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From the Editor
Marketing plays an important role in developing different 
facets of an accounting firm. Marketers tend to be involved in 
a gamut of plans beyond “typical” marketing: from business 
development and client retention to employee engagement 
and strategic planning. 

In this issue, we continue to explore the correlation between 
all of these areas. In a recent study by the AICPA, results 
showed that “bringing in new clients” ranked as the top issue 
facing respondents. The top three issues were rounded out 
by “retaining qualified staff” and “client retention.” All of these 
issues can be affected by the marketing department. 

These responses also speak volumes for the shift taking 
place within the profession. Marketers will be at the fore-
front of this shift and will be guiding their firms through  
the turbulent waters. 

In this issue’s articles, we bring you perspectives on a variety 
of topics through our various departments. 

On Your Mind. Eileen Monesson offers insight into how 
marketing is helping to keep employees engaged.

The Change Agent. Jessica Levin offers 10 tips for getting 
the most out of your AAM Summit experience, for newbies 
and experts alike. 

The Growth Leader. Laura Sparks interviews Bob Bunting 
as he urges marketers to embrace activities that deliver a 
greater value. 

Growing Rainmakers. Sarah Milans shares how marketing 
can affect and grow the client relationship for better client 
retention. 

Feature. Chris Bailey offers an outside perspective on how 
science and predictive analysis can revolutionize marketing. 

As this issue took shape, the concerns and interests within 
the accounting marketing community became clear. Market-
ers wear many hats and often have a hand in helping their 
firm grow beyond the bounds of the “typical” marketing role. 
Here our authors provide ideas and new concepts to help 
achieve those goals and continue to break new ground in 
accounting marketing. 

To be a part of the shift, submit your ideas for publication in 
a future issue to editor@accountingmarketing.org.

Sincerely,

Michael Bowlan
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Are You Incorporating Predictive Analytics Into Your Plan?
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Imagine if you could predict today what a client or 
prospect will do tomorrow and apply that knowledge 
to your marketing and sales efforts. In this article Chris 
Bailey discusses the basics of predictive analytics: how it 
is used, how to create a PA model and how to leverage 
it. The same data could be used to measure a client’s 
response to a campaign and the likelihood that a client 
will leave. These educated predictions could have a big 
impact on your bottom line. Chris Bailey
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“When you optimize your job openings for social media you 
have the capability to access millions of people,” says Jindrich 
Liska, Senior Director, Social Distribution for iCIMS, a global 
talent acquisition software provider. 

With over 3000 clients like Walt Disney and Price Chopper, 
iCIMS says social media does not discriminate with regard to 
the type of industry, location, or position type. And, accord-
ing to them, 89% of employers are using social media, 73% of 
employers have hired candidates through it, 55% of all jobs 
are currently posted on two or more social media networks, 
and 49% of companies saw an increase in their candidate 
pools after implementing social media recruiting.

Even conservative industries like accounting should  
recognize the exponential value of social media recruiting, 
says Liska.

Facebook is the largest social media network, claiming over  
1 billion active monthly global Internet users. The other play-
ers are Google+, YouTube, Twitter, LinkedIn, and Pinterest in 
over 300 social media networks.

According to iCIMS, in order to maximize social recruiting 
success, a complete social recruiting platform includes:

Social Media Optimization
There is no harm in having your content spread across as 
many social media platforms as possible. Large companies 
should have dedicated Facebook pages for their HR and 
Recruiting departments. Some larger companies have 10 to 
15 pages dedicated to specific departments and locations. 

Engagement also drives recruiting success. Keys to  
engagement are unobtrusive notifications to employees  
and referral sources, asking them to share a job with their 
networks and enabling you to reach second-degree pros-
pects. As an example, Liska points out that 100 employees 
can give you access to about 15,000 friends in their first-
degree network, and those 15,000 friends give you access 
to over 2 million second-degree friends. When you optimize 
your job openings for social media you have the capability  
to access millions of people.

Social Media Publishing
Always put yourself in the shoes of a fan or follower on your 
account pages. If you have diverse and interesting content 
being published to your newsfeed, you maximize results. 
Post articles and video about company culture, the interview 
process, company events, and college visits. Include buttons 
for one-click sharing. Heavy focus should be on branding to 
keep the candidate engaged. Personalize job openings with a 
specific recruiter so they can interact with that person. 

Intelligent Scheduling
Timing and type of content play a role in who at the end of 
the day gets the job in front of him or her. As more and more 
accounting firms and professionals use social media, proven 
tactics can help them understand and tweak recruiting strat-
egies for further optimizing the firm’s engagement with fans 
and followers. Measure all engagement activity with analytics 
by days of week, time of day, frequency, type of message, job 
opening, etc.

Referral Hiring
Give tools to employees as part of your social recruiting strat-
egy. Before social media, employee referral programs were a 
source of the best candidates but they did not deliver volume. 
Now, leveraging employees on social media can make a huge 
difference in the number of qualified candidates for a position.

Talent Networks
Talent networks used to exist only on Web job boards. On social 
networks, when you are presenting your jobs to practically 
anyone, there are a lot of passive candidates landing on your 
Facebook, Twitter, and LinkedIn pages. “If you don’t have a link 
to your talent network you are basically losing 90% of those 
passive candidates that you’ve already attracted,” says Liska. 

Ideally, you would like to have a talent pool of passive candi-
dates available to you that may be open to an opportunity 
at the right time. All job messaging should contain a link that 
drives candidates to your talent network. Liska recommends not 
holding them back with lengthy forums but quickly capturing 
their basic information so you can send them future job open-
ings. Ask candidates to select from a list of broad interests.

Lisa Rozycki, LR Marketing Group

Social Recruiting on Facebook, Twitter, and LinkedIn

Trends & 
Insights
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Buddy Media recently published a report entitled Strategies 
for Effective Tweeting: A Statistical Review. The report is based 
on data collected from user engagement of over 300 Twitter 
profiles of various brands. Here are some suggestions based 
on their findings:

Tweet on days that are best for your clients and prospects. 
Buddy Media found that only 19% of all brand Tweets are 
published on weekends even though engagement is highest 
on these days. 

Use both Facebook and Twitter to create an “always  
on” conversation. Tweets published during busy hours  
(7 AM – 8 PM) receive a 30% higher engagement rate.

Tweet four times a day or less. The more you Tweet per 
day, the less engaging your Tweets may become.

Keep it short. Tweets under 100 characters receive 17% more 
engagement than longer Tweets. 

Include links in your Tweets. Tweets with links receive  
86% higher Retweet rates than those without links.

Use hash tags. Tweets with hash tags are twice as likely to 
draw engagement than those without. 

Regularly publish images. Tweets with image links have 
engagement rates two times higher than Tweets without.

