job openings and/or staff highlights

 4 Community updates

 4 Real-time and behind-the-scenes photos

 4 Company milestones (birthdays, anniversaries)

 4 #FunFactFriday

 4  #ThrowBackThursday (#TBT — posting older photos)

 4 Live updates from events

 4 Q&A chats with content experts, CEO, etc.

 4 How-to videos (or “top tips”)

 4  Infographics (break down complicated stats  
and information)

 4 Client appreciations and thank you shout-outs

 4 Accounting/financial vocab/word of the week

 4 Checklists of things to prepare during tax season

 4 Relevant blog posts

 4  Links and information to new regulations,  
things to know

If you’re wondering whether 
the content you’re producing is 
of value to clients or potential 
clients, ask a friend or family 
member to read it. They may 

ask questions that you wouldn’t 
have considered, providing 

additional content ideas fitting 
for your audience.
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Trends and Insights from page 5
cancer research, they made the story more interesting by 
including a pre-existing NASCAR sponsorship to create a  
contest called Color Carl’s Car. CBS, ESPN and other major 
media outlets covered the story.

4. Bulk up your news. Help a Reporter Out (HARO) is  
typically used by journalists to find sources for articles.  
Communications professionals can flip the model and  
send out requests for input from other brands on similar 
initiatives to give them the opportunity to jointly create  
a stronger pitch. 

5. Customize pitches. Research publications, topics covered 
and who writes on what. Journalists expect you to know who 
theyare and what they cover, and to explain why your story 
would be of interest to their readers. Generic pitches are 
likely to be ignored because they may not be relevant to the 
reporter or media outlet.

The 2016 State of the Media Report contains additional  
information of value to marketers and communications  
professionals. This complimentary report is available at  
www.cision.com/us/resources/white-papers/.

what we need to know before actually reading (or listening 
to) the content itself. In fact:

4   Colored visuals increase people’s likelihood of reading 
content by 80 percent. (Source: Xerox)

4   People retain 65 percent of information three days after 
they see/read it if paired with a relevant image vs. hearing 
it alone. (Source: LifeLearn.com)

4   Content with relevant images gets 94 percent more view 
than content without. (Source: Kissmetrics)

4   Using the word “video” in an email subject line increases 
open rates by 19 percent and click-through rates  
by 65 percent, and can even reduce unsubscribes by  
26 percent. (Source: Syndacast)

Cut through the content noise by creating visual content to 
appeal to your clients. All of the content you produce should 
be visually appealing in order to catch your readers’ eyes and 
entice them to click, turn the page or comment.

Developing engaging content for your clients doesn’t have to 
be as hard as we sometimes make it out to be. With a little extra 
planning and strategizing, you can have exceptional content 
that your audience will keep coming back for. Establish a routine 
and set yourself up as the firm that is producing informative, 
relevant content, and your audiences will thank you.

About the Author
Melissa Harrison is CEO at Allee 
Creative, a content marketing firm 
located in Minnesota. Melissa has 15 
years’ experience working with B2B 
and professional service organizations 
in areas of marketing strategy and 
content creation. She has been named 
a “Top Content Marketer” by Content 
Marketing Institute and a “Top Young 
Entrepreneur” by Minnesota Business 
Magazine. Tweet her at @alleecreative 
or visit www.alleecreative.com.

Getting to the Crux of  
What Your Clients Want

How do you know what kind of content your clients 
like to read? Can you easily figure out where they 
“hang out” online? In short, yes. Don’t be afraid to ask 
your clients what they’re looking for. Here are three 
ways to get started:

1. Surveys. Use your current communications 
methods to survey clients and other key audiences 
about the type of content they want to read and how 
they want to receive it. Add a short survey link in 
your e-newsletter. Add comment/survey cards on the 
tables at client appreciation events. Add a feedback 
button to your website with standard questions. Use 
your website’s contact form and add the line, “Where 
did you hear about us?”

2. Social media analytics. If your firm is active on 
social media, assess each channel’s analytics to get a 
sense of the demographics (such as age, location, and 
gender) of your online audience. Understanding these 
demographics will help you create content specific 
to those groups of people. You can also ask content-
related questions on these channels as status updates 
in order to encourage ongoing conversation and 
gather more ideas for future content from those who 
are most engaged with you already.

