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From the Editor
Something about the extra sunlight, the jacketless nights 
and splashing around in the waves makes life so much 
more pleasant in summer than the rest of the year. What a 
great idea to kick off this summer in Walt Disney World at 
AAM’s annual Summit event in early June, complete with 
beach volleyball and fireworks. We realize that not all AAM 
members or Growth Strategies readers attend the Summit 
regularly, so we asked some of the presenters to turn the 
concepts that they spoke about into articles for this issue.

For example, Art Kuesel’s article on page 10 describes 
the four quadrants of business development success and 
explains how employing some of them can yield dividends 
to the firm in terms of added revenue that individual part-
ners and managers can bring in, either through existing or 
new clients. Not everyone is born to bring in new business. 
However, the skills can be taught, enhanced and polished.

Peter Shankman delivered a high-energy keynote speech 
about how client service is the pits and just assuaging 
someone’s frustrations can earn you fandom. Rather than 
having him squeeze more than 200 pages of stories — both 
of horror and delight — into a single article, Jessica Levin 
authored a review of Shankman’s book, Zombie Loyalists: 
Using Great Service to Create Rabid Fans.

We included some great advice from outside of Summit, too.

With so much turnover in the marketing profession, it’s 
always uplifting to hear that people like you (or who you 
aspire to be) have made a name for themselves. On page 7,  
Jean Marie Caragher profiles three successful marketers  
on how they managed to do just that. The article isn’t  
just a profile of their success, but the steps they took to  
get there, the goals they outlined for themselves and  
what partners expected of them — then and now. It also  
features suggestions from managing partners to their own 
colleagues on how they could build a successful marketing 
function within the firm.

This issue also introduces Lauren Clemmer, who took the 
reins as executive director of AAM in June. In her column, 
“The View From Up Here,” she lets us know she is no stranger 
to AAM and discusses her hope for the future. Please reach 
out both to her and to us. Your suggestions and feedback 
help this organization increasingly improve.

Save the date/location for next year’s Summit! May 3-6, 2016, 
in New Orleans. See you there!
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Trends & 
Insights

Hinge and the Association for Accounting Marketing recently 
released a benchmark report examining the marketing activity 
and growth rates of 67 accounting firms across the country. 
The study provides a detailed comparison of the techniques 
and activities associated with both the fastest-growing and 
slowest-growing firms. 

The fastest-growing firms in the study are growing by a rate 
of 24.15 percent annually. By contrast, low-growth firms are 
actually no-growth firms, contracting by 1.65 percent. High-
growth firms spend slightly more on marketing, allocating 
3.3 percent of overall revenue to marketing expenditures. 

One striking feature of high-growth firms is that they employ 
a higher ratio of marketing professionals to overall full-time 
employees: 1 to 34, as compared to low-growth firms’ 1 to  
45. Clearly, high-growth firms are placing a much stronger 
focus on building robust marketing teams than their low-
growth counterparts.

The differences don’t end there, however. It is important to note 
that high-growth and low-growth firms spend their budgets 
very differently. Low-growth firms privilege items such as:

4   Sponsorships

4   Advertising

4   Association membership and dues

4   Internal events and parties

These are highly traditional priorities — and notably, they’re not 
correlated with high growth. High-growth firms’ priorities look 
quite a bit different, with top areas of expenditure including:

Website and SEO. Creating and refining a modern, search- 
optimized Web experience for their audiences, prioritizing 
digital marketing components like educational content, 
keyword optimization, and responsive design.

Networking and conferences. Making connections with buy-
ers, influencers, and peers throughout the marketplace — and 

giving keynote addresses or other presentations that help 
advance their reputation and expertise.

Outside consultants. Bringing in third-party perspectives to 
supplement and expand internal expertise.

Internal education. Promoting the continuous refinement 
of team members’ business development skills.

Marketing automation. Investing in software that helps 
them target their specific audience in a more focused and 
efficient way, increasing marketing productivity and results.

The trend here is clear. Low-growth firms focus on traditional 
promotional activities, while high-growth firms emphasize 
expertise, relationships, and digital infrastructure. A search-
optimized website and marketing automation help these 
firms reach buyers more effectively, while internal education 
allows them to better communicate their expertise.

A Foundation for Higher Growth
In the era of scientific marketing, high growth is no longer 
a mystery. By leveraging proven tools and techniques, it is 
possible to join the fastest-growing accounting firms in the 
country and help lead the industry forward.

Readers can download the report’s Executive Summary by 
visiting www.hingemarketing.com and entering “budget 
benchmark study” in the search field. The full report is available 
from the Association for Accounting Marketing. With this data in 
hand, readers will be equipped to learn from some of the most 
effective accounting firms in the country, building a research-
driven foundation for higher growth. 

About the Author
Lee W. Frederiksen, Ph.D., is Managing Partner at Hinge, the  
leading branding and marketing firm for the professional  
services. Hinge conducts groundbreaking research into high-
growth firms and offers a complete suite of services for firms 
that want to become more visible and grow. Lee can be reached 
at LFrederiksen@hingemarketing.com or 703-391-8870.

New Marketing Budget Benchmark  
Study Shows Path to Higher Growth
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Hollinden, a consulting firm that specializes in working with 
professional service providers, presented the results of its 2014 
Professional Services Marketing Report at the AAM Summit in 
June. Nearly 560 professional service providers participated in 
the survey. Thirty-six percent of the respondents are from the 
accounting profession, with nearly 60 percent being partners.

The presentation focused on the differences between how 
accountants market compared to professional service providers 
in other industries such as engineering, law, and real estate. 

The study found that 42 percent of accountants spend less 
than 10 percent of their time marketing compared to survey 
respondents from other industries who spend more time 
doing so.  Forty-eight percent of respondents from other 
industries spend more than 25 percent of their time market-
ing, with the majority investing more than 75 percent of 
their time. Thirty-seven percent of the participants from the 
accounting profession cited the lack of time and resources as 
the reasons that they do not market more.

Surprisingly, 21 percent of the respondents from the account-
ing profession said that they do not invest more in marketing 
because they are satisfied with the size of the firm and they 
receive plenty of referrals. This seems short-sighted because 
of the fact that so many partners are close to retiring in the 
next 10 years and need to grow their practice to fund their 
retirement. At issue is that resources are not being invested in 

training young professionals to develop relationships and new 
business. Accounting marketing lags behind other professional 
service providers in the use of marketing automation and client 
relationship management (CRM) tools. Only 10 percent of the 
respondents from the accounting profession reported using 
marketing automation and 40 percent a CRM system, compared 
to 10 percent and 51 percent respectively from other industries.