Lisa Rozycki, LR Marketing Group

Tweeting by the Numbers

Trends & 
Insights
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We live in a predictive society. We’re not talking Miss Cleo here, 
but prediction is all around us. Prediction drives the coupons 
you get at your local grocery store, the best match for you on 
eHarmony, the best books for you to purchase on Amazon 
and, in the case of Target, famously predicting whether or not 
you are pregnant based on product purchase history. Consider 
that some of the recent top-selling books and movies recently 
have focused on prediction, including the book The Signal and 
the Noise and the movie and book Moneyball.

Imagine if you could predict today what a client or prospect will 
do tomorrow and apply that knowledge to your marketing and 
sales efforts. The notion of knowing the unknowable becomes 
a really powerful force. 

Data vs. Gut Instinct
The potency of prediction is pronounced 
if the predictions are better than guessing. 
Your predictions don’t always have to be 
right to add value to your company’s bottom 
line. They just have to be more accurate than 
making a random guess. 

Guessing can be costly. Ron Johnson, former 
CEO of J.C. Penney, famously failed because 
he completely relied on his gut instincts 
rather than any data. While Johnson’s 
instincts served him well at Target and Apple, 
his failure to test his no-discount strategy at 
JCP has put him in the hot seat. Johnson isn’t 
alone. In a recent study by Corporate Execu-
tive Board in the Harvard Business Review, 
marketers listed data as the lowest ranked 
item of types of information they used to 
make decisions. Experience or intuition was 
cited as the top “tool” by more than 50 per-
cent. Michael Lewis, author of Moneyball: The 
Art of Winning an Unfair Game, said, “People 
operate with beliefs and biases. To the extent 
you can eliminate both and replace them 
with data, you gain a clear advantage.” 

Replacing people’s beliefs and biases with 
data is what predictive analytics is all about. 
While predictive analytics is an easy con-
cept to understand, it’s hard to execute. It 
requires a disciplined approach to collecting, 
analyzing, and modeling behavioral data not 
at an aggregate level, but at a per-person 

level and assigning each individual a probability score based on 
their likelihood to exhibit the behavior that is of interest to you.

So, does this mean that this Big Idea about Big Data is just for 
Big Companies? Not at all. 

Any size company can benefit from predictive analytics (PA). 
PA is less about the relative size of your data, but more about 
how you use the data that you have. 

Predictive Analytics — How It’s Used
What exactly is predictive analytics? PA is both a technology and 
a model that predicts a behavior of an individual. A predictive 

Science Comes to Marketing
Are You Incorporating Predictive Analytics Into Your Plan?

Feature Article

Chris Bailey, Charter Communications

Is Accounting Marketing Ready for Predictive Analytics? 

Chris Bailey’s article on predictive analytics is a mouthful for a lot of 
us to digest. Are we ready to defy political correctness and take a big 
gulp? Here’s a quick overview of some key questions as we think about 
applying PA to accounting marketing.

Can We Afford It? Bailey gives an example of how to apply PA using Excel 
spreadsheets, so technology-wise, it sounds like a yes. At the same time, 
many of us would need a knowledgeable on-staff resource to cost-effectively 
manage the models and data. Maybe the right question is, can we afford not 
to apply PA to our marketing? Wouldn’t you rather predict than react, now 
that we can study our buyers’ tracks to see where they’re going next?

Trouble with the Curve? If you saw this movie, it was the anti-Moneyball 
where experience and judgment outshone the PA approach to baseball 
scouting. Will PA replace experience and judgment in accounting marketing? 
No, there will always be a need for the Don Drapers in the accounting 
marketing world, but now we need to make room for PA as well — and 
manage it much like we’ve tackled social media in recent years. 

How Do I Apply PA in My Firm? Bailey provides a good starting point 
for marketers at the end of his article, including how you could use PA to 
build a cross-selling program for key targeted clients. 

This can seem like a big undertaking while you’re still getting your feet 
wet with Web analytics analysis, video, email marketing segmentation 
and measuring the ROI on your marketing campaigns. However, by using 
all of the data your firm is collecting you could create proactive instead of 
reactive marketing within your firm. 

Michael A. Bowlan 
Principal and Director of Marketing 
Brown Smith Wallace LLC.



8

model is the means by which the attributes of an individual are 
factored together for prediction. In essence, PA predicts today 
what a customer or prospect will do tomorrow, which informs 
marketing about the next best action to take to sell and service 
that individual.

As head of Marketing Science for a national cable television 
company, I rely heavily on various PA as a means of maximizing 
the spend-to-response performance of marketing campaigns 
and extending customer lifetime value. PA is a useful tool for 
predicting the likelihood of a customer to purchase a certain 
product or respond to a marketing campaign (response mod-
els). PA is also used to predict the likelihood that a customer 
will defect to the competition (attrition models). And finally, PA 
is used to predict the probability that a customer or prospect is 
or will become profitable (lifetime value models).

One of the most common uses of PA at my company is in 
determining the likelihood or probability of a customer or pros-
pect to purchase a certain product. Customers and prospects 
are generally scored on a propensity scale from 1 to 10 with a 1 
indicating a high probability of purchasing the product. 

This is particularly useful in determining the maximum benefit 
point from a spend-to-response perspective when it comes 
to sending direct mail, brochures, or behaviorally targeting 
online ads. For example, depending on the campaign goals, 
we might limit our direct 
mail quantities to those 
prospects with purchase 
propensities in the 1 to 7 
range, which represents 
the highest predicted 
responders for the prod-
uct being advertised. 

It’s not that prospects in the 8 to 10 range are any less valuable, 
but the costs associated with acquiring those customers will be 
higher given their lower probability of purchasing the product.

To identify customers that are at risk of defecting to the com-
petition, we use attrition models. 

We target customers that have a high likelihood to attrite 
(scores ranging from 1 to 2) with differentiated marketing 
and service tactics. For example, customers with an attrition 
score of a 1 might receive monthly value assurance emails 
that remind them of the value they receive from being a cus-
tomer. Or, when they call the company to report a disruption 
with their service, they might be routed to a special customer 
service queue where they receive VIP treatment. 

To understand the distribution of customers by future  
lifetime value or profitability, we leverage PA models. They 
help us address the question: What is the likelihood that this 
customer will spend more money in the future? Custom-
ers with high profitability scores in the 1 to 3 range might 
receive more up-sell marketing messages than those in the  

9 to 10 range, since customers with higher profitability scores 
represent a segment that purchases more and attrite less.

Practical Tips to Create a PA Model
So, how will you ever find the time to create a predictive 
analytics model? Here are some practical tips for creating one 
without having to obtain an advanced degree in statistics or 
becoming an SAS coder.

Recall from our definition above that PA is both a technology 
and a model that predicts a behavior of an individual. The essen-
tial words here are technology, model and individual behavior. 
The PA process involves: (1) collecting individual behavioral 
characteristics data, (2) entering the data into a model, and  
(3) letting the model append each client or prospect record in 
your marketing database with a probability score for exhibiting 
whatever attribute you are trying to predict.

