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It is easy to see a correlation between musicians working 
toward the same goal — a flawless piece of music —  
and the integral parts of marketing departments and  
business development departments working toward a  
common goal — increased growth. 

In this issue’s feature articles, we explore concepts that can 
help your firm strike the right chord to promote business 
growth — from integrating marketing and sales to grooming 
a “rock band” that consistently releases chart-topping thought 
leadership. 

As in every issue, we also bring you perspectives on a vari-
ety of topics through our departments.

Trends & Insights. Lisa Rozycki brings us insights into social 
media trends, XBRL developments and the perennial issue of 
building better teams.

On Your Mind. Paul Kaiser offers a four-step process to help 
marketers turn their partners into published authors.

Growing Rainmakers. Karen Love describes the professional 
development opportunities for women who participate in 
community service that aligns with the firm’s strategic goals.

The Change Agent. Colleen Rudio provides a blueprint 
for aligning strategy with daily operations and individual 
performance.

The Growth Leader. Bruce Marcus shares insights into the 
evolution of professional services marketing.

Case Study. Joanne Elgart shares how the Atlanta office of 
CohnReznick drove top-line results by introducing process 
and accountability.

Take a Stand. Thalia Zetlin asserts that sales must be viewed 
as one component of marketing — not something separate.

Watching an issue take shape must be similar to what a con-
ductor experiences. As editors of this issue, we feel like we’ve 
assembled a finely tuned group of musicians (our authors) 
who are offering some beautiful music (concepts and ideas) 
for your listening — or rather reading — pleasure. So push 
“play” by turning the page. And become part of the orchestra 
by submitting your ideas (editor@accountingmarketing.org) 
for publication in a future issue.

Sincerely,
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Can the cacophony of “disconnectivity” between 
marketing and sales be smoothed into much-needed 
harmony? Tune into experienced marketing and sales 
professionals who discuss the key elements in blend-
ing their efforts. Then, remix insights from Suzanne 
Lowe, author of a seminal book on the topic, on how 
to achieve effective integration. Michael A. Bowlan and 
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How can professional services firms stand out from the 
crowd? By building a rock band made up of partners 
and managers with distinct points of view about issues 
that matter most to clients, and by harmonizing those 
messages across multiple channels. Pauline Weger
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How many times have we heard the mantra, “If you can’t 
measure it, you can’t manage it”? When it comes to social 
media ROI, many marketers struggle with quantifying the 
benefits and firm partners may ask marketers to prove the 
value of social media for their firms. They are not alone.

According to several research studies of marketers, measur-
ing social media ROI remains one of their top challenges. 

Awareness, Inc., creators of the Social Marketing Hub, surveyed 
over 320 marketers from a wide variety of industries and levels 
of social marketing experience in their annual survey State  
of Social Media Marketing. The 2012 challenge identified by  
77 percent of respondents was the lack of sufficient resources. 
Following in second was measuring the 
ROI of social media marketing programs  
at 58 percent. More experienced marketers 
were most challenged by ROI measure-
ment. Novices were more challenged  
with managing their social media pres-
ence and integrating it with the rest of 
their marketing efforts.

The annual Social Media Marketing Industry 
Report, conducted by Michael A. Stelzner 
and sponsored by the Social Media Exam-
iner, surveyed more than 3,800 fellow 
marketers to find out how they are using 
social media. Measuring ROI and identify-
ing a target audience are the top areas they 
would like to focus on, with 40 percent of 
respondents indicating that each area is the 
most pressing.

According to Measuring the Business Impact 
of Social Media, a 2011 survey of more 
than 700 marketers conducted by soft-
ware provider Wildfire, marketers will soon 
measure social media’s impact through 
more traditional ROI measures of sales and 
costs attributed to social media. Currently, 
respondents focus on growing and engag-
ing their fan bases rather than generating 
revenue. As organizations move toward 

a focus on revenue generation, ROI measurement tools will 
change. Of those surveyed, 38 percent use increased fans, 
likes, and interactions as measurement tools; 21 percent use 
increase in revenue attributable to social media marketing 
activities, and 15 percent measure increased brand awareness.

According to Brian Zanghi, CEO of Awareness, Inc., the take-
away for marketers who are just starting out in social media 
is that with limited budgets, resources, and experience, you 
won’t “get there fast” by following all the strategies of social 
media pioneers in your industry. Plan for and invest in social 
media management systems and technologies that allow 
for scalable, measurable growth rather than just allocating 
people to the effort.

Source: State of Social Media Marketing: Top Areas for Social Marketing Investment 
and Biggest Social Marketing Challenges in 2012, Awareness, Inc.