3. Website analytics. Check your website analytics 
on a regular basis (monthly, at a minimum, to start). 
You will be able to quickly see the top areas/pages 
of your site that clients and prospective clients visit. 
This information can give you insight into the types of 
content, articles and information your website users 
are interested in. Make sure these pages are updated 
regularly, and think of ways you can re-purpose the 
content on those pages.



If the importance of a marketing concept is measured by its 
number of definitions, then thought leadership has achieved 
Beatles status. 

Back in 2012, Social Strand Media catalogued 21 definitions of 
thought leadership. In a recent blog post, Bloom Group Principal 
Tim Parker weighed in on the conversation, exploring the differ-
ence between content marketing and thought leadership.

Whereas thought leadership is “new, informative, useful informa-
tion on a compelling, complex issue that positions a company 
or professional as an expert in a field,” content marketing is “an 
approach to create and distribute content to attract and retain 
an audience and get it to spend money,” he writes. 

Thought leadership, then, is a subset of content marketing that 
is focused on a target audience’s toughest problems — and it’s 
the hardest sort of content to create and market, he argues.

Growth Strategies interviewed Parker to get his perspectives 
on why these definitions are important, why accounting 
firms should care about thought leadership, and why it pays 
to give away your expertise.

Growth Strategies: Why do we need to define these terms? 
Why does it matter what we call our marketing efforts?

Tim Parker: That’s a deep question. I think it matters in the 
same sense that definitions always matter. Unless we know 
what we’re talking about, we can’t have an intelligent conver-
sation about it. There was an article published recently in  
the Harvard Business Review where the two authors took a 
tilt at thought leadership. They said essentially that thought 
leadership doesn’t deliver leads, but they didn’t define what 
they’re talking about. When you read between the lines, 
what they were talking about was what I would call bad 
thought leadership.

GS: If thought leadership content is the hardest to create and 
market, why do it? 

TP: It pays off in several ways. Once you have a significant 
amount of it, it generates leads, but you need quite a lot 
of material before that works. It also adds credibility. One 

client who has published a book tells me he finds it really 
helpful at the beginning of the sales process and at the end 
when they’re closing the deal. Plus, thought leadership helps 
develop the thinking in the firm, so that the people who 
have gone through this thought process have answers ready 
when they are in conversations with clients.

GS: How can firms identify those issues that are worth the 
time and effort?

TP: A topic that is worthy of thought leadership is a problem 
or opportunity of significant importance to management 
that is not easy to solve. When we are working with a new cli-
ent, first we speak with executives and managers in the firm 
about the issues their clients are grappling with. Then we 
do secondary market research. If the field is drug develop-
ment, inside of 15 minutes you can find tons of articles and 
surveys and reports telling you the biggest issues for pharma 
companies. Then, of course, we review the company’s exist-
ing strengths and the ones they could reasonably develop 
over the next year or so. Then we do a competitive survey. If 
an issue is really important and pressing, you can expect that 
competitors are writing about it, too, but that doesn’t mean 
you should avoid it. What you’re looking for — apart from 
identifying an emerging topic that competitors haven’t got-
ten onto yet — is to make sure that there isn’t a part of the 
market that your competitor has sewn up.

GS: How can small firms create thought leadership that 
stands out?

TP: Putting together material that says something that no 
one else has said is never easy, and it’s arguably even more 
difficult for a small firm. But smaller firms have the advan-
tage that they can move more quickly. They also have the 
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Digital lead generation programs can be great practice 
growth vehicles. Integrated efforts using Web, blogs, email, 
mobile, apps and social can help your firm break into new 
markets and geographies with a relatively low cost of entry. 
However, the ability for firms to substantially monetize their 
digital campaigns doesn’t stop with well-conceived strate-
gies and tactics. Getting the leads is only half the battle. 
You’re going to need a thoughtful and well-planned sales 
process to take your firm to the next level. 

For most firms, the “sales” teams are the accountants and con-
sultants. Larger firms might have dedicated business devel-
opment executives (BDs) who work in collaboration with the 
accountants and consultants. In either case, leads need to be 
“handed off” to those responsible for closing the sale.

Digital Leads Are Different
Before we get into the process of transitioning leads from 
marketing to sales, let’s talk about the characteristics of digi-
tal leads and how they are “different.” 

Real-time expectations: Digital customers are conditioned 
to getting real-time information. Why is this important? If 
your firm isn’t prepared to provide answers and follow up in a 
manner that meets customer “real-time” expectations, you’ve 

lost the opportunity. Whereas the common expectation of a 
“return phone call” might be within 24 hours, the expectation 
of digital customers is immediate. Don’t wait a day. Act within 
the hour, or ASAP. 