1. Technology. If you are analyzing millions of records, you’ll 
need a fancy statistical software package like SAS, Stat, R, or 
SPSS to even handle the volume of data required as an input 
to the model. If you are a small business and you only have, 
say, 2,500 customer records, you can use a shrink-wrapped 
software package like Excel with the data mining add-in. 
There are a slew of YouTube videos and informative books on 
the subject of using Excel for predictive analytics using the 
data mining add-in tool. I have found that almost any book 
written by Conrad Carlberg on the topic of utilizing Excel to 
be an invaluable arrow in my quiver. 

2. Model. Every model has inputs and outputs. In the case 
of a PA model, the inputs will range from customer records 
extracted from your transactional database, to your CRM model, 
to your sales database, to information culled from forms com-
pleted by visitors to your website. The more variables you have, 
the better in terms of predicting behavior. The output will be a 
per-client score or probability based on a set of business rules 
that you establish. The Excel data mining add-in can help you 
manage the scoring piece. More complex methods rely upon 
decision trees, logistic regression and other classification models 
that require multiple variables. 

3. Individual behavior. PA is the means to drive per-person 
decisions empirically, as guided by behavioral data. To accom-
plish this task, we have to feed the model with as many 
behavioral variables as possible at an individual consumer level. 
If a visitor to your website fills out a form that requires him to 
include a name, address, company name, and title, you want to 
capture those data and feed it into your model. If you are lucky 
enough to have a CRM system which requires your sales and 
service organization to track customer activities throughout 
the customer lifecycle, you may already be in possession of 
a ton of behavioral characteristics that can be leveraged in a 
predictive analytics model. The important thing is to remember 
to collect as much of this information as possible across your 
organization’s various sales and service touch points so it can 
be structured and analyzed in your Excel data mining model.

Growth Strategies  Vol 3 • Issue 2
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Leveraging Your PA Model
Once you get your PA database and model set up, it’s time to 
put the model to use. The best way to leverage your model is 
to answer the following questions: 

4   What’s being predicted?

4   What’s the next best action?

For example, assume that the marketing objective is to increase 
cross-selling among your current clients. What’s predicted? The 
likelihood of a client purchasing more services. What’s the next 
best action? Create a cross-selling program for key targeted cli-
ents that meet the likely-to-purchase additional services profile. 

Let’s say you’re the marketing director for an enlightened 
accounting firm. You or your firm collects information on what 
services clients have purchased, how many services they have 
purchased, the value of those services and which executives 
are key decision makers for the purchase of those services. You 
also have a profile that shows the years of tenure of a client 
based on how many services they have purchased. A study by 
Bancography showed that such a statistical profile proved the 
intuitive assumption that the more services a client uses, the 
longer they will be a client. While the study involved banks, 
the relevance to accounting is high. 

Given this information, you could deploy your PA model to 
predict valuable information, such as which clients would be 
more likely to purchase additional services, what the expected 
additional revenue might be, which executive(s) should be the 
target for your campaign and what growth you could anticipate 
in coming years from selling additional work to existing clients.

Since your marketing budgets are limited, you could deter-
mine at what level of client the marketing campaign would 
stop making economic sense. PA offers transformative ben-
efits for any company across any industry. PA allows you to be 
approximately right by placing odds on the future rather than 
precisely wrong by relying on intuition 
and biased feelings. 

About the Author
Chris Bailey is Sr. Director of Marketing 
Science for Charter Communications, 
which is based in Stamford, CT.  Prior  
to joining Charter, Chris ran sales and 
marketing organizations for various 
cable television providers including Time 
Warner, Viacom, Roger Cable TV, and 
Times Mirror.  Chris began his career in 
the cable television industry in 1982.
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Laura Sparks, Creative Sparks

We all perform a range of activities, most of which are worth 
roughly what our employers pay us. But every once in a while, 
we engage in an activity that delivers far greater value. This is 
what Bob Bunting calls the “$10,000 hour.”

Whether an accounting practitioner or a marketing or sales 
professional, everyone has an opportunity to make an expo-
nentially greater impact on the firm by asking, “What’s the 
highest and best use of my time?”

In this issue, Bunting shares some of his insights into how 
marketers and other accounting firm leaders can achieve that 
$10,000 hour.

On the marketer’s $10,000 hour: Right now, if I wanted to 
give five speeches a week on corporate and social sustain-
ability reporting or green product labeling or how to market 
green products… there are hundreds of people who want to 
listen to our expertise. But out of those hundreds of people, 
maybe only five are decision makers. When the marketing 
department gets the request for a speaking engagement, 
they need to understand where the decision makers are 
going to be. Which group do we want to get in front of? Who 
are the other speakers going to be? Are we going to have 
a leveraged promotional opportunity? For example, when I 
spoke recently to the students at 
Portland State, several members 
of the sustainability reporting 
team from Boeing were there, 

because they were sponsoring the event, along with several 
other major companies. I accepted that because it gave me 
an opportunity to get in front of real decision makers with five 
significant sustainability reporting companies, and we got 
work from two of those five. If you’re looking for the $10,000 
hour in marketing, it’s about understanding where to put your 
efforts [and] where you can get to the decision makers.

On the competencies marketers need to build: When I meet 
someone in CPA marketing, it seems like a lot of them view their 
role as supporting what partners and leadership want to do. 
Rather than being the strategy creator, they are strategy imple-
menters. The partners and specialists in an accounting firm have 
degrees in accounting and get all kinds of CPE every year to 
enhance and build on their competencies, but they don’t have 
the training and the experience to create marketing strategy, 
and yet they often are the ones who do. Steve Greenberg was 
one of the first firmwide marketing guys we had in the firm. He 
was with us for close to 30 years. He and I met every week, and 
we talked strategy. Some of his ideas were a little odd and some 
of his ideas were brilliant, but he was the guy who brought the 
ideas and I was the guy who gave them a practical bent. He 
was the guy who said we needed to convince partners that we 
don’t need to go looking for tax returns. Tax returns come in 
the door no matter what. He dug into our data files and proved 
that companies that paid us more than $30,000 a year lasted 
something like 10 times longer than companies that paid us 
less than $15,000. And he made it part of our psyche that our 
hedgehog client is a client that buys multiple services, and that’s 
the client we want to spend our time on, because that’s where 
the $10,000 hours are. It takes the same amount of time to land 
a new $30,000 client as it does to land a $15,000 client, and 
that client will stay with us, on average, 10 times longer. So your 
hours spent on getting that client are immensely more valuable 
and more efficient. He did it all with data; this wasn’t marketing 
hype. We instituted that concept in 1991, and now there is no 
one in the firm who doesn’t believe that our marketing focus 
and individual sales effort should be focused on that type of 
client. At the time we first started measuring the data, those 
clients were about 33% of our fees and within eight years those 
clients were 78% of our fees.