Lisa Rozycki, LR Marketing Group

Marketers Struggle to Quantify Social Media ROI

Trends & 
Insights
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Lisa Rozycki, LR Marketing Group

The AICPA and XBRL US, the nonprofit consortium for XBRL, 
recently announced plans to develop a Certificate Program for 
U.S. GAAP reporting in XBRL format. It is scheduled to launch 
in 2013. According to XBRL US, eXtensible Business Reporting 
Language (XBRL) is not an accounting standard, but a technol-
ogy language being implemented globally for the electronic 
communication of business and financial data. XBRL has the 
ability to “tag” elements on a business or financial report with 
information — such as description, units, and currency — 
allowing the information to be transmitted across all platforms. 
Because computers can read the identification tags easily, 
there is no need for manually comparing entered data.

All codes are grouped in a collection of business and finan-
cial terms called “taxonomy.” FASB released the proposed 
2013 U.S. GAAP Financial Reporting Taxonomy for review and 
comment in August. After a three-year phase-in starting in 
2009, the SEC now requires all listed U.S. public companies to 
file their financial reports using XBRL. 

There is ongoing debate on the use of XBRL for the private 
sector. Some say the efficiencies and cost savings will be a 
tough sell to management accountants working in finance 
departments of organizations.

The AICPA and XBRL US, among others, say technology is 
changing the way management accountants do business and 
CPAs will eventually need to know XBRL when working with 
CEOs and CFOs. They believe more clients will begin using it 
as a common format for the exchange and analysis of data, as 
will audit committees working with independent auditors.

What else may XBRL mean for accounting firms? Currently, 
XBRL-knowledgeable accountants are scarce. Firms can help 
their clients who send or receive financial information by 
becoming proficient in XBRL.

What could XBRL mean for accounting marketers? It could 
mean expanded service capabilities and differentiation 
for XBRL-knowledgeable firms. Marketers can research the 
adoption of XBRL and discuss with firm leaders the service 
capability strategy.

According to the AICPA press release, the certification will require 
professionals to complete approximately 30 hours of on-line 
training, “ranging from understanding the basics of XBRL and the 
U.S. GAAP Financial Reporting Taxonomy, to helping participants 
master the complexities of detailed footnote tagging.”

Three Competencies  
to Build Better Teams
Because accounting marketers are often in the position of 
leading or building teams — whether for their own marketing 
departments, an industry niche, or pursuing a hot prospect — 
team-building is an essential leadership trait. According to Chris 
Musselwhite, author of “Building and Leading High Performance 
Teams” (Inc.com, January 2007), marketing leaders will realize 
success by focusing on the following competencies:

1. Promoting understanding. Marketing leaders must have 
the ability to promote the relevance of each team member’s 
job and how that impacts the ability of others. He or she 
must also promote understanding of the big picture — the 
shared goals and the desired end result.

2. Providing adequate knowledge. He or she must also 
ensure that each team member has adequate information 
on goals and metrics, resources and training necessary to do 
their jobs, and timely feedback on each individual’s perfor-
mance on the team.

3. Creating interaction among team members. An effective 
team leader creates an environment that promotes problem 
solving and interaction among team members. Musselwhite 
says, “The responsibility for poor performance is usually a func-
tion of the team structure rather than individual incompetence; 
yet, it is individuals who are sent to human resources or training 
programs for fixing.” Marketing leaders should focus on the 
team structure before focusing on individuals.

Expanded Service Capabilities and Differentiation 
May Be in the Future for XBRL-Knowledgeable Firms

Trends & 
Insights
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Can Marketing and Sales  
Play in the Same Business  
Development Band?
Harmonizing Around These Four Concepts Would Help

Feature Article

Michael A. Bowlan, Brown Smith Wallace, and Wade Clark, New Vision Advisors

In music, many elements must come together to produce 
a whole. Melody and harmony; notes and rhythm; instru-
mentation and dynamics, simplicity and complexity, all work 
together in unison, making “music.”

In our business, another mixture of elements — marketing 
and sales — must work together to achieve growth.

Scott Jensen, Northwest Sales Executive of Deloitte’s Growth 
Enterprise Service Team, sums up the issue this way: “Business 
development is the integration of marketing, sales and service. 
We develop our business by marketing effectively, selling cor-
rectly and serving with passion. Any misalignment between 
those three disciplines results in a confused client — and 
confused clients don’t buy!” None of these elements works in 
isolation, Jensen adds. “Marketing by itself is too expensive. 
Sales by itself is too hard. And, service without sales and mar-
keting is almost impossible.” 