Even so, marketing efforts in the accounting industry are 
more focused on building brands, lead generation, network-
ing, and relationship development. Thirty percent or more 
of the time accountants invest in marketing is on strategic 
efforts. Participants from other industries reported that 85 
percent of their time is spent on writing proposals. 

What is really interesting is that 63 percent of the respon-
dents from the accounting industry recognize the con-
tribution made by their marketing departments as being 
active and consistent. More firms are investing in engaging 
websites and social media. They are also asking marketers 
to become involved with employee recruitment and reten-
tion. The culture of the firm influences how team members 
market, as well as the delivery of service. 

Drivers of success in marketing professional services are: 
networking, positioning and messaging, and team alignment. 
Professional services marketers are tasked with the second 
two drivers. Firm leadership and accountants are tasked with 
the first. Interested parties can download the 2014 Professional 
Services Marketing Report at www.hollinden.com.

The 2014 Professional Services Marketing  
Report — How Does Your Firm Compare?

Eileen Monesson, PRCounts, llc
Trends & 
Insights

Growth Strategies  Vol 5 • Issue 2

Drivers of success in 
marketing professional 

services are: networking, 
positioning and messaging, 

and team alignment.”
“



7accountingmarketing.org

In January 1990, I started my second job as a CPA firm mar-
keting director, moving from Long Island, N.Y., to Atlanta, Ga. 
When I entered my new office there was an article waiting 
for me on my desk with the headline, “Average Tenure of CPA 
Firm Marketing Directors is 11 Months.” I asked myself, What 
have I done?

Fortunately, the accounting marketing profession has come a 
long way since 1990. Marketing director tenure has increased 
dramatically. Marketers are achieving partner, principal and 
chief marketing officer status. So, with these advances have 
partner expectations of their in-house marketers changed?

To answer this question I interviewed the managing partners 
of three firms with long-term marketing professionals: Julie 
Barnes, Marketing Director, Smith & Howard (Atlanta, Ga.,  
10 partners, nearly 100 staff, 1 office), has been with her firm 
for more than 20 years. Ann Callister, Director of Marketing, 
Clark Nuber PS (Seattle, Wash., 19 partners, 180 staff, 1 office), 
joined her firm more than 17 years ago. Fonda Lang, Practice 
Development Manager, Keiter (Richmond, Va., 17 partners, 134 
staff, 1 office), has been with her firm for more than 13 years. 

The Beginning of Their  
CPA Firm Marketing Career
Each came to the accounting marketing profession from a 
different place. Barnes joined Smith & Howard in late 1993 
as an administrative assistant to the firm’s then managing 
partner, Jim Howard, and the audit department. “The audit 
practice drove the business development and marketing,” 
explains John Lucht, CPA, Managing Partner of Smith & 

Howard. “Julie was involved in the marketing of the audit 
practice. She expressed an interest to grow in her career and 
do marketing.”

Callister joined Clark Nuber after 10 years in bank marketing, 
which gave her the experience of finding the right target 
audiences and clearly communicating with them based on 
their needs. “When Ann was hired at Clark Nuber, there was a 
clear misunderstanding of what a marketing director would 
do,” explains Dave Katri, CPA, Senior Advisor, who recently 
retired from the CEO role at Clark Nuber after 14 years. “The 
role clarification between marketing and sales happened 
fairly fast. Ann began to implement marketing programs 
to help drive sales, but she wasn’t going to be the business 
development person. The separation of sales and marketing 
early on helped to set the right framework for her to be able 
to implement the right type of marketing programs.”

Lang spent three years at McGladrey prior to joining Keiter. 
She understood the CPA firm culture, how a firm operates, 
and the importance of getting to know the partner person-
alities and gaining their trust. She was hired as a proposal 
writer and to clean up the proposal process. “She wasn’t will-
ing just to be a proposal writer,” says L. Michael Gracik, Jr., CPA, 
Managing Partner of Keiter. “She is a marketing professional 
and was able to help us manage the marketing process bet-
ter. Before Fonda arrived, our marketing efforts were haphaz-
ard with everyone doing their own thing. Fonda helped us 
be more strategic about our marketing plan.”

Partner Expectations
Partners have always set high expectations for Barnes. “The 
longer you work with Julie the more you get that trust feel-
ing,” Lucht says. The expectations each year get higher based 
upon her experience and what she’s delivered.”

The biggest thing that’s changed over the years is social media 
and information overload, according to Lucht. “We have more 
information at our fingertips. We also have the same expecta-
tion of Julie,” he says.” If we have a question she should be 
able to get the answer quicker. Think smarter, faster, better. We 
expect her to step up her game and get information.”

With so much information available, Lucht now looks to 
Barnes to hire the right people to get the answers. “In the old 
days we’d say, ‘Julie, go do our social media marketing plan.’ 
Now, we don’t expect her to do it but to manage the wisdom.”

Beating the Longevity Odds: 
Career Paths of 3 Marketers
Jean Marie Caragher, Capstone Marketing

Feature Article



Meanwhile, Callister spends a lot of time with the principal 
group, helping them with industry niches and individual 
sales activities to get them across the finish line. “Then, as 
partners, they understand the importance of marketing. 
It’s not a surprise about what she does because they have 
received Ann’s care and guidance,” Katri says.

The Changing Marketer’s Role
The firm’s marketing is changing to counter competition, 
according to Gracik. A couple of years ago, Lang suggested 
hiring a public relations firm to place articles and news  
about the firm. “We were confident in Fonda’s ideas and if  
she thought we should do it then we should do it, and it  
has paid off big dividends for the firm,” Gracik said. “If she  
had asked us to do that 10 years ago, we would have told  
her that she was crazy. “

Lang also suggested the rebranding of the firm, which has 
had a positive impact on the firm’s culture. Keiter’s brand 
strategy impacts what they call “lift outs,” attracting experi-
enced professionals from Big 4 or regional firms to fill a spe-
cialty niche or bring a client base with them. “This is one of 
the ways, in addition to organic growth, of successfully grow-
ing our firm,” explains Gracik. “We can’t attract those people 
unless our marketing folks have created a strong brand in the 
marketplace. These experienced professionals want to go to 
a firm with their act together from a marketing standpoint to 
help them succeed.”