Bob Bunting Urges Marketers  
to Embrace the $10,000 Hour

The Growth 
Leader
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Steve Greenberg never had any supervisory power 
over me, but he persuaded me by constantly 
coming at me and thinking strategically about his 
job and engaging me in that strategic thinking 
process. As far as marketing people goes, he’s my 
hero, because he is the guy who integrated mar-
keting into my thinking. But he did it in a way that 
he was communicating with me. I was responsible 
for growth, and he was always engaged with me 
on how we were going to make that happen. He 
wasn’t just doing what I said; he was bringing me 
ideas and we were formulating strategy together.

On how marketers shoot themselves in the 
foot: Marketers shoot themselves in the foot the 
same way accountants do. I know an accountant 
who is highly specialized, but when you put him 
in front of a client, he speaks 100% jargon. He 
completely forgets he is supposed to communi-
cate with the client, not communicate with him-
self. The client probably decided within the first 
five minutes he knew what he was talking about. 
After that, the client wanted him to talk about 
their issues. Marketing people do the same thing. 
There is always the term du jour in marketing. 
When I’m consulting with firms, often the director 
of marketing will be included in a partner retreat, 
and I sit down and they immediately start talking 
the same kind of jargony talk that accountants 
talk. I think, “OK, you’ve impressed me now that 
you are state of the art in terms of what market-
ing people are saying, but can you communicate 
with the people you’re supposed to affect?”

On the most surprising thing that came out of 
the AICPA vision project: There was a period of 
time when the accounting profession was really 
chafing at the restrictions the regulators were 
putting on us in terms of independence and how 
much of our fees, if we’re the auditors, come from 
other services that might impact our independence. The profes-
sion seemed to be pushing back on that, and I was not sure 
whether that was for the right reasons. When we did the vision 
process, the thing that really struck me was that people said that 
trust was critical — that it is the very basis of everything we do 
with our clients. People seem to still internalize the notion that 
we have to do everything in the right way so that we never lose 
trust. They understood that it wasn’t just the trust of the client 
but anyone who relied on what we did with the client. I wasn’t 
surprised that it came out; I was surprised that it was the No. 1 
thing on everybody’s mind. People said we shouldn’t ask clients 
to buy things from us they don’t trust us to do. One of the 
things clients will always trust us to do is to provide audits and 
verification services. I advocated for the notion that one of the 
key elements going forward is that we be viewed as the trusted 
attester, not just of financial information, but of all decision-
making information. For example, going back to sustainability, 

the ultimate endpoint is that environmental reporting is going 
to be part of integrated reporting. The financial statement and 
environmental reporting statement will be one statement; that 
is the ultimate vision of reporting throughout the world. With 
that as the objective, whom do you want to be the auditor of 
that integrated report? We want it to be the CPA.

On the role of trust in marketing: What is the client trust-
ing us to do? It’s not just to be honest. They pretty much 
give every audit firm the benefit of the doubt when it comes 
to honesty. What are the elements of trust that distinguish 
trust in us from trust of all accountants? Most people in 
accounting think the notion of trusted advisors is something 
a marketing person came up with in the last 20 years. In fact, 
there is a guy named [George] Wilkinson who gave a speech 
in 1904 and he basically stated that the public accountant, 
because of his competency, experience, ethics and the way 
he dealt with clients, had the opportunity to become the 

continued on page 15

Bunting at a Glance

Currently: Principal, RL Bunting Consulting; 
Trustee, Catherine Wilkins Foundation

Leadership at Moss Adams LLP: CEO, 1981-2004; 
Chair, International Services Group, 2004-2012; 
Chair, Sustainability Services Group, 2010-2012

Leadership in the profession: Chair, AICPA 
Sustainability Auditing and Reporting task 
force; Past president, International Federation 

of Accountants (IFAC); past president, Washington Association 
of CPAs; past member of the International Integrated Reporting 
Committee (IIRC); past chairman of the board of the AICPA and 
member of numerous AICPA committees, including the Assurance 
Services Executive Committee

On Yugo divisions: Bunting advises marketers to engage 
in a strategic partnership with the MP to transform their 
underperforming practice areas, which he calls “Yugo divisions.” 
But if the MP isn’t willing to have that strategic discussion, there’s 
not much the marketer can do. “I’ve always said that being the 
director of marketing for the company that sold Yugos was a 
suicide mission. The problem wasn’t marketing; the problem was 
the product. There’s not much you can do with a bad product.”

Recommended viewing: Bunting’s speech at the AICPA’s 125th 
year anniversary celebration (http://bit.ly/10mPeFk — note: this 
URL is case sensitive), in which he stated about the CPA profession, 
“I believe that it is built into our DNA for us to take our values and 
then make the payments on them.”

Education: Bachelor’s in accounting from University of Idaho

Family: Wife Maria; three adult children; six grandchildren (a boy 
and a girl from each of his kids); and a black lab named Libby.
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Growing 
Rainmakers

As an accounting marketer, there are many 
professional responsibilities to juggle at any 
given time — niche development, proposal 
execution, social media strategies and 
brand awareness — to name a few. 

With the overarching goal of strategic rev-
enue growth, a marketer should always 
be thinking about how to help increase 
client wins and how to keep the pipeline 
full of targeted, promising opportunities. 

However, what about the current clients? The ones the 
firm depends on for a consistent revenue stream. The ones 
that are targeted for cross-selling the firm’s various services. 

Those clients are vital to the overall health and prosperity 
of a firm, and yet they can often be the most overlooked. 
It’s a cold, hard fact, but some of those clients will slip away 
every year and it is likely that the firm will never know why. 
Accountants and marketers alike rarely take the time to ask 
why, learn from that experience and proactively prevent 
the same issues from affecting another client. 

Marketers play a significant role in the client retention pro-
cess. Marketers have the ability to educate CPAs so they 
understand that client retention is more than exceptional 
client service; it’s deepening the relationship so the client 
and the practitioner are tuned into each other and com-
municating. Like all worthwhile relationships, whether it 
is with spouses, family members, friends or colleagues, 
client relationships require thoughtful communication 
and nurturing to thrive. 

Prevention Tactics
“Relationship building and accountability are where 
many accountants, and their marketing team, could 
sharpen their pencil,” according to Bob Greenfest,  
Principal for Maryland-based Santos, Postal & Company, 
P.C. (one office, five partners, 33 total staff ). 

Greenfest helped his CPAs by developing a program to 
ensure that notable clients are always receiving the time 
and attention their businesses deserve. 