Sales cycle often shortened: You’ll find that many of your 
digital leads have immediate sales and/or proposal oppor-
tunities. The sales cycle, typically long in our profession, can 
be cut significantly short. Why is this important? You’ll need 
to move quickly. Think messaging, supporting marketing 
materials, scoping meetings, references, proposal templates, 
pricing options, etc.

Relationships often not developed: Digital customers may 
not have a personal contact at your firm. Why is this important? 
Your appointed “follow-up” person must build trust quickly. In 
the end, the customer has to trust your firm’s people. How will 
your firm act to build trust in a short period of time?

Geography: You may attract a considerable amount of 
opportunity from outside your immediate market footprint, 
even nationally and internationally. Why is this important? 
Your firm may or may not be positioned to serve these cli-
ents. Do you have the technology infrastructure to effectively 
serve these clients?

10 Growth Strategies  Vol 6 • Issue 1
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Tracking/business intelligence: Through analytics, marketers 
and business developers can understand the buyer’s journey 
much better; how they found your site, what pages were visited, 
downloads, social footprint, etc. Sophisticated firms have lead 
scoring, CRM and/or automation, which also provide deep 
insight into buyer behavior. Why is this important? Efforts to 
close digital leads make calculating ROI much easier.

Process makes Makes Perfect
While it’s possible for your firm to dominate the digital land-
scape and add hundreds of qualified leads into your pipeline 
annually, how you align your digital marketing program 
with your sales function will largely determine the program’s 
ability to generate sustainable revenue. This is important 
because your attention to the “process” of responding to 
leads can mean the difference between thousands, hundreds 
of thousands, or even millions in new business revenue. 

There is no “one size fits all” or “silver bullet” process to recom-
mend. Your approach will depend on your firm’s size, resources, 
structure and culture, as well as the expectations of your clients. 
This article is meant to provide you with a broad framework of 
an approach. Here are some steps to consider: 

Step 1: Create Marketing and Sales Alignment
The first step, which needs to take place before launching 
your lead generation program, is to create alignment between 
marketing and sales. Random processes and approaches can 
create communication breakdowns, misaligned expectations 
and unaccountability. For the customer, misalignment means a 
bad brand experience and a reason to consider a different firm. 

Here are a few considerations: 

Defining the target customers: Do marketing and the sales 
team agree on which customers will be engaged through 
your digital channels? Do the target customers align with 
your core practice areas?

Content and messaging: Does the marketing message 
align with the needs and attitudes of the buyer throughout 
their purchasing journey? Is the sales team aware of the mes-
saging? Marketing and sales have to be on the same page. 

Defining what a sales-ready lead is: When is a lead con-
sidered a lead? What is the threshold criterion for a lead? Has 
this been communicated throughout your organization? 

How the lead is handled: Do you have a defined framework 
for qualifying and responding to leads? 

Follow-up: Have you set consistent expectations across your 
organization on the way(s) leads are followed up on? 

Pipeline and reporting: What is the process for monitoring 
the pipeline and reporting to your internal constituents?

Step 2: Assess the Lead 
After your program is up and running, you will need to assess 
the inbound lead opportunities. Marketing and/or BD staff 
typically assess and qualify the opportunity. Does it meet the 
threshold of your firm’s definition of a qualified lead? You may 
find that you have to do some additional research on the 
company or individual in order to properly qualify the lead. 

Step 3: Determine Follow-Up Approach 
Assuming the lead is qualified, the next step is to deter-
mine the follow-up approach. Your goal is to make sure the 
approach will address the needs of the client. This can largely 
impact the success of your program, including close rates, 
revenue and the customer’s experience. 

Whom do you send the lead to? Firms without a profes-
sional business developer will have to direct the lead to their 
accountants or consultants. Firms with business developers 
may have them quarterback the pursuit and assemble the 
appropriate team.

Here are considerations to help you determine who within 
your organization should be involved in the pursuit: 

Service/product line expert: Customer needs accounting, 
audit, bookkeeping, estate planning, tax, etc.

Industry practice expert: They request expertise in a par-
ticular industry.

Office location: Customer requests service from a  
particular office.

Level: Partner, manager, etc.

Issue expert: Customer needs an expert who understands a 
specific issue: e.g., the “Affordable Care Act.” 

Personality type: You may sense the customer would work 
best with a specific personality type.