Expectations of Callister have changed dramatically from early 
on, as well. Clark Nuber has migrated from a general purpose 
firm to industry niches and service line specializations, and, 
with that, there is a lot more input coming from partners 
about the strategies in these groups, Katri explains. “First, the 
partners need to get their act together about the priorities 
for the firm at large — what are the most important things? 
Then, we need to make sure that the right levels of support 
are delivered by the marketing department to implement 
the strategies of the market niches. Ann has a great deal of 
interaction with these groups. She understands the strategies 
and develops tactical plans to raise the awareness of our firm 
and make our people successful.”

Gaining Partner Respect
Callister receives many requests for support and resources, 
some that don’t fit the strategy of the firm, according to Rob 
Wheeler, CPA, President/CEO, Clark Nuber. “She advises them 
on what needs to happen in order to earn additional support 
or resources from marketing. She’s strategic about spending 
money on items with marketing and branding benefits, and 
is intuitive in how she interacts with people,” he says.

“Ann has driven many new initiatives for the firm,” Wheeler 
continues. “She finds ways to demonstrate immediate suc-
cess, which she communicates firmwide. That helps her gain 
support for other new initiatives.”

It helps that she is practical with the firm’s marketing budget. 
“You can throw all sorts of money at technology that may 
have moderate return on investment,” says Wheeler. “She 
identifies what makes sense for us.”

The Evaluation Process of  
Evaluating In-house Marketers
Lang is evaluated in the same way as all staff below partner on 
five core competencies: productivity; technical knowledge and 
work quality; client service; people development and teamwork; 
and business development. She is also evaluated on the results 
of the firm’s electronic marketing, public relations, and how well 
she supports the partners and staff with their marketing efforts. 
“The marketing plan is used for her annual goal setting, which is 
a collaborative effort with Fonda,” Gracik says. “We determine the 
goals that will help us achieve our strategic plan; a big part of 
her evaluation is how well these goals are achieved.”

Smith & Howard uses the Rockefeller Habits approach to strate-
gic planning and goal setting. The firm had a strategic planning 
session last year, where the partners put together a five-year 
vision, broken down into one-year goals, and 90-day goals to 
get the one-year goals done. “We try to drill it down as much as 
possible to keep it within those goals so we don’t go off task,” 
Lucht says. “Julie’s BHAG (Big Hairy Audacious Goal) this year is 
the digital marketing strategy. The other stuff is to improve the 
overall effectiveness of her staff, help her staff to be quicker and 
faster on a daily basis, and stay focused on her top priorities.”

Barnes takes part in the firm’s biennial Career Development 
Meeting process. She also meets weekly with Lucht and 
monthly with a Marketing Committee. 

Callister has a formal annual review with the firm’s managing 
partner. Input is sought from her marketing team and others 
in the firm. About eight or nine years ago, she developed a 
three- to five-year roadmap for the marketing function that 
lists the critical elements that she thinks are important for 
the firm to get done, and she uses this for her annual goal 
setting, according to Katri. “She sets a vision for the marketing 
function that aligns well with the firm’s marketing and busi-
ness development goals,” he says.

Aligning Marketing with Firm Strategy
Lang helps the firm with its strategic plan, Gracik says. “Our 
strategic plan is always about growth and business devel-
opment. Fonda and her marketing team know the ins and 
outs of our strategic plan and design their efforts to help us 
achieve that plan.”

Katri believes that having tight alignment of the firm’s sup-
port functions with the business strategy is critical to suc-
cess. “When you don’t have alignment and connection with 
strategy, the support groups make up what they’d like to do. 
‘What projects do I think are interesting?’ When you have 
a disconnect with strategy you’re going to have projects 

8 Growth Strategies  Vol 5 • Issue 2
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come out that you introduce back to the professionals in the 
organization, and they will think, ‘Why did we do this?’ The 
alignment and sticking to the marketing plan that mirrors the 
strategy of the firm is when you can point to how you’re driv-
ing the firm forward. Marketing plays a key role in doing that.”

Advice for Managing Partners
What advice do our managing partners have for their  
fellow managing partners about building a successful  
marketing function?

“Get out of the way,” says Gracik. “Embrace their ideas. Let 
them be part of the strategic planning process. Give them 
some room to take risks and be creative for the firm.”

Start with someone who knows the firm and/or the partners  
already, Lucht advises. “It has to be the right person. Be 
consistent with how you supervise and keep the pulse of 
the person on a regular basis. Be firm and have the tough 
conversations,” he says. 

Katri advises providing support around the marketing person: 
“Protect them, especially for the first year or two, to allow time 
for the marketer to start broad-based programs.” Wheeler 
adds, “All partners need to know that the managing partner 
has the marketer’s back and is willing to support them. Give 

them autonomy to make decisions on strategy and resources, 
and not have to respond to every partner whim.”

When Barnes, Callister and Lang started with their firms, 
the firm sizes were significantly smaller than they are today. 
These three marketing professionals demonstrated their 
ability to grow with their firms, to play a role in the strategic 
direction of their firms, and to be accountable for achieving 
their goals. And, yes, partner expectations of marketers have 
changed, matching the changes in firm growth and strat-
egy, in the marketplace and in technology. What can you do 
today to position yourself for the long term in your firm?

About the Author
Jean Marie Caragher is president of 
Capstone Marketing, providing market-
ing consulting services to CPA firms 
including Brand SurgerySM, marketing 
and strategic planning, inbound  
marketing, retreat facilitation, and 
training. She is the author of The 
90-Day Marketing Plan for CPA Firms: 
How to Create the Roadmap for  
Your Firm’s Growth. For more informa-
tion, contact her at 727-210-7306 or 
jcaragher@capstonemarketing.com.
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Turbocharge Your Growth:  
Build Your Own Rainmakers
How would your growth be affected by having just one more 
rainmaker at your firm? Five more? Ten more? It’s no secret that 
firms are hungry for growth, and building more rainmakers at 
your firm would seem like a reasonable way to accelerate your 
growth. But how would you go about this? 

I’ve had the opportunity to talk with dozens of rainmakers 
throughout my career and I always ask them what has  
influenced their success. Ninety percent of the time, the 
response falls somewhere within the four quadrants of  
business development success.