“Clients leave their CPA, they do not leave their friend,” Green-
fest says.  “We encourage (and hold accountable) our staff 
to ‘touch’ our ‘A’ clients at least four times per year.  ‘A’ client 
touches should all be face-to-face.  ‘B’ clients still need four 
touches, but only one of the four is required to be in person. 
We have found that when we call the client, for whatever 
reason, and reach out to them, rather than waiting for the 

Putting the Relationship in Client Retention

Sarah Milans

Sarah Milans, RyanSharkey, LLP

Asking the Right Questions

Interested in implementing a client satisfaction program 
at your firm? Phil Sutton, Director of Development and 
Marketing at Oregon-based Jones & Roth (three offices, nine 
partners, 85 total staff), offers these best practices based on 
a successful program he runs entitled Future Vision: 

 1.  The purpose of the Future Vision meeting is to uncover 
any business or personal changes the client is planning 
over the next 12 to 18 months. Often clients fail to 
tell their accountant about future changes and the 
accountant finds out after the fact.

 2.  Future Vision asks the client 17 specific questions that 
encompass all business operations. These questions 
force the client to think about their operations and any 
major or minor changes they are planning to implement.  
Clients love the meeting and we often are able to provide 
advice related to their pending changes. The client 
is better served and we win new business. Example 
questions from Future Vision include: 

  4  Tell me about the things you are most excited 
about for this year and next year.

  4  Is your ownership or management structure going 
to change in any way?

  4  What was your biggest business disappointment in 
2012? (Possible follow-on question: What are you 
doing to avoid this in 2013?)

 3.  Jones & Roth schedules a minimum of one hour for 
meetings at the client’s office. We do not charge the client 
for the meeting and we don’t talk about any current 
engagement work with the client during this meeting.
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client to call us, they become friends and less likely to leave,” 
advises Greenfest. 

The best tool a marketer can have in their toolbox is a plan. If 
you don’t have a client satisfaction survey or a marketing pro-
gram in place centered on client retention, start small. Grab 
several of your service line champions, identify key clients 
and reach out to those clients with something as simple as a 
three-question, face-to-face conversation. 

Another experienced accounting marketer uses strategies such 
as finely targeted marketing that resonates with his clients’ 
industries and personal tastes. 

“A few ways we try to mitigate the chance that we will lose 
clients are by involving them in our marketing efforts. For 
example, we will frequently offer marketing and business 
development advice to our clients, feature them on our web-
sites and newsletters, cross-sell them to other clients, interact 
with them on social media, etc.,” shares Andrew Rose, Director 
of Marketing and Business Development with Naden/Lean, 
LLC (one office, seven partners, 50 total staff ). 

Rose also employs nontraditional ideas to keep his clients 
coming back and to amplify “client stickiness.” 

“We’ll send in professional photographers to take pictures of 
our clients’ offices. Then, we’ll use the pictures in our collateral/
websites, and allow the clients full usage of the photographs 
as well. We also frequently invite clients to private, white glove, 
educational events. At one event (as part of a series focused 
on Maryland wine), we brought in the head biologist for the 
state to talk about soils, microclimates and varietals of grapes 
and provided a tasting of some wines created from these 
strains. It was held at a private club and our clients clamor to 
be on the invitation list for these types of events.”

With a plan in place and targeted marketing tactics, market-
ers can feel armed to help their firm stay tuned into client 
retention and strategically prevent the loss of key clients.

You Lost a Client. Now What?
Losing a client can be unsettling and can have a serious impact 
on revenue. Additionally, marketers can feel like they are in a 
negative spotlight when CPAs look to them wanting to know 
what happened and why the loss wasn’t prevented. Rather 
than get stuck in a blame game, the next step a marketer plays 
in this process is critical. It’s time to check egos at the door, 
place fault aside and find out why the loss occurred. 

Art Kuesel of Kuesel Consulting in Chicago advises that  
marketers shouldn’t wait too late in the game to find out 
what clients value. 

“A great avenue for finding out what is truly important to 
clients is when you are in a competitive pursuit. A top reason 
companies are shopping their current firm is unsatisfactory 

service levels, and/or a lack of proactivity. Another is not  
feeling valued as a client or not receiving adequate value 
from fees paid.  This should trigger your thought process in 
terms of how you treat your current clients — and are there 
things you need to do differently to ensure your current 
clients remain yours?” says Kuesel. 

Don’t wait until a client is unhappy to start asking questions 
or tuning into their priorities. As an accounting marketer,  
take the time to ask CPAs about client retention and how 
relationships are developing with important clients. Market-
ers can easily become removed from the client retention  
process (unwanted or otherwise) and an opportunity is 
lost to support the firm’s professionals as they build client 
relationships. Much like a marriage, building a strong client 
relationship takes time to develop and requires active atten-
tion (and some hand-holding along the way). 

Andrea Contres, Marketing Communication Manager with 
Watkins Meegan LLC (three offices, 12 partners, 220 total 
staff ), understands how her presence in the client retention 
process can help her CPAs be more successful. “The role of 
marketing in the client-to-CPA relationship is often over-
looked. However, it is the marketer’s job to make sure every 
person within your firm represents and understands your 
brand. If your firm is losing clients, it is time to re-think and 
re-strategize. Additionally, marketing works hard to make 
sure products and services are communicated and visible to 
clients — whether it is on the Web, in an email or through 
the voice of the accountants. If clients are not seeing the full 
value of your firm, take a step back and figure out how to 
educate your accountants,” advises Contres. 

Relationships and Retention Go Hand-in-Hand
Not only are relationships and client retention related — 
one simply won’t thrive without the other. It’s a worthwhile 
investment to proactively build relationships with clients, 
continually ask probing questions about how you’re doing as 
their service provider and speak to them in a targeted mar-
keting language that resonates. Greenfest uses this model 
every day in his practice: “Relationships that have no trans-
parency get lost to other firms. When a client calls and says 
they found a lower-cost provider, they are really telling us we 
haven’t done a good job of reaching out to them.” 

Take this article as a learning lesson, or a reminder if you 
already have a program in place, and reach out to one of 
your clients today. You never know what they might tell you.

About the Author
Sarah Milans is a marketing and business development manager 
with Reston-based RyanSharkey, LLP. Sarah has ten years’ mar-
keting experience, with the past one and one-half years in the 
professional services industry. She serves on the AAM Member-
ship Committee and has written articles for AAM Minute.  
Contact Sarah at smilans@ryansharkey.com or 703-652-1472.
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Don Kreye, Abdo, Eick & Meyers LLP

For years, the typical growth model in build-
ing a book of business in accounting firms has 
been the “farming” approach. While this may 
have been an effective manner to increase 
revenue, it usually led to a book of business 
with 20+ different vertical markets, 500+ total 
clients, and a low average client size. The point 
is that there is no specialization. The partner is 
a jack of all trades but a master of none. There 
are many facets to the farming approach; here 
are five distinctive areas.