Step 4: The Handoff 
Once you’ve determined the appropriate follow-up person(s), 
take the time to email an “overview” that describes the oppor-
tunity and provides the necessary background information.

Provide the facts:

4   Contact person: The name and title of the person submit-
ting the inquiry.

4   Message: Include the message that the client sent into 
the firm.

4   Company background: Visit their website and write a brief 
summary about the company and where they operate 
(multistate? international?).

continued on page 15
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“You can observe a lot by watching.” This quote, attributed 
to Yogi Berra, seems a bit trite on its surface, but he makes a 
valid point. We spend a lot of our time gathering information 
by “watching.” In fact, the average American spends between 
three and five hours a day watching television and only 19 
minutes reading, according to an article on mic.com. 

While this statistic is a bit shocking, it has been argued that 
the people accounting marketers are trying to reach are not 
your average Americans. That means business owners and 
executives don’t bother with video, right? A study by Forbes 
begs to differ. Here are a few quick facts from that study:

4   More than 80 percent of senior executives said they 
watch more video today than they did a year ago. 

4   Three-quarters of executives surveyed said they watch 
work-related videos on business-related websites at least 
weekly; 52 percent watch work-related videos on You-
Tube at least weekly.

4   More than 65 percent have visited a vendor’s website 
after watching a video and more than half of senior 
executives share and receive work-related videos with 
colleagues at least weekly.

Here’s the kicker: That study was done in 2010. We can only 
assume that these numbers have increased since then and 
even more of the people you want to reach are watching 

and sharing business videos. And it makes sense. Video 
allows you to create a connection with the viewer much 
faster than written text. Videos can be viewed, at least 
partially, while doing other things like checking email. It’s 
mobile-friendly as well, which allows the busy business 
owner to consume your video content while out and about. 
In essence, it’s a marketing method that is growing in popu-
larity and shows no signs of losing steam any time soon. 

To get an idea of how some in the accounting profession are 
using video as part of their marketing mix, I talked to two 
marketers, Nicole Gantz, director of marketing at Honkamp 
Krueger & Co., and Matt Seitz, senior marketing manager at 
Skoda Minotti. 

Honkamp Krueger was an early adopter of video, launching 
their efforts in 2011. “We feel video is a critical element to 
any content marketing plan. It adds variety and depth to our 
written efforts,” said Gantz. “It allows us to prove that we are 
not the same as all the other firms out there and express our 
message much more clearly.”

Skoda Minotti had done some video sporadically over the 
years, but the medium had not really been a strategic part of 
their marketing efforts until recently. “Fear of the unknown 
was driving some decisions at our firm,” Seitz shared. To 
overcome this, the marketing team made a compelling case 
using statistics and put together some in-house videos to 
determine the level of engagement they would receive. 
“It went well; we showed them the numbers and real-life 
examples of how other firms were using video and now we 
have a budget to work with in 2016,” Seitz continued. 

Both firms embrace the way video lets them communicate 
messages to a variety of audiences in myriad modes. From 
more traditional recruiting messages and service overviews 
to client testimonials and humorous parodies, video has 
allowed them to stand out from their competition. 

It’s Time to Add Video to  
Your Firm’s Marketing Mix
Bonnie Buol Ruszczyk, bbr marketing

Feature Article

Growth Strategies  Vol 6 • Issue 1

Find ways to overcome  
fear of the unknown.
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Skoda Minotti has been rolling out fun, cultural videos to 
personify the firm, including a series of videos that feature 
employees’ children explaining things like what the firm 
does. “They’ve been so popular, we’ve started doing them 
weekly now,” said Seitz. “That shows the power of video right 
there.” In similar fashion, Honkamp Krueger’s “Smart Tank” 
series, a take on the popular television show “Shark Tank,” gets 
hundreds of views for each episode and demonstrates the 
firm’s lighter side. “We want to show people that we are fun 
and approachable so they will want to do business with us. 
And it works,” Gantz says.

Like other marketing efforts, cost is a common objection. To 
demonstrate effectiveness and achieve buy-in, Seitz suggests 
creating in-house videos or working with less expensive 
freelancers to get started. It’s also important to set partner 
expectations. “If you are going to spend $10,000 on video 
and the partners expect $10,000 in business right away, they 
are going to be disappointed,” Gantz explained. “But it will 
give you a legitimate presence on YouTube, a great market-
ing piece for your partners to share and a recruiting tool that 
will impress the Millennials you want to hire at your firm. Our 
return on investment comes in a variety of ways.”