What Is a Rainmaker?
First, let’s define a rainmaker. In many firms, the top rainmaker is 
the one who brings in $150,000 or more of new business every 
year from a combination of cross-selling to existing clients and 
revenue from new accounts. However, this is generally the low 
end. Many rainmakers bring in $300,000, $500,000, or even more 
new revenue annually. As this benchmark shows, rainmakers are 
quite rare. Based on my experience, only a small percentage — 
somewhere between 5 percent and 10 percent — of current 
partners fall into this category. 

There’s also a larger population of partners — perhaps  
40 percent to 60 percent based on my experience — who 
bring in some revenue, but not quite $150,000 per year.  
Let’s call them “mist makers.” What if you could improve  
their performance and have them contribute more? 

And of course, you have future mist makers and rainmakers, 
typically new partners and managers, who seem to have 
a good handle on client development, handle themselves 
well in sales situations, and have the ability to contribute to 
growth at a greater level.

The good news is that the skills needed to develop new 
rainmakers from scratch, improve current mist makers, and 
even strengthen the performance of your current rainmakers 
are the same. The application of these strategies can literally 
help anyone looking to bring more business to the firm. They 
fall into four quadrants: client development; referral source 
development; personal brand building; and product devel-
opment / sales acumen. 

Two examples of real accounting firm professionals who have 
built their books of business leveraging the four-quadrant 
model include:

4   Donna, a tax partner with a large local firm in the Mid-
west. Using a consistent approach to marketing in each 
of the four quadrants, Donna grew her personal book of 
business from $700,000 to $1.3 million in six years.

4   Jim, an audit senior manager with a large local firm in the 
Northeast. He built his personal book of business from 
scratch to $30,000 in 10 months by focusing heavily on 
quadrants one and two. 

Quadrant 1: Client Development
If you serve your clients well, have strong relationships, 
and capitalize on the opportunity to cross-serve and cross-
sell, you can often secure half of your annual revenue goal 
from right within your current client base. Rainmakers are 
extremely effective at building and developing powerful 
client relationships. They also leverage these relationships to 
their fullest extent. 

Rainmakers often have clients who are friends. Whether they 
were clients first or friends first doesn’t really matter. Friendship 
often translates into loyalty, and that means long-term retention. 

Art Kuesel, Kuesel Consulting

Feature Article

The Four Quadrants of  
Business Development Success

Quadrant 1:  
Client Development

Quadrant 2:  
Referral Source Development

Quadrant 3:  
Personal  

Brand Building

Quadrant 4:  
Prospect Development  

and Sales Acumen
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Loyalty also creates an opportunity for cross-selling, as loyal 
clients are more willing to listen when you have something to 
recommend. They’re also more likely to refer you to other cli-
ents. And to put a nice bow on this whole quadrant, long-term 
clients who use multiple services are often the most profitable 
clients for the firm. Good rainmakers spend up to 50 percent 
of their marketing time in quadrant one — for good reason. If 
you’re seeking to build more rainmakers, then make sure they 
are adequately leveraging their current base of clients. 

Quadrant 2: Referral Source Development
Great rainmakers usually have robust referral source net-
works, meaning at least 10 referral sources, if not more. (The 
most I’ve been told is 25.) Their networks often comprise a 
diverse population of contacts, who know exactly the kind 
of client they are looking for, and they send high quality 
referrals at least once per year. Further, the referral sources are 
often part of their best clients’ centers of influence (COI). That 
is, these great referral sources have clients in common with 
the rainmaker already, which facilitates a stronger bond and a 
higher level of trust.

Diversity plays a big role in the success of the rainmakers’ net-
works. In most markets, it’s not possible to have an effective 
network of 10 attorneys and bankers — as there would be too 
much overlap between referral sources, creating competition 
and a shortage of reciprocation opportunities. Therefore, the 
rainmaker usually includes specialized industry consultants, 
third-party administrators, financial advisors, commercial real 
estate agents, friends, other CPAs, and other types of referral 
sources. Remember that you need frequent touches or inter-
actions with your good referral sources, usually about four 
times per year to maintain a strong relationship. 

Increasing the quantity, quality and diversity of their referral 
network should be a goal for anyone looking to become a 
rainmaker in their firm.

Quadrant 3: Personal Brand Building
Rainmakers usually have a strong personal brand and are 
known in the marketplace for their specialization in one or 
more industry niches or service lines. This brand is created 

through deliberate and consistent participation in trade 
groups, civic, community, or not for profit organizations and 
other associations. It’s not enough to show up and network, 
because that rarely creates the depth or breadth that is 
needed to have a well-defined personal brand.

To build awareness and demonstrate expertise on a topic, 
rainmakers seek opportunities to speak in front of their target 
audiences, write for journals, and effectively use social media 
tools like blogs, LinkedIn and Twitter to create a following on 
a particular topic matter or expertise. A consistent effort in 
quadrant three will help to create a “pull” effect in the market-
place and ideal clients will be drawn to your future rainmaker.

Quadrant 4: Prospect  
Development and Sales Acumen
A rainmaker will have a solid definition of the kind of client 
they want to work with (industry, size, ownership characteris-
tics, etc.) and this is helpful when describing the ideal referral. 
It’s also essential to create a list of top prospects who would 
be ideal clients. Then, using tools such as LinkedIn, Hoover’s, 
and strong client and referral networks, they attempt to find 
entry points for introductions and meetings. 

They also know how to run an effective discovery meeting 
to uncover needs, wants, and pains — and they effectively 
translate these into value propositions that speak well to 
prospective clients. Ultimately, the prospect feels as if the 
services offered and approach taken were designed specifi-
cally for them. 

In summary, using these four quadrants as a guideline, you 
can build rainmaking skills for anyone at your firm who can 
and should be bringing in more business. But, it won’t hap-
pen overnight; these strategies take time to produce results. 
The key to success usually lies in consistent and effective 
implementation over the course of many years to build the 
skills and habits, and ultimately creating a steady driving rain 
for the firm.

About the Author
Art Kuesel is the President of Kuesel Consulting and a 15-year 
veteran of the public accounting industry. Art’s experience comes 
from a combination of two internal 
growth roles in a Top 25 and Top 125 
public accounting firm and eight years 
of growth consulting experience to 
clients ranging from 10 people to Top 
10 firms. In addition, Art was recently 
recognized by his peers as one of public 
accounting’s top 100 most influential 
people. Art presented the session “Tur-
bocharging Your Growth By Building 
Your Own Rainmakers” at the AAM 2015 
Summit. For more information, contact 
him at art@kueselconsulting.com.