1. Referrals. Identifying referral resources and committing 
to “staying in touch.” This is often done at the local Rotary 
or chamber of commerce meeting or through business 
networking groups full of financial planners, real estate 
agents and others looking for the same clients. This shotgun 
approach will probably get several types of clients, many of 
whom the firm may not want in the first place.

2. Farming. Obtaining many referral resources with no specific 
reason, other than they are a banker or attorney you like. Then, 
hoping they will eventually give you leads, meeting with them 
once in a while for lunch and maybe providing a lead to them 
every couple of years. How much time are some partners 
spending on referral resources that give them little or no busi-
ness? Too much.

3. Compliance Selling. Selling with the compliance message 
by asking your prospect the “who,” “are” and “what” questions. 
“Who are you working with?” “Are you happy?” and “What are you 
paying?” This non-strategy may get clients that will be answering 
those same questions from another accountant come April 17. 

4. Price-Based Selling. Typically, compliance selling comes 
down to price. Once you know what they were paying, and if 
they are unhappy, you can offer a slightly lower price and get 
the business. This is not too tough and could result in a call 
from that new client griping about their first invoice.

5. Relationship-Based Retention. The retention of the busi-
ness is based on the personal relationship. For example, when 

most clients are asked, “Who does your tax work?” they will reply, 
“Bob Smith” (the partner) and not, “Smith, Jones & Johnson” (the 
firm). While this is not terrible, you should keep reading.

There is nothing inherently bad about the farming approach. 
However, in today’s sophisticated accounting world of profes-
sional services business development specialization, it needs 
some freshening up! 

Almost every industry marketing and business development 
consultant and expert will confirm that firms focused on 
targeting specific vertical markets, developing niches and 
increasing their technical knowledge are growing at a more 
rapid pace. In addition, when talking with partners, they 
almost universally agree that they would like to work with 
fewer clients, with larger average revenue per client, have a 
true, trusted adviser relationship and get more referrals to “A” 
clients. This sounds enticing, but most are not participating in 
the activity that will lead to these types of clients!

The “hunting” approach will focus your firm on target market 
“A” prospective clients that will build your business strategically 
and make it difficult for clients to leave. The five distinctive 
areas to evolve your firm to hunter include:

1. Targeting Prospects. Segmenting your business and 
identifying your targeted industries allows your firm to zero in 
on your firm’s definition of an “A” client. When done properly, 
you should be able to identify your targeted prospects by 
industry, revenue size, geographic location, service line and 
any other important criteria determined by your firm — for 
example, manufacturers with $10 million to $50 million in 
revenue, located within 200 miles of the firm office, to whom 
we can provide tax, audit and consulting services. Create a list 
of these prospects using trade association lists or online tools 
like ReferenceUSA. Filter this list to a manageable number 
(150-200 prospects) and this will be the targeted, “A” prospect 
list. Use a rifle to build your business, not a shotgun.

2. Hunting. Now that the target prospects have been identi-
fied, go find them! Focus on marketing and sales activity that 
will put you in touch with these specific prospects. Join trade 

On Your 
Mind

The Business Development  
Evolution: From Farming to Hunting

Don Kreye
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associations where prospective clients are involved, get active 
by joining a committee, attend events and get to know the 
leadership of the associations. Consider speaking at events, 
publishing articles and maximizing social media to drive content 
that establishes your firm as a subject matter expert. Marketing 
activity lays the groundwork for sales activity. Meanwhile, start 
your sales activity by connecting with these targeted prospects. 
Use LinkedIn connections to ask for introductions and to get to 
the right referral resources. Target bankers, attorneys and others 
that spend their time in the same trade organizations and target 
the same prospects you do. It’s not hard; just ask them. If they 
don’t have the same focus, move on. Time is money.

3. Reliance Selling. If you want to create a trusted adviser 
relationship, talk less and listen more. Learn more about the 
prospects. Start by asking a simple question: “What are the three 
biggest challenges in your business that are keeping you from 
achieving your goals?” This question will lead you to additional 

questions, uncovering their specific business challenges and 
getting them to start thinking, “My accountant doesn’t talk to me 
like this!” Creating solutions to their specific business challenges  
leads to more consulting work, increased revenue per client, 
higher rate per hour, higher realization, higher margins and 
more. These clients will probably never question their invoice.

4. Value-Based Selling. By excelling at solving their business 
challenges, the firm will now be positioned as that “trusted 
adviser” providing value-added services vs. just the tax and/or 
audit work. Clients won’t make a business move without con-
sulting you first. By knowing more about their business, your 
firm can provide more services and perceived value. These are 
the type of relationships that all firms would like to have with 
their clients.

5. Value-Based Retention. By providing more services  
that offer overall business value through more personnel,  
your firm puts additional “hooks” into the client. For every  
additional service provided — succession planning, valuations,  
financial advising, budgeting and business forecasting —  
the firm integrates into the client’s business a little more.  
These are the type of clients that will not take the call from  
a competing firm, because your firm is a true partner in their 
business. Better yet, these are the clients who also provide 
referrals to others just like them.

Take a look at your firm and determine if you need to freshen 
up your approach to bring in more “A” clients, spend time 
with the right referral resources, increase client retention, 
identify more cross-selling opportunities and build client 
loyalty. It is not difficult; it just takes a little focus and effort to 
begin the evolution from farmer to hunter!

About the Author
Don Kreye is the Business Development Manager for Abdo, Eick 
& Meyers LLP, located in Minneapolis, MN. Don has 25 years of 
experience developing and implementing successful sales and 
marketing strategies for Fortune 100 companies and professional 
service firms. He can be reached at donald.kreye@aemcpas.com.

client’s principal trusted advisor. The guy nailed it. He said 
that it’s not just honesty they are trusting. It’s competency, it’s 
the wisdom that comes from experience, it’s quality of edu-
cation, and ultimately, it’s what you deliver in the way of use-
ful and valuable business advice. If you say that is the basis of 
trust, how do we build marketing messages around that?

On his proudest career accomplishment: I will have 
stepped down from my firm eight years ago this June, and 
the firm is thriving; it is much bigger than when I stepped 
down as CEO. The values are, if anything, stronger. And I think 
the success is more endemic to the firm — more broadly 
carried by the people in the firm. I like to think that if I didn’t 

help cause it at least I didn’t do any damage to it. This is our 
100th year in business. That’s what sustainability is about.  
It’s very hard to get people to think this way, especially 
Americans, but if you are running your firm as though you 
wanted it to live 100 years, how would you run it? I can say  
to myself, “You ran the firm in a sufficiently sustainable way  
so that it could get to its 100th birthday.” And everybody 
before me did that, as well. When I think of managing 
partners, the biggest issue they complain about is the fact 
that there is nobody good enough to replace them. I really 
believe that is because they have the belief that they are 
irreplaceable, and that belief inhibits them from running the 
firm in a sustainable way.