When asked to give advice for other accounting marketers 
who are considering video as part of their marketing plans, 
Seitz and Gantz shared the following ideas:

4   Show industry and engagement statistics and leverage 
groups like AAM to show your partners that video works, 
and use the success stories of others to advance your case. 

4   Incorporate partners in the decision about which videos 
to create and into the videos themselves. 

4   Coach your talent. Teach them how to have a conversa-
tion with the camera, or include someone else in the 
video to make them feel more comfortable. If that doesn’t 

work, tell them you are practicing without the camera 
but keep it rolling. 

4   Always take more b-roll than you think you’ll need. You 
can use it in a variety of ways. 

4   When you are ready, hire a good video company. “Ours 
takes care of everything and makes it easy. They even 
come to me with ideas and concepts,” Gantz says. 

It might not be for everyone, but video really can help you 
communicate your messages and differentiators in a very 
clear and effective way. Keep in mind that YouTube is the 
second-most-visited search engine on the Web; only Google 
is used more, according to socialmediatoday.com. A billion 
users watch hundreds of millions of hours of videos daily, 
according to YouTube. And don’t just think of your company 
website and YouTube as channels of distribution. You can 
greatly expand your reach by posting your videos on sites 
like Vimeo and Dailymotion. OneLoad is a relatively new 
platform that allows you to upload video to one place; it then 
distributes your content to a variety of video sites for you, 
much like HootSuite does for other social media platforms. 
Share video on all your social media channels, as part of firm 
presentations and even in your lobby, so clients can watch 
while they wait for you. The possibilities are endless; you just 
have to take the leap.

About the Author
Bonnie Buol Ruszczyk is president of  
bbr marketing, a firm that provides 
marketing strategy, training and  
tactical implementation for profes-
sional services firms. She can be con-
tacted at www.bbrmarketing.com,  
or you can read bbr’s blog posts at 
www.bbrmarketing.com/blog or  
www.marketingideasforcpas.com.

advantage that they don’t necessarily have committees of 
people that will weigh in on the content and water it down. 
Usually, the more people you have involved in the piece, the 
worse it gets. So small companies have an advantage, but 
they have to be even more focused than big ones. Having 
figured out which issues you want to own, you have to be 
realistic about how much you can cover.

GS: What do you see as the biggest mistakes professional firms 
make in their attempts to create thought leadership content?

TP: The biggest issue is that people don’t know what consti-
tutes an article that will get people’s attention. Most people 
aren’t trained to write a good article. For instance, if you want 
to get an article into Harvard Business Review, you have to 

have the problem statement right up front in the first para-
graph, and you’d better allude to what the reader will get out 
of the article right away. 

GS: Many accountants say, “We don’t want to give away our 
trade secrets.” How do you respond to that objection?

TP: We used to hear that a lot in the consulting world. We 
hardly ever hear it now, because consultants realize that 
there is no hiding your light under a bushel anymore. First, 
there are plenty of consultants who are telling what they 
know, so, if you’re not going to tell me anything, I can easily 
go to the next person. Second, people suspect that, if you’re 
not telling them what you know, you may not know any-
thing. And at least half the time they’re right.

“Who Cares About Thought Leadership?” from page 9
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One of the biggest challenges facing the accounting indus-
try is identifying and recruiting talent. 

Recruiters are facing a more demanding and competitive 
talent market, making the recruiting process highly dynamic 
and diversified. The traditional means of recruiting — post-
ing openings in the local newspaper, hiring headhunters or 
attending trade shows — have higher associated costs and 
at times rely solely on geographical limits. Modern recruit-
ers are now attracting both Millennials and Generation X by 
implementing approaches focused on creating relationships 
and making better, faster talent acquisition decisions. Some 
of these modern approaches include: 

4   Relying on referrals,

4   Utilizing social media,

4   Using mobile career sites, and

4   Performing data analytics.

According to a survey conducted by the Society for Human 
Resource Management, 84 percent of organizations are currently 
using social media in their recruiting strategy. Social media has 
redefined the way we make connections by removing boundar-
ies, allowing us to engage with audiences around the world and 
across industries. 

Before developing a “social hiring” strategy, it’s important to 
place an emphasis on creating a corporate culture that is 
engaging, empowering and a great place to work. The new 
generation of job seekers have placed corporate culture as 
something they value the most — looking for a firm that 
shares the same expectations, values, and beliefs.