Loyalty also creates an 
opportunity for cross-selling, 

as loyal clients are more 
willing to listen when you have 

something to recommend.”
“
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What to Expect from Outside 
Agencies and Consultants
What are today’s best practices for hiring communications  
agencies? What do our peers look for in an agency relationship 
and what matters the most to their firms? Larger accounting 
firms have bigger budgets and extensive resources for killer 
marketing initiatives, but what about the smaller and midsize 
firms? How do smaller firms utilize agencies to their competi-
tive advantage?

In order to gain perspective of expectations of smaller CPA 
firms’ agency relationships, we started an AAM discussion on 
LinkedIn. In addition, we sent out surveys to CPA firm partners 
and in-house marketers in small and midsize firms. 10 percent 
of survey respondents were firm partners, 80 percent were 
marketing directors and 10 percent were members of the in-
house marketing team. We also reached out to several agencies 
and consultants for their perspective on the topic and how they 
manage accounting firm relationships for success. 

The Buzz on LinkedIn
We received great feedback from our LinkedIn AAM Discus-
sion Group. “Firms need to decide what they want out of their 
agency: strategy, tactics, bold creative or cheap services,” Jim 
Arnost, Director of Marketing & Business Development at Lurie 
Besikof Lapidus & Company, LLP (Minneapolis, Minn., 15 part-
ners, 120 staff ), believes. ”The more strategic and creative you 
want them to be, the more you need to interact with them. 
You will get back what you put into the relationship. Treat 
them like the partner YOU want your clients to treat you as.” 

Julia Germeyer, Director of Marketing at Louis Plung &  
Company, LLP (Pittsburgh, Pa., eight partners and 50 staff ), 
offers great advice about keeping your firm brand and the con-
servatism of your firm partners in mind when working with an 

agency. “The most important step in the process begins before 
the agency ever gets involved, “ she says. “Know what you need 
and what you don’t; define a successful outcome and any 
particular guidelines. Then, let the agency do its thing.” She also 
suggests that finding an agency whose personality matches 
your firm’s brand (or desired brand) helps to ensure the final 
product is both successful and agreeable to the partners.

“Agency understanding of your firm’s character, culture 
and clients’ personas is key,” says Dana Bottorff, Marketing & 
Business Development Professional at G.T. Reilly & Company 
(Boston, Mass., four partners, 35 staff ). She also believes in 
authentic communication. “My firm has a different culture 
than another accounting firm, and our communications 
should reflect that unique character,” she says.

Relationship Approaches from  
the Consultant’s Point of View
Consultants also participated in our LinkedIn discussion. Lisa 
Rozycki, Principal of LR Marketing Group in Greater Philadelphia, 
says it all depends on what the client is looking for in an agency 
relationship. You may be very strategic in nature, but need help 
with plan implementation. Or you may need both strategy 
formulation and tactical implementation. She recommends 
setting expectations and deliverables first and then seeking a 
consultant/agency with proven experience that can meet and 
deliver on those expectations. 

Steve Brunson, Managing Director of Catalyst CPA Marketing 
Solutions, a full service agency that focuses on the needs of 
CPA firms in Indianapolis, Ind., explained how different projects 
may result in different approaches, be they tactical or strategic. 

A veteran of large-firm marketing, Brunson has the expertise 
to cater to firms with gaps in their internal marketing talents. 
“Firms with internal marketing teams typically use us as a 
creative agency. For these clients, we act as a creative exten-
sion of their marketing team,” he says. “The better we know 
our client and the earlier we get involved in each project, the 
more strategic value we can deliver.” 

New Jersey-based PRCounts structures its services in a similar 
fashion. Eileen Monesson, principal of the marketing consul-
tancy, explains, “We are full-service marketers for some cli-
ents, doing everything from the development of a strategic 
marketing plan to the implementation of that plan. For other 
clients, we work as their PR consultant, writing press releases 

Nancy Coffman, NC Strategic Solutions

Feature Article

It all depends on what  
the client is looking for  

in an agency relationship.”“
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and articles, pitching them for speaking engagements, pre-
paring their presentations and ghostwriting blogs and other 
content for e-newsletters.”

Meanwhile, at CSA Studio, in Metro Washington DC, Chrys 
Sbily explains how even specific services may differ based on 
the needs and budget of a client. A small start-up may need 
branding work vs. a large association, for example. The time 
commitment is often very different, so the fee structure var-
ies depending on the complexity of the assignment and the 
size of the firm.

Who Sets Firm Marketing  
and Growth Strategy?
Firm marketing and growth strategy is established in-house, 
according to our survey participants. Some firms, however, 
have their agency provide input or look over the strategy to 
determine where they can be of assistance. Matthews, Carter 
& Boyce (Fairfax, Va., 12 partners, 65 staff ), takes a slightly dif-
ferent approach. The firm engages the services of an external 
consultant who works with the firm’s in-house marketing 
director, managing partner and executive committee to 
formulate the strategic plan and marketing strategy. “MCB 
recognizes that using an external consultant offers them the 
project management expertise, competitive best practice 
thinking and dedicated time to ensure the firm’s strate-
gic plan doesn’t grow dust on the shelf, but in fact is fully 
implemented,” according to Lynn Fasi, Business & Marketing 
Consultant. “Partners and management teams at smaller 
firms generally are focused on billable client work and day-
to-day operations and lack in-house expertise to successfully 
do marketing on their own,” she adds.

Do Firms Hire Agencies for Strategic  
Ideas or Their Portfolio of Work? 
Our survey revealed that a firm’s rationale for hiring an 
agency really depends on the project. For smaller proj-
ects, such as one-off advertisement design or a marketing 
brochure creation, firms base their decision on the agency’s 

portfolio of work and experience with similar clients. Judging 
the portfolio of work is even more important when selecting 
an advertising or digital agency, especially when the strategy 
has been set and the CPA firm is simply looking for creative 
or deliverables to complement their strategy. For larger 
projects, such as a multichannel ad campaign or website 
redesign, hiring decisions are based more on strategic ideas, 
relationships and referrals. As one survey respondent notes, 
“We look for agencies that do not put us in their box, but get 
who we are and offer strategic ideas and plans. If they just 
want to slide us into the process they’ve done for everyone 
else, we won’t use them.”