Suzanne Lowe, marketing consultant, author and speaker, 
addressed this disconnect in The Integration Imperative  
(Professional Services Books, 2009). In her introduction  
to that book, she noted: “The cacophony…to find some  
kind of ‘effectiveness’ Holy Grail grew louder and louder.” 

Based on research on and interviews with hundreds of  
professional services firm leaders, Lowe laid out the problem 
in her book: “Too many businesses are implementing 
their marketing and selling programs in a troubling 
state of ‘disconnectivity’…. This lack of integration, 
these functional silos, are a financial problem for 
firms. If professional services firms…have not 
yet…created the right models and paradigms 
in order to grow their market share, increase 
the ‘right’ kind of revenues, or provide  
significant value for clients, they are  
at a significant competitive risk.”

On the other hand, true integration of the marketing, sales, 
and other administrative functions “can create a business 
environment that gratifies all its participants,” Lowe writes. 
“They not only can point to their own contributions, but also 
can benefit from the mutually generated profits and revenues 
that result from their collective efforts.”

Is there a way to smooth out the cacophony of “disconnectivity” 
between marketing and sales to achieve this integration? If so, 
how can these functions be integrated? What does each func-
tion expect from the other? 

This article will review insights gained from experienced mar-
keting and sales executives on what marketing needs from 
sales and what sales needs from marketing regarding focus, 
process, measurement and reward, and communication to 
effectively integrate the two functions. These interviewees, 
all of whom have experience in working with counterparts 
from the other function, confirmed that harmonizing around 
these four areas is essential to growing the firm. 
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Focus
What can be done to develop a rhythm between marketing 
and sales so that there is a unified pattern to their efforts, a 
single focus? 

Our marketing executives see a need to have a shared focus on 
growing the firm by managing opportunities. Our sales execu-
tives ask marketing for leads, leads and more leads, with a spot 
of branding thrown in. Undefined roles can form an obstacle 
to integration, both through partners not understanding the 
roles of marketing and sales, and perhaps sales and marketing 
executives not understanding each other’s roles.

“The mutual goal of marketing and sales must be to execute 
the firm’s strategic growth objectives and grow the top line, 
with each discipline bringing something different to the table 
in the way of strategic and tactical responsibilities,” says Alan 
Vitberg, owner of inbound marketing agency Vitberg LLC and 
former CMO of The Bonadio Group (seven offices, 87 principals 
and partners, 350 total staff ). “Marketing needs to be responsi-
ble for a wide variety of one-to-many activities, while business 
developers are responsible for one-to-one activities.” 

Anca Munteanu, former marketing director at New York-based 
Citrin Cooperman, (five offices, 120 partners, 500 total staff), 
agrees. “The focus for both functions needs to be to create 
opportunities to grow the firm,” she says. “Marketing’s role is pre-
selling; the business developer’s role is selling. Marketing should 
be promoting the firm, getting the name out, and identifying 
opportunities to showcase the firm’s capabilities and establish 
the firm’s expertise in the marketplace. The sales role is to create 
new relationships and generate leads and opportunities.” 

Lead generation is the key area where marketing can  
support sales, according to Chris Perrino, principal —  
business development for Cincinnati–based Barnes Dennig 
(one office, 16 partners, 95 total staff ). “Marketing can  
play an integral role in lead generation through thought 
leadership pieces and well-crafted emails and Web pages,”  
he says. Perrino also sees marketing helping with a firm’s 
strategic focus. “There are lots of businesses in our area,  
but finding the ones with a specific problem that we can 
solve is difficult. Effective marketing programs can help.” 

According to Jensen, “Marketing provides two essential 
‘deliverables’ to any organization — branding and leads.” He 
states that “a functioning sales organization capitalizes on 
those leads and turns them into pursuits and then into cli-
ents.” In fact, he says, “A functioning service organization then 
turns those clients into revenue and, surprisingly to some, a 
brand — or how your client feels about you. This then circles 
back to marketing, which works with the brand. So the most 
important thing marketing can do for sales, with respect to 
focus, is to help secure more and better leads.”

Jim Langsdale, Director of Business Development in the Houston 
office of Grant Thornton, stressed the branding aspect, saying 

Five Tips for Integrating  
Marketing and Sales

 In her book, The Integration Imperative, Suzanne Lowe 
provides direction for those seeking to improve their 
marketing and sales integration.

 1.  Expand the firm’s horizons beyond acquiring new 
clients. Be more explicit and intentional about 
defining, retaining and expanding services to 
clients. Reduce heavy emphasis on untargeted 
visibility and awareness-building.