With that said, here are three ways your firm can begin using 
social media in your recruiting strategy. 

Communicate Firm Culture 
Start by communicating your firm’s culture and expertise 
online to increase your brand awareness. “Socialize” or share 
different content on each platform. News and insights, 
stories, questions, and community events are all great ideas 
to showcase the personality of your firm. Another idea would 
be to conduct a day-in-the-life interview with one of your 
managers or employees, giving candidates an idea of what 
it’s like to work at your firm. Include photos, videos and 
unique #hashtags when socializing your content to stand 

out among the competition and give your readers a visual of 
your firm.

Each social media platform has its own characteristics, so 
it’s important to adjust your content to fit these different 
features, while keeping consistency throughout all platforms. 
The best way to attract an audience and share your firm’s 
brand is to simply start a conversation. This will allow your 
firm to cast a wider net online reaching different audiences. 

Become a Social Detective
Recruiters are increasingly using social media as a way to 
conduct research and provide insight into a candidate’s per-
sonal and professional life. A few methods of research used 
by modern recruiters are:

4   Analyzing what candidates look for in a firm, 

4   Assessing the candidates’ skill set and expertise,

4   Uncovering trends and patterns in “click decisions” for job 
postings, and

4   Screening and conducting background checks before hiring. 

Recruiters have placed an emphasis on “passive candidates” —  
those not necessarily looking for a job, but open to new 
opportunities. Social media is a way to get to know your 
experienced passive candidate and their interests, in order to 
position a job opening that will intrigue them to learn more. 

The average employee is estimated to stay at their cur-
rent job for 4.5 years and for Millennials it’s less than three 
years, according to a survey conducted by Future Work-
place. Millennials specifically consider job opportunities for 

Social Hiring: 3 Ways to Use Social 
Media in Your Recruitment Strategy
Veronica (Rodriguez) Malloy, PDR Certified Public Accountants, Inc.

Feature Article

Growth Strategies  Vol 6 • Issue 1
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career advancement and to develop new skill sets. With this 
research in mind, it’s essential for recruiters and HR profes-
sionals to stay ahead of the game and position their social 
hiring strategy to target these audiences.

Rely on Your Network
Using social media for professional recruitment allows for 
fast dissemination of information. Reaching out to your 
network to share a job opening and asking for referrals can 
yield results in a matter of minutes. Recruiters will benefit by 
expanding their networks and building relationships with 
future candidates, influencers and leaders in key industries 
that can help spread the word online. 

Additionally, accessing your employees’ networks and hav-
ing them evangelize your firm can be an effective way of 
drawing candidates to job openings. Connect with local 
schools and alumni groups and create targeted campaigns 
to promote job openings and to bring qualified candidates 
to your career site. 

Even though the approaches of traditional and modern 
recruiting are different, the strategies involved are still the 
same — research, engage, and follow up with your target 
audience to promote your firm. The key difference is that 
modern recruiting on the digital landscape allows for real-time 
conversations and a fast hiring process. By measuring which 
recruiting strategies and platforms work best for your firm, 
you can determine where to invest your efforts and effectively 
manage your recruiting strategy.

About the Author
Veronica (Rodriguez) Malloy is the 
Marketing Manager at PDR Certified 
Public Accountants, Inc., a local firm in 
Tampa, Florida. With only one year of 
experience in accounting marketing, 
she was named AAM’s 2015 Rookie of 
the Year for demonstrating creativity, 
initiative and drive at her firm. She can 
be reached at vmalloy@pdr-cpa.com.

“Converting Digital Into Dollars” from page 11
4   Service/product line: State what service(s) the company is 

interested in.

4   Industry practice: Determine what industry they operate in.

4   Office locations: From what city is the lead originating? 

4   Issue: Is there a specific issue they want addressed?

4   LinkedIn profile.

4   News about the company.

Step 5: Document Opportunity 
Depending on your marketing efforts and how frequently 
the leads come into your firm, documenting the opportu-
nities can be tedious. Therefore, it’s best to be prepared in 
advance. Task a staff member to receive and enter lead intel-
ligence into your CRM or, at the very least, an Excel pipeline. 
Important information to track would include the contact 
person, company, email, phone, referral source, date of 
submission, requested services, etc. Once the lead has been 
sufficiently scoped, potential revenue figures, timing and 
“likelihood of closing” percentages can be added.