There are also several things to consider regarding agency 
personality and style. The selection process should include 
time reviewing the agency’s past work to ensure it fits with 
your firm culture, style and personality. Also consider rela-
tionships with your in-house marketing team. Hire an agency 
who will work seamlessly with your team, using the strengths 
of the in-house team’s skills. This will help to keep costs down 
and lend an extra hand when and where the in-house team’s 
skills are lacking. 

Firm Priorities
We asked accounting marketers to rank their priorities when 
working with an agency or consultant. It is no surprise that 
“Providing Advice” was the highest priority followed by “Final 
Product or Deliverable.” “Cost” was the lowest priority in the 
agency relationship.

What Makes an Agency  
Relationship Successful?
Our members provided us with four key attributes to a suc-
cessful agency relationship: 

1.  Responsiveness. “Treat the agency as a valued partner 
and give them the information they need. Be responsive 
to what they need for logistics and give them access to 
management and clients.”

2.  Relationships. “My marketing and communications firm 
gets us. I have a relationship with the agency owner that 
has developed into a friendship in addition to a working 
relationship. It works because I can tell her my vision from 
25,000 feet and she can pull it together with the tactics 
needed to make it successful.”

3.  Quality. “Success is based on the quality of the agency 
personnel assigned to the task. The work is very personal 
and everyone has different ideas as to what looks good 
and what does not.”

4.  Communication. “Even though some past projects have 
been award winners, if the agency hasn’t communicated 
well with me and my teams to ensure our expectations 
are being met, then I’m less likely to call on them for 
higher stakes projects in the future.”

continued on page 17

Please rank your priority when working  
with an external agency or consultant 

(1-5, 1 being highest priority)

Final Product  
or Deliverable

Meeting
Expectations

Accounting 
Firm Knowledge

Providing  
Advice

Cost

0 1 2 3 4 5
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Does more than a decade of accounting marketing experi-
ence prepare you for a new job in another firm? In some 
instances it does, but the experience is still like trying to drink 
from a fire hose. Whether you are new to your firm or new 
to the industry, there are some key areas where you must 
concentrate your efforts to ensure your success. 

By focusing on relationships and driving top-line revenue, 
you can build the credibility you need to produce the results 
your partners want. However, that’s easier said than done. 
You will face many obstacles, and more information and 
requests will be coming at you than you can handle. Keep 
your focus on the following areas and you can be successful 
in your firm and your chosen profession. 

Start With People
We are in a people business — from those we work with to 
those we help our firms sell to — it’s the foundation of every-
thing we do. You have to first understand the importance of 
relationships and then work to build them in meaningful ways. 

Get to know your marketing team. Whether you are leading 
a team or part of an existing team, your ability to work as a 
member of that team will require that you know how each 
person best contributes. Even if you are a team of one, there 

must be other people in the firm who handle marketing func-
tions, perhaps an administrative assistant, a marketing partner 
or even an intern. Whoever those members are, consider them 
extended members of your team. 

If you are heading up a team, it’s imperative that you meet 
with your team on day one. Team members will be curious 
as to who you are and what you plan to do — change puts 
everyone on edge. After an initial team meeting, schedule 
one-on-one meetings with individual team members. Ask 
them what they do, what’s working well and what’s not and 
what they need to know to do their jobs better. Also, be sure 
to inquire about their superpower: what they do exception-
ally well, which is probably why they were hired. 

What will you find out from this exercise? You may discover that 
there are inefficient processes, a lack of project management, a 
team in turmoil or a need for training. You’ll also be able to tell 
if people are being utilized to the best of their abilities and in a 
way that allows the person’s true talents to shine. 

If you aren’t the department head, you should still have 
similar meetings with other team members, adjusting the 
questions accordingly. Aim to figure out what they do, how 
they work with others and how you can work best with them. 

Establishing Credibility
Tips for both new and experienced marketers
Katie Tolin, CPA Growth Guides, LLC

Feature Article

What to Tackle at Your New Firm

The following is a simple checklist of things you will want to consider doing early on in your career at a new firm. Be 
sure to customize this list based on your role and add items that are imperative to your supervisor and firm.

Personal Development
❑  Subscribe to & read  

industry publications
❑  Read marketing 

publications regularly
❑  Learn what your  

firm does
❑  Understand various 

buyers (by industry  
and service, stage of  
the buying process)

❑  Build a network of 
people to whom you 
can ask questions

❑  Find a mentor and/or 
micro mentors

Team Development
❑  One-on-one meetings
❑  Review staff 

documents (reviews, job 
descriptions, etc.)

❑  Build team 
communication 
structure

❑  Team-building activities
❑  Determine team 

structure
❑  Team training (in-house 

and/or off-site)
❑  Look for admin help if 

you don’t have a team

Partner Relationships
❑  One-on-one meetings
❑  Matrix of feedback
❑  Present themes/

recommendations

Actions/Tactics
❑  Find an early win
❑  Insert yourself into 

growth discussions
❑  Drive growth projects
❑  Implement a pipeline
❑  Develop processes
❑  Improve efficiency 

Strategy Development
❑  Review everything 

(marketing plans, 
strategic plan, branding 
documents, policies/
procedures, website, 
marketing materials, 
firm newsletters, social 
media channels, etc.)

❑  Benchmark spending
❑  Revenue segmentation

Growth Strategies  Vol 5 • Issue 2
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Understand your partners. The most important thing a 
new marketer can do is take the opportunity to identify with 
partners. This is also accomplished via one-on-one meetings, 
stressing that it’s a confidential discussion so you can gather 
information to develop future strategies. Consider yourself a 
reporter, ask questions and take notes. This is not the time to 
talk about yourself and push your desires. Ask about their role 
in growing the firm, what has marketing done for them that 
has been helpful, what does marketing do that doesn’t add 
value and what would they like to see you fix. 

The single most important question you must ask is: “What 
else do I need to know to be successful here?” From this 
question alone, you will learn so much about the internal 
politics about your firm. You will probably hear about who 
the real decision makers and influencers are. What sacred 
cows exist including who supports them and who doesn’t. 
Why certain marketing dollars are spent and if people see 
them as valuable or not. And what you need to know about 
working with various people in the firm. 

Develop Your Strategy
As you are getting to know the people in the firm, you have to 
begin putting your arms around future strategies that will drive 
growth. Start by reading everything you can get your hands 
on — marketing plans, strategic plans, marketing materials, 
etc. After reading, ask questions to further your understanding. 