 2.  Align marketing and sales initiatives with the 
firm’s strategic goals. 

 3.  Strengthen measurement programs to focus on 
meaningful and client-focused marketing and 
sales assessments. Emphasize measurements 
that are simple, tangible, objective, and easily 
observable.

 4.  Rely on three client-focused metrics in combination 
with each other. The more a firm uses these, the 
more effective it will be in growing revenues 
against rivals: 

  4  Grow client revenue. Did the initiative help 
increase revenues from this client? Or not? 

  4  Move the phases of a sale through a pipeline. 
Did the initiative help the client move further 
down your sales pipeline toward a resolution? 
Or not? 

  4  Listen to the client. Did the initiative help you 
listen to the client, or learn more than you 
knew before? Or not? 

 5.  Reduce reliance on non–client focused metrics, 
such as: 

  4  Growing the firm’s overall revenue  

  4  Tracking leads 

  4  Tracking initiatives 

  4  Tracking media relations hits and other 
communications

Source: The Integration Imperative: Erasing Marketing and Business 
Development Silos — Once and for All — in Professional Service Firms,  
by Suzanne Lowe (Professional Services Books, 2009). Copyright 
2009. All rights reserved.
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that marketing should “provide insightful industry qualifications 
and experiences to assist in establishing credibility with the pros-
pect. Marketing should also provide assistance in narrowing the 
target lists to only those companies that would be a strategic fit.” 

So, what prevents the two functions from collaborating on 
an integrated focus? 

Katie Tolin, marketing director at Ohio-based Rea & Associates 
(11 offices, 40 partners, 205 total staff ), a top 200 accounting 
firm, says that sales professionals tend to focus on short-term 
goals without giving thought to broader strategic goals. 
“Business developers are successful because they are out of 
the office making connections. They often keep a lot of the 
information in their heads,” she says. “Marketing needs to be 
able to extract that information, incorporate it with other 
market knowledge and use it to guide strategy. Ultimately, 
marketing needs sales to test the resulting messaging in the 
marketplace and provide feedback.”

Munteanu says perhaps the biggest obstacle “is that the part-
ners don’t understand our separate roles — what marketing 
does and what sales does, particularly in the proposal process. 
So, the business development director and I definitely need 
to communicate well to close the loop all the time.” 

Process
What kind of process would help foster coordinated efforts 
between marketers and business developers? Can an inte-
grated result be managed? 

Our sales executives recommend accountability and emphasis 
on lead generating initiatives rather than branding initiatives. 
Our marketing executives recommend integrating processes 
built around a sales funnel, a pipeline and inbound marketing. 
The obstacles to integrating around process are seen as related 
to the different priorities — marketing having multiple and 
sales having essentially one — leading to the perception of 
“bothersome requests” from the other function because they 
don’t relate specifically or clearly to that function.

“The sales funnel idea works from the conceptual, process 
and accountability perspectives,” Vitberg says. “Marketing 
needs to be responsible at the top of the funnel, focusing 
on one-to-many activities like branding and lead acquisition. 
Sales needs to concentrate on the end of the funnel, moving 

a qualified prospect through to an engagement. Together, 
they need to be responsible for the middle of the funnel — 
lead qualification and nurturing.”

Vitberg adds that “inbound marketing and other innovative 
technologies can help manage, coordinate, measure and report 
on marketing and sales efforts.” He recommends acquiring pros-
pects through content-based lead generation efforts, nurturing 
them until they are sales ready, and tracking them through a 
sophisticated CRM system that allows both marketing and sales 
to have visibility into those touches. 

Accountability is “the salvation of an effective marketing 
initiative,” Perrino says. “The toughest job for a marketer or 
sales professional is to find ways to hold people account-
able, especially senior professionals.” It requires diplomacy 
and consistency, and partners need to understand why their 
timely input and actions are essential. “As my Gramma used 
to say, ‘The road to hell is paved with good intentions.’” 

You need to set the precedent early, Munteanu says. “If you 
set the rules up front, it makes life easier and the overall 
process more effective and efficient. You need to have clear 
accountability and a step-by-step approach for each function 
and include the partners whose expertise is needed for that 
initiative,” she says. 

Tolin recommends sharing a pipeline of the opportunities with 
all stakeholders. “Responses to campaigns and leads through 
social media and the website typically come in through market-
ing,” she says. “It’s marketing’s responsibility to communicate 
those to business development. At that time, sales should follow 
up appropriately and nurture the lead. Marketing shouldn’t 
hesitate to check in with sales periodically to find out the status 
of the lead, which should be formally captured in the pipeline.” 