Step 6: Follow-Up Process
Finally, leads don’t always come in at a favorable time, especially 
during the busy tax season. The last thing accountants want 
to do is take the time to reach out to a prospect when they 
are buried in existing client work. Therefore, it is good practice 
to follow up with the accounting professional within 24 hours 
after sending the lead to ensure he or she has initiated contact. 
Give them a gentle nudge if they haven’t yet.
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According to the U.S. Census Bureau, there are 7,456 account-
ing firms in the United States alone. The magnitude of this 
number can send accounting marketers into a mental spiral 
determining how best to differentiate themselves, win new 
business, and simultaneously keep their current clients thriv-
ing. You must be able to consistently provide delightful client 
service and prove it.

Accounting firms that have strong client referral initiatives, 
share trustworthy client testimonials, and are a recognized 
leader in client satisfaction are in the best position to suc-
ceed at service excellence and prove it to their clients and 
prospects. With that you may be asking yourself, 

What makes a testimonial trustworthy? 

How do I get more referrals? 

How do we know if our service is good?

How can we get awarded if it’s great? 

Implementing a client satisfaction survey program at your 
accounting firm is the tool you need to embrace in 2016 
if you truly want to differentiate in the market. Its time to 
rethink how you get feedback from your clients. A well-
designed survey should provide an operational road map to 
service excellence. But it shouldn’t stop there. Additionally, 
it should get the firm fresh testimonials and referral pros-
pects, the ability to pinpoint service wins and issues, and the 
chance to earn a credible service excellence award that’s 
validated by a third party company.

There are five key initiatives that all satisfaction surveys for 
accounting should have in place to get the greatest return.

#1 Hear What Your Clients Think
Intrigued to know how your firm performed during tax sea-
son according to your clients? Use a client loyalty metric such 
as the Net Promoter Score© (NPS©) to evaluate how happy 
your clients are and compare your firm to the competition.

#2 Get Fresh Testimonials
Only 4 percent of accounting firm clients were asked for a 
testimonial last year, yet testimonials are the most trusted 
source of information next to referrals for accounting firms, 
according to an Inavero survey of more than 300 accounting 
firm clients. 

Get permission from the firm’s happiest clients to use the 
survey feedback to write testimonials.

#3 Identify Referral Prospects
Do you know who your happiest clients are? Inavero research 
found that on average they will refer you 12 times in the next 
year. Your satisfaction survey should give you a list of your 
happiest clients, a tailored list perfect for referrals.

How to Stand Out in  
a Crowded Industry
5 Ways to Utilize Client Satisfaction Surveys to Grow Your Firm
Tracy Streebel, Inavero

Feature Article

5 Behaviors Impacting Client Satisfaction

1. How responsive is the firm to clients’ needs?

2.  How well does the firm understand your  
clients’ needs?

3.  How proactive is the firm at helping your  
clients succeed?

4. Is the firm providing quality work?

5. How valuable/cost effective are the firm’s services?

How to Write a Powerful Testimonial

Problem: 
Offer up a problem that the accounting firm  
helped overcome.

Doubt: 
Communicate the client’s doubt or concern  
prior to the resolution.

Resolution: 
Explain the firm’s resolution to the problem.

Industry: 
The most trusted testimonials are from an  
affiliated industry.



accountingmarketing.org 17

Asking for referrals can feel very intimidating, but clients 
want to help their accounting firm, too. Inavero’s study found 
that 70% of accounting firm clients have given a referral in 
the past six months, yet many firms aren’t doing enough to 
identify their most loyal clients and asking them to help tell 
your story.

Ask for a referral after a satisfaction survey has identified your 
most delighted clients. Choose a method you’re comfort-
able with (phone, email, in person) and stick with that. Ask: “Is 
there anyone else in your industry or network you think we 
should be working with?”

#4 Pinpoint Service Wins and Issues
Your satisfaction survey should help you identify and reward 
top performers while easily spotting clients with service 
issues. Your service wins will be highlights in the survey 
responses, and oftentimes the employee responsible for the 
excellent service is given a shout-out by name from their 
client. This tool helps an accounting firm celebrate service 
champions internally and helps firms inspire a service culture 
throughout the firm. Identifying service issues at the firm can 
be tough, but your satisfaction survey should provide you 

detailed reporting on the service level by client, practice area, 
and shareholder at a minimum.

#5 Get Third-Party Validation and  
Recognition for Service Excellence
Clients buy from winners! In fact, an award for client satisfac-
tion was seen as more than twice as persuasive as awards for 
financial success or employee satisfaction when determining 
which accounting firm to work with. Participate in award pro-
grams that can validate your service 
excellence. Include this award on  
the firm’s website, within marketing 
collateral, and within proposals.