Then, there are two studies you should undertake that will 
help you develop your strategy. One will show how your firm 
spends marketing dollars and the other how it makes money. 

Benchmark marketing spending. Ask for a copy of your 
firm’s marketing budget or details on its prior year’s spending. 
You’ll also want to obtain industry information to compare your 
spending to. AAM has a great report and you may also be able 
to get data from your firm’s accounting association. Make sure 
you sort your expenses in the same manner as the data you are 
benchmarking. Look for data from firms of a similar size, geog-
raphy and growth rate to see how you stack up.

Segment revenue. Take every dollar of your firm’s revenue 
and drop it into a spreadsheet where every service your firm 
provides is a row and every industry you serve is a column. 
Be as specific as possible. By knowing your firm’s strengths, 
you will be able to guide partners on where to focus their 
future efforts and resources.

Take Thoughtful Action
As a new addition to your firm, you will be popular. People will 
want your help on projects as they test your skills and abilities. 
However, you need to balance those requests with the actions 
you want and need to take in order to build credibility. Think 
about what it is you want to accomplish, focusing on:

Finding an early win. Look for a project you can tackle that 
is highly visible in your firm, solves a pain point of numerous 

partners and impacts firm growth. This should be something 
where the difference would be substantial. Maybe it’s your 
website, your branding or your proposals.

Inserting yourself into growth discussions. You can define 
what activities you want to be a part of by asking to be 
included in meetings and projects that are tied to the growth 
of the firm. This could be something like a strategic planning 
session, the development of a new service or discussions on 
client service. 

Creating efficiencies. There will be processes you can 
improve that will help the firm in a visible way. Perhaps it’s 
how you put together proposals, plan events or develop 
your content. Look at how you can accomplish goals with 
less people time, while not hurting quality, and if there are 
resources or technology you should be utilizing to do so.

Build Your Professional Reputation
You have to keep on top of your marketing game, knowing 
that you can’t be strong in every area. But you should have 
cursory knowledge about the impact different tactics can 
have on your firm. Read about those areas and know who in 
the industry you can turn to for help. 

Every marketer also needs to spend time reading about and 
understanding what’s going on in the accounting industry; a 
time investment that is even more imperative for those new 
to the industry. Work to make sure you know what regula-
tions and legislation are coming down and how they will 
impact your firm and your clients. Also get to know the pain 
points of your buyers by industry and service line and how 
your firm solves that pain. This understanding will ensure 
you’re presenting the best strategies and right verbiage to 
help your firm resonate with buyers. 

Finally, don’t underestimate the impact a mentor or a series of 
micro-mentors can have on your career. Identify people you 
can turn to for advice and guidance. People who will help 
you learn from their experiences. People who want to see 
you succeed. Mentors are simply the best thing you can do 
for yourself. And your personal growth helps your firm, too.

About the Author
Katie Tolin changed firms after 11 years, 
joining SS&G as a non-equity partner and 
director of practice growth. Eight months 
later, the firm merged with BDO and she 
ended up completing her first six months 
at a new firm twice. Today, she is the Chief 
Growth Guide at CPA Growth Guides, LLC, 
where she helps accounting firms with 
strategies to drive organic growth and 
increase profitability. She presented on 
the topic “Make Your First Year Magic” at 
this year’s Summit. Katie can be reached 
at Katie@CPAGrowthGuides.com.
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Jessica Levin, Seven Degrees Communications, LLC

Zombie Loyalists: Using Great Service to  
Create Rabid Fans, by Peter Shankman

Book 
Review

Does your firm have Rabid Fans? For professional services 
organizations, relationships and referrals are key drivers of 
business development. Have you built a culture where your 
clients love your firm so much that they promote your services 
without you asking? This is one of the main themes explored 
by AAM Summit Keynote Speaker Peter Shankman in his book, 
Zombie Loyalists: Using Great Service to Create Rabid Fans.

Before picking up the book, I wondered whether this topic 
related to CPA firms or if it was more relevant to consumer-
based businesses. After reading the first chapter, I was con-
vinced that the accounting profession needs to embrace the 
concept of Zombie Loyalists to succeed. With fierce competi-
tion and firms struggling to differentiate themselves, supe-
rior, over-the-top client service can win or lose business.

While zombies play well into modern pop culture and Shank-
man was wise to capitalize on this trend, the book is not 
hokey. It provides solid advice for companies of all sizes. With 
a combination of wit and comedy, the stories in the book are 
all real experiences that happened to 
real customers and real businesses. They 
are stories that will leave you shaking 
your head at one company and cheer-
ing another. 

Shankman digs deep into the root of 
building Zombie Loyalists: corporate 
culture. A culture of service must be 
woven into the fabric of the organization 
and must be embraced by everyone. 
Employees are on the front lines of creat-
ing customer experiences that create 
fans. According to Shankman, this means 
helping employees to understand that 
they are empowered to make change 
and that they must understand cus-
tomer mentality. How can this work in a 
CPA firm that has layers of staff? How can 
a firm build its culture so that everyone 
from first-year staff to the most-seasoned 

partners think and serve clients the way they would want to 
be served? Is it possible for a supervisor-level accountant to 
understand the needs of a CEO? 

Firms have spent a lot of time talking about work-life balance 
and creating the right employee programs. Shankman notes 

that more well-rounded employees  
create Zombie Loyalist customers.  
Thule, a company that makes bikes and 
other equipment, encourages employ-
ees to participate in a daily lunch ride. 
Most employees that work there are 
cyclists, but yoga and other activities  
are also offered to non-bike riders. In 
turn, Thule has happy employees who 
believe in the company and tell others  
it is a great place to work. Thule has  
created fans from its own employee 
base — employees who spread the 
word about the company’s products 
to their friends and family. Are your 
employees so excited about the firm 
that they tell anyone who will listen?

Once a company (firm) has built a solid 
culture and empowered happy employ-
ees, creating exemplary customer 

A culture of service must  
be woven into the fabric of 
the organization and must  
be embraced by everyone.”