Embrace the $10,000 Hour from page 11
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Eileen P. Monesson, PRCounts, llc

Business and psychological researchers 
have found a direct correlation between 
an employee’s workplace engagement and 
a company’s overall performance. Gallup’s 
2011 Employee Engagement Index reported 
that 71 percent of American workers are  
“not engaged” or “actively disengaged” in 
their work. That leaves a small fraction of 
employees truly enthusiastic and working  
at a highly productive and energized level. 

Engaging employees in your firm’s purpose can mean the 
difference between your firm being good or great. Great 
firms know that employee values must be in alignment with 
the firm’s. Marketing and human resources departments 
can develop programs to educate employees on the firm’s 
purpose, which might include training on how to live the 
firm’s brand, internal newsletters reinforcing that message 
and coaching to ensure that everyone in the firm is working 
together for the common good of the firm. 

Marketing and human resources can play an integral role in 
employee engagement by contributing to these programs. 
WithumSmith+Brown, P.C. (82 partners, 450 total staff, 14 
offices) in New Jersey has a number of initiatives to engage  
its employees. The firm has a Leadership Training Program, 
Manager Training Program, and Women’s Leadership Develop-
ment Program, as well as continuing professional education 
(CPE). WithumSmith+Brown also has an employee website 
which is updated weekly by the marketing department to 
highlight employee accomplishments, office and charity 
events, articles and team member pictures. 

In addition, the firm offers coaching in the areas of 
business development, leadership and management. 
WithumSmith+Brown sponsors a number of team building 
events like trips to New York City to see a Broadway play, 
baseball games and other sporting events. Employees plan 
their own outings as well to celebrate the end of tax season 
and other milestones. According to Kristen Celii, Marketing 
Manager with WithumSmith+Brown, “Our team genuinely 
enjoys spending time together. We are friends both in and 
outside of the Firm. It is The Withum Way.”

Define Your Firm’s Purpose
Great firms define their purpose. For example, a firm might 
decide that its purpose is to enrich the lives of its clients, 
employees and the public. Everything that they do, from 
internal communications to client communications, will 
center on this purpose. Client service standards, employee 
policies and communications, as well as interactions with  
the community, will all focus on enriching lives. 

WithumSmith+Brown, attributes much of the firm’s success to 
its commitment to its clients, employees and communities. The 
WithumSmith+Brown team fully embraces its culture and, as a 
result, has realized positive growth since its inception in 1974. 
The firm has been named one of the “Best Accounting Firms 
to Work For” in the nation in the “large” category by Accounting 
Today, as well as being named in “Best Places to Work in New 
Jersey” by NJBIZ for eight consecutive years.

One of the reasons why employees might not be engaged is 
because they cannot clearly identify their purpose or personal 
contribution to the success of the firm. This is an area where 
marketing can step in and guide employee engagement. Vision 
and mission statements may articulate the firm’s purpose and 
values, but if employees do not believe the firm is living up to 
those values, there is a disconnect. 

To successfully engage employees, management has to lead 
by example — starting with the managing partner. According 
to Elizabeth Au-Yeung, Vice President of Marketing of Sensiba 
San Filippo LLP in California (16 partners, 100 total staff, four 
offices), the firm’s managing partner is passionate about its 
clients and its focus on service delivery. “Our firm is growing 
organically,” Au-Yeung states. “We attribute our growth to hav-
ing real people on our team who truly care about our clients. 
This approach has served our firm well.”

A great leader demonstrates his or her ability to engage employ-
ees on an individual, social and organizational level. Mitchell 
Reno, Principal/Chief Marketing and Sales Officer at Rehmann 
(120 partners, 700 employees, 18 offices), says, “Everything we 
do is centered on the client. Our unique method of service is 
modeled after how Steve Kelly, our Chairman and CEO, services 
clients. We wanted to emulate him throughout the firm.”

On Your 
Mind

The Power of Employee Engagement

Eileen P. Monesson



Understand Your Firm’s Level of Energy 
In his book Energy Leadership: Transforming Your Workplace 
and Your Life from the Core, Bruce D. Schneider [founder and 
CEO of the Institute for Professional Excellence in Coaching 
(iPEC)] defines two types of energy: anabolic and catabolic. 
Anabolic energy is constructive, rejuvenating and sustainable, 
while catabolic energy is destructive and draining. Catabolic 
energy causes stress, burnout, anger and fear. People in a 
catabolic state complain and worry and are full of self-doubt. 
They are emotionally attached to misfortune and are stuck in 
a problem instead of a solution mindset. Anabolic people are 
passionate, creative and focused on working together to find 
opportunity in a challenge. 

Having an anabolic culture is a competitive advantage for a 
firm. Anabolic energy creates an environment where employ-
ees are engaged and work in collaboration with one another. 
In an anabolic, challenges are viewed as opportunities. New 
ideas are constantly being generated to improve client service, 
attract new clients and retain employees. 

The way that a leader interacts with his or her team has  
a tremendous impact on building anabolic energy and 
engagement. Partners who participate in meetings, respond 
to situations and socialize with employees with anabolic 
energy will establish a highly functional firm culture. It is 
important for firm leadership to acknowledge that these 
interactions must be authentic. If you say one thing and do 
another, you will lose the respect and trust of your team. 

Align Firm Goals with Employee Values
WithumSmith+Brown’s mission of providing quality ser-
vices and innovative solutions to the businesses, individuals 
and communities it serves is supported by the actions of 
the leaders. The firm has even been able to engage their 
employees to do this in all aspects of their lives. When William 
R. Hagaman, Jr., CPA, Managing Partner, CEO was honored 
with the Humanitarian Award by the American Conference 
on Diversity–Central Jersey Chapter, he stated, “I accept this 
award not on behalf of myself, but on behalf of the 450 staff at 
WithumSmith+Brown, who — as individuals or in teams —  
are out almost every weekend, walking, bicycling, running, 
or parading with their pets, all for the sake of helping others 
in need. WithumSmith+Brown is committed to fulfilling our 
social responsibility to the community, and this ideal has been 
woven into the moral fabric of the firm for nearly 40 years.”

“At WithumSmith+Brown we understand the importance of 
marketing and support our department with the resources 
necessary to carry out this vital function,” continues Hagaman. 
“We have a great team working together to increase awareness 
of the WithumSmith+Brown brand. Our dedicated, passionate 
staff work hard throughout the year helping to put the firm 
and its clients in a position of strength, but they also like to 
have a little fun.” To showcase its culture, WithumSmith+Brown 
developed a series of videos which served as a team and brand 

building event. The videos represent the culture within the firm 
and the high level of employee engagement.

About the Author
Eileen P. Monesson is a founding Principal with PRCounts, LLC. 
Her firm is dedicated to helping its clients use the power of public 
relations and compelling marketing to drive their brand. She is 
an iPEC trained coach focused on energy leadership. She has 
more than 30 years of experience in marketing, business develop-
ment, public relations, and communications in the professional 
services industry, 12 of which are in accounting. She can be 
contacted at 609-570-2150 or EMonesson@PRCounts.com.