About the Author
Tracy Streebel joined Inavero in  
2009 and currently is the VP of  
Marketing & Communications,  
where she’s responsible for the  
vision and executive of Inavero’s  
brand and marketing programs  
across all verticals and product types.

Looking to Launch Your Social Media Presence?

Launch your social media presence—or get 
a powerful boost for your existing strategy. 
As a PCPS member you can access the tool-
kit at aicpa.org/pcps/socialmediatoolkit. It 
will also be available on the AAM website.

The Association for Accounting Marketing and the AICPA’s 
PCPS practice management division collaborated on a set 
of practical, how-to guides to help members harness the 
power of social media. AAM and PCPS members have full 
access to the following:

	 •	 	Social	Media	Frequently	Asked	Questions

	 •	 	Employee	Social	Media	Training	PowerPoint

	 •	 	Social	Media	ROI	Guide/Tool	and	Sample	 
Analytics Spreadsheet

	 •	 	Set-up	and	Use	Guides	to	Blogging,	Twitter,	 
Facebook	and	LinkedIn

	 •	 	Video	Tutorials

AAM/PCPS offer Social Media Toolkit as member benefit
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As I reflect back on my first position in accounting marketing 
more than 20 years ago, I find it amazing how the profession 
has evolved along with the folks in it. What stands out most 
to me is the number of marketers who have since made 
successful careers at one firm or made a move to only a 
second firm in the span of two decades — and, alternatively, 
those who have remained in the profession but in the role of 
consultants to firms. 

Back in 1998, when I joined my current firm, my second CPA 
firm, it was a large national firm with nine offices and more 
than 350 employees. The firm split back into regions five 
years later, allowing me the exciting challenge and opportu-
nity of rebranding the firm and “starting over” as a Chicago-
based regional firm. In many ways it felt like a whole new 
position, and in a lot of ways, it was. Then, just this year, after 
working for and with the same Managing Partner, a new 
leader has taken the helm. So, while I have been at the same 
firm for nearly 18 years, it has been a three-part journey, with 
this most recent leg still evolving. One of the most exciting 
parts of this transition is the opportunity to share my knowl-
edge and experience with our new managing partner as we 
work together to continue to grow the firm.

My best advice for marketers just getting into the profession 
or trying to demonstrate their value at their firm is: Under-
stand the business of the firm. I have met many folks over 
the years who simply don’t fully get how their firm operates 
and/or how the firm makes a profit. Understanding this is at 
the heart of what we do for our firms in every way, every day. 
Every single thing I do and every decision I make goes back 
to the firm’s strategic plan and firm growth. 

I continue to ask myself and others: Does this make sense 
for what we are trying to do to grow the business of the 
firm? We spend a good deal of time studying, analyzing and 
evaluating each opportunity such that we only pursue those 
within our niches and which are profitable at an accept-
able level. To be truly valued by our clients, we must focus 
on serving clients when we are their best choice. The same 
goes for a firm’s marketing director — we must continue 
to ask: How can we best serve our firm to achieve our firm’s 
goals? Annually, I give a review of the entire marketing and 

new business program and plan. I explain how each piece 
works together to make up the firm’s marketing plan as if it’s 
a puzzle — with everyone doing their part, but most impor-
tantly we are working toward the same end game. We meet 
with the partners on a quarterly basis to analyze and strat-
egize on our firm’s top prospects and to make sure we are all 
working together to best turn these prospects into clients. 
We are very focused and targeted in what we do and how 
we go about achieving the desired results.

It goes without saying that the website, ads, blogs, social 
media, events, speaking engagements, internal and exter-
nal communication, new hire marketing training, writing, 
committee and board appointments and activities, premium 
items, etc., all fall under my umbrella of marketing responsi-
bilities; but it must be understood that all of these elements 
are in place simply to support and guide the new business 
efforts as well as client retention efforts in order to make 
good business sense for the firm. So, for each piece of this 
puzzle, I ask similar questions — does this make sense for 
what we are trying to do? Does it fit with who we are and 
who we want to be? Is it an appropriate investment of our 
limited resources? 

Speaking of clients, it is part of my role at my firm to both 
know and engage with our clients and add value to their 
relationship with our firm. It can’t be said enough: We are 
nothing without our people and our clients, so we must 
always be mindful to take great care of both of them.
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