“
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experiences should be easy. The book is filled with story 
after story where one company made the difference in 
someone’s life — almost always with little or no expense to 
the company. The results of these small acts of service have 
resulted in their Zombie Loyalists telling tens or hundreds of 
people the stories. From the CEO of Tiffany writing a personal 
response to a letter he received from a young woman who 
was rejected for a credit card in 1980 to the Victor Talbots  
tuxedo store that stayed open and kept a tailor available 
when a frantic man called in need of a tuxedo for a speech 
he was giving in an hour, Zombie Loyalists have been created 
by simple acts of good service. The book also depicts the 
opposite. For example, when the man needed that tuxedo 
in an hour, he didn’t call one store, he called many. He called 
Men’s Wearhouse, who told him that they couldn’t help him. 
It’s powerful to read about how two similar businesses han-
dled the same situation so very differently. Imagine if a CFO 
called two CPA firms and one fixed her problem immediately 
and the other said it would be a week. This could happen. 
How would your firm respond?

One of my favorite stories in the book is a service story that 
happened to Shankman. He was hosting a paid conference 
call that went wrong. People paid and the quality was awful. 
Twitter went wild with #Fail. Shankman responded quickly via 
email and took full responsibility. He didn’t blame the tech-
nology, he owned it. His quick and humble response earned 
him the respect of his clients and, as a result, Peter Shankman 
created Zombie Loyalists of his own.

Shankman’s book is full of commonsense solutions to serving 
clients and creating fans. The stories that are included came 
from people who will never forget how good or bad a company 
treated them. Does your firm have Rabid Fans? What changes 
do you need to make to create Zombie Loyalists?

About the Reviewer 
Jessica Levin, MBA, CPA, CPE, is President and Chief Connector 
at Seven Degrees Communications. She has been helping CPAs 
communicate and build better relationships with clients and 
prospects since 2003 and has been an AAM member just as long.
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“What to Expect from Outside Agencies and Consultants” from page 13

How Agencies Handle Client Expectations 
Defining success is one of the biggest challenges agencies 
face with accounting firm clients. Of particular concern is when 
success is defined strictly on the client’s stated objectives for a 
project vs. the agency’s more broad perspective and input into 
larger organizational goals.

“If the client chooses to go in another direction, I try to be as 
clear as possible (while maintaining diplomacy) about why I 
would not recommend the direction they have chosen,” Sbily 
explains. “I’ve walked away from projects/clients where I felt 
the work would not be something I believed in.”

A client may get an idea which could be good or bad, Monesson 
notes. “I always listen carefully to what they want to do and why, 
research the opportunity and come back to the client with a 
thoughtful recommendation,” she says. “If the client still wants to 
move forward, we do and give the project the proper attention. 
One thing I have learned in life is to keep an open mind. You 
really never know how something will turn out until you do it.”

Brunson also takes an open-communications approach. 
“These situations aren’t very sticky for me. I will always share 
my best advice and experience with clients. The last thing we 
want is for a client to successfully complete the wrong proj-
ect,” he says. “The strength of the relationships that we build 
allows us to participate early in the planning process for most 
initiatives. In many cases, clients will approach my team with 
an idea, a need or a problem. We will then work together to 
develop strategies, tactics and initiatives.”

Conclusion
It’s not surprising that marketers in CPA firms are looking for 
the same traits in our agency relationships that we typically 
“brand” in our employer’s marketing messages. We want rela-
tionships, advice and a strategic partner who works with us 
to achieve our goals, not simply a vendor selling us a product. 

“You can’t put your agency in a box and then later wonder 
why they didn’t look out for you beyond a specific project,” 
Brunson explains. “Good agencies will genuinely care about 
both your project and organizational goals. If you trust them 
enough to invite them into important conversations, the 
value they will be able to bring to your organization will 
increase exponentially.” 

About the Author 
Nancy Coffman is one of the few professional services marketing 
consultants with a Big Four consulting 
and accounting background. Her  
firm, NC Strategic Solutions, consults  
with middle market accounting and 
law firms on marketing strategy  
and growth goals. Her skill set ranges 
from strategic planning and perfor-
mance measurement to websites,  
SEO, communications and branding. 
She is on the Growth Strategies  
committee. She can be reached at 
nancy@ncstrategicsolutions.com.



The title I was given for this column is “The View From Up 
Here.” As I thought about what I would write, it seemed you 
could take the title a few ways. My view is not a lofty one. It 
is one of serving AAM to the best of my abilities. It is about 
working with all of you to make AAM the best it can be. After 
all, YOU are AAM.

I have walked in your shoes as the head of marketing for 
Ciuni & Panichi, Inc. I faced many of the challenges you have 
faced or may be facing. I felt this was one of the reasons I 
was meant for this role. I get it. Another reason is that I have 
served AAM both as a volunteer and a co-chair, most recently 
of Virtual Education, which means I bring an understanding 
of how we work. There is not a lot of “getting up to speed” for 
me. I have been able to hit the ground running and running 
is what I have been doing.

It is clear to me from my conversations that you want a mix 
of content that is more hands-on and thought-provoking, 
that you want more opportunities to network with one 
another and that we need to build even more business 
development content. These are some of the items I will take 
for you to the board strategic planning session later this year. 

My role is really about bringing value to all of you. I have 
a goal to speak with each of you over the next year and 
understand not only what you love about this organization, 

but how we can improve. We not only want to improve on 
your experience with us, we want to grow as an organization. 
If you love AAM, why not reach out to someone and encour-
age them to join us? 

My vision for AAM is one I believe we all share: to be a 
thought leader, to be known throughout the industry as the 
association all marketers and business developers want to 
belong to. I can’t do it alone. I need all of you. I encourage 
you to get involved and volunteer.

My proverbial door (phone/email) is open. I look forward to get-
ting to know all of you. Let’s work together to make AAM great.

Have an idea? Contact me. 

About the Author
Lauren Clemmer has been a member and volunteer of AAM  
for the past eight years, most recently as co-chair of the Virtual 
Education Committee. Formerly the 
head of marketing for Ciuni & Panichi, 
Inc., she joined AAM in June to become 
the executive director. Lauren has more 
than 20 years of sales and marketing 
experience. She gives back to the com-
munity as a member of the Women’s 
Board for the Boys and Girls Clubs of 
Cleveland. She lives in Chagrin Falls with 
her husband, Denny. She can be reached  
at Lauren@accountingmarketing.org  
or 443-640-1061.
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My role is really about  
bringing value to all of you.”“



Winning is Everything 2016
For the third consecutive year, the Association for Accounting Marketing has teamed up with the Advisory Board to 
provide an executive level marketing track at the annual Winning is Everything Conference. 

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

The 2016 conference also offer a new business development track.

Register
winning-is-everything.com  

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

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

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

 Conference Dates
 January 20-22, 2016

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