Encouraging Employee  
Engagement by Sharing Knowledge 

One of the most important steps you can take in 
engaging employees focuses on the simple act of 
sharing: Share all pertinent information of your 
business development efforts with your employees. 
Share your prospects, share your proposed fees, share 
your wins and losses, and even share the reasons 
behind them. Share everything! 

Giving employees unlimited access to the marketing 
knowledge of your firm brings excitement, connection 
and ownership that engage them. They will be engaged 
not only in the process as it relates to them directly, but 
in the overall financial goals of your firm. 

At Maxwell Locke & Ritter LLP, we have an open policy on 
attendance at industry-specific and firmwide marketing 
meetings and work to engage each person who attends 
through sharing. Sharing includes the following:

 4 Client feedback stories

 4 Recent prospect developments

 4 Competitive intelligence 

 4 Other updates to our pipeline

In our personal lives, feeling connected to something 
encourages us to stay close to those connections, to 
nurture those relationships and to see our goals through 
to completion. I find it equally important for marketers 
to try and engage the employees in the hope that they 
will feel this type of connection to the overall growth 
and success of the firm. Let them draw themselves into 
your bigger picture and become a part of your long-term 
future. You will be amazed at the results!

Staci Sprayberry
Marketing Director
Maxwell Locke & Ritter LLP
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This is the first year that I will be missing the AAM Summit in 
almost a decade. It’s painful for me to think about missing 
out on seeing friends and colleagues whom I have known 
since my early days of working in the accounting profession. 
Since I won’t be there, I am using this article to share my 
experience and to help you get the most out of the Summit.

I was fortunate to have been working for the AAM President 
during my first Summit and had the opportunity to meet and 
spend time with seasoned marketers at my very first event. I 
have to admit that I probably wouldn’t have interacted with as 
many people as I did if I’d attended the event solo. I was lucky.

It doesn’t matter if you have a lot of experience and know 
everyone or if are a marketing newbie — the AAM Summit  
is a great gathering to meet your peers, who I promise will  
be more friendly and helpful than you could ever imagine.

That said, your firm is paying a lot of money to send you to the 
Summit and, in order to get the most out of the event, you 
might need to do a little prep work. Here are some suggestions:

1.  Spend time figuring out what your Summit goal is. What do 
you want to walk away with that will benefit both you and 
the firm? Pick one or two objectives that will help you from 
both a personal development perspective and that will 
help you do your marketing job better.

2.  Review the sessions to make sure you identify which ones 
are best for you. If possible, discuss with your managing 
partner or whomever it is that you report to. If multiple peo-
ple from the firm are attending, coordinate which sessions 
each person is going to. You want to divide and conquer, 
but in some cases it can be helpful for two people to hear 
the same information.

3.  Follow #AAMKT on Twitter and join the conversation. This 
is especially important if it’s your first time and you want 
to show up with instant friends. Additionally, the conversa-
tions that happen on Twitter during sessions can help you 
to absorb the information better.

4.  If you start to feel overwhelmed with information, spend 
one of the sessions simply picking the brain of an AAM 
veteran. Remember that not all of the learning takes place 

in the classroom. Some of the best lessons that you will 
learn will come from the casual conversations that you 
have in the hallways.

5.  Visit with the vendors in the exhibit hall. These are people 
who see what many firms do and can be an excellent 
resource for information and solutions. Many of them are 
former marketing professionals and they understand your 
challenges. Also make sure to spend time at the AAM 
booth on the expo floor and get to know some of the 
association volunteers.

6.  Consider signing up to volunteer with AAM. Getting 
involved helps build relationships with people whom  
you can learn from and call when you need advice  
on everything from niche campaigns to dealing with  
getting your firm to buy in to your ideas.

7.  Remember that if you are shy or hesitant to talk to some-
one there is a good chance that they might feel the same 
way. Make sure to chat and exchange business cards with 
people whom you sit with at lunch or at any other event. 
Make sure to connect to them on LinkedIn or send a thank-
you note. Sometimes we give this advice to the people 
whom we support in our firm, but forget to do it ourselves.

8.  When you return to your office, complete a report of your 
major takeaways and suggestions for implementation at 
your firm. You may have picked up a lot of good tips, but 
you might not be able to do everything right away — and 
that is perfectly okay. Review the goals that you defined 
before you left for the Summit, choose one easy change 
and commit to doing it in the first month. Then choose 
three-month, six-month and one-year potential accom-
plishments and commit to doing them. Discuss your report 
and action items with your boss to make sure that you are 
all on the same page. 

9.  Share the information with others in the firm who might 
benefit from what you learned. You might do this by sharing 
your full report or breaking it into tips that you can share in a 
firm newsletter or other internal communication.

10.  Give yourself permission to HAVE FUN. The biggest thing 
that I have heard over the years is that AAM recharges 
people and gives them a break from the norm. Make new 
friends, learn a few things and get ready to make change!

10 Tips for Getting the Most Out of the AAM Summit

Case Study Jessica L. Levin, Seven Degrees Communications, LLC
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EstatE planning is rEd hot. 
What about your practicE?

The American Taxpayer Relief Act of 2012 (ATRA) has settled uncertainty about gift and estate taxes. But many individuals 
are still uncertain about how best to achieve their estate planning goals. Advisors who tell them will be seen as thought 
leaders and have an edge on those who don’t.

A great way to do this is with the PDI Global 2013 estate planning guide, Selecting the Best Estate Planning Strategies, 
just updated for ATRA and available in a choice of brand-ready electronic and print formats to maximize reach, impact 
and cost-effectiveness:

• WebEstateGuide, an online HTML version of the guide for your website — kept updated throughout the year — that 
features a personalizable splash page and easy navigation to specific sections 

• Flex-E-EstateGuide, a customizable HTML email template that links to WebEstateGuide and comes with a comprehensive 
email distribution, tracking and list management system you can use to push out your online guide — and use for other 
communications, too

• Print estate planning guide, a 32-page, 8.5x11" booklet, also available in PDF format, that you can brand with your 
logo and customize with a welcome message, firm profile or other information 

• Estate Planning Seminar-in-a-Box, a time-saving, professionally developed PowerPoint® presentation — complete 
with speaker notes — that you can brand and edit as you like 

All versions of the PDI Global estate planning guide can be branded with your logo and personalized with other information. 
And all encourage readers to contact you for assistance. Plus, all entitle you to receive free Tax Law Change Updates during 
the year that you can post on your website and/or email to your clients to notify them of important changes.

For details, visit pdiglobal.com. To order, call 866-240-8477 or email clientservice@thomsonreuters.com — and 
start heating up your estate planning practice.
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