A well-managed pipeline “will hold the business developer 
accountable for working on the leads obtained,” Tolin adds. 
“The business developers should share the types of pros-
pects they are searching for with marketing so marketing can 
develop a plan to find and touch those prospects. Marketing 
then carries out the campaign to help uncover leads.” 

Jensen looks to marketing to help produce events that are 
tightly focused on a defined segment and that allow for follow-
up. “As a sales professional, the broader the message and the 
wider the audience of an event, the less likely and effective I will 
be in driving follow-up. However, a tight event with a mixture 
of clients and pursuits allows for effective follow-up and moves 
attendees into the pipeline. While brand is fun for marketing, 
it’s hard to measure. Leads are less fun, but are measurable, and 
most importantly, they drive revenue.” 

The biggest obstacle to the success of any process, Tolin says, 
is the difference in priorities. “Marketing is focused on baseline 
awareness among unqualified leads. Business developers are  
focused on closing the sale. Often, one side doesn’t completely 
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understand what the other is doing. So, requests that are 
important to one party are viewed as bothersome by the 
other. Marketing has other responsibilities too — from internal 
communications to client retention to public relations. While 
business developers think sales all day, marketers are pulled in 
different directions.” 

Measurement and Reward
While the marketing and sales executives we spoke with don’t 
expect standing ovations, they do agree that measurement 
and reward are key drivers in motivating them toward the com-
mon goal of growth. Our marketing executives believe there’s 
a need for aligned incentives even while noting that there tend 
to be different metrics for each function. Perhaps dollars gener-
ated could be an integrated metric, although marketing is seen 
as more responsible for the number and quality of “touches.” 

Our sales executives agree that there are very different metrics 
for each function but favor measuring marketing on the basis 
of leads more than branding. What can firm management do 
to better measure and reward marketing and sales activities  
to encourage collaboration? Vitberg believes that for a firm  
to realize the maximum potential of these two disciplines,  
“collaboration needs to be based around aligned incentives.” 
But what should the metrics be?

“The key metric for both functions should be leads gener-
ated,” Jensen claims. He cautions marketing not to get lost 
in statistics. “We receive a lot of communication touting 

distribution of ‘this many’ articles, and hits of various market-
ing platforms. It is all good stuff, indicating that prospects, 
pursuits and clients are aware and possibly interested. But 
those are the exclusive purview of branding.” 

Results from marketing initiatives are hard to measure and “the 
results achieved are often subjective and elusive,” Munteanu says. 

As a result, Perrino says, “marketing may need to sharpen its 
focus on the destination, rather than the stages of the journey. 
The destination (e.g., winning new clients) can sometimes get 
lost in too much attention to design, brand standards, check-
ing with all partners for the 11th time, etc. The destination is 
measurable, but the stages of the journey can be subjective — 
or immaterial if the destination isn’t reached.”

Like Perrino, Jensen also recognizes the journey. While he 
says it is important to give recognition to marketing for 
any sales that come out of a marketing-generated lead, he 
acknowledges that it is both marketing and sales together 
that bring results to pass. “We win as a team. I need market-
ing and marketing needs sales.” 

Ultimately, measures and rewards for sales and marketing 
must be based on each individual’s objectives, goals, and 
responsibilities, Langsdale says.

Tolin agrees: “While dollars generated rule in an accounting 
firm, marketing is all about touches. So, perhaps for market-
ing the number of touches per win is a good metric while 

A Best Practice Integrated Marketing and Sales Process

Following are the essential components of a marketing and sales process, based on research conducted in 2006 by 
Suzanne Lowe, founder of Expertise Marketing, LLC, and Larry Bodine, founder of LawMarketing.com.

Lowe notes that marketers can play a leadership role in the first and last steps, with sales leading the three steps in 
between. However, both functions should contribute to each step. This approach takes individuals’ focus off of “who 
does what” and puts it on moving the client or prospect through the process. 

FIRST: Defining and identifying the most strategically important prospects/clients (i.e., segmenting the market, 
targeting the “right” clients, and prioritizing which clients or industries to pursue or to avoid). 

THEN: Acquiring the most strategically important prospects/clients (i.e., establishing a firm’s attractiveness, 
credibility and thought leadership with the “right” clients and successfully winning new engagements with those 
targeted prospects/clients).

NEXT: Retaining the most strategically important clients (i.e., fostering increasingly significant client/firm relationships, 
and successfully keeping current engagements with targeted clients). 

AFTER THAT: Building the firm’s amount of revenues with its most strategically important current clients (i.e., 
known as cross-selling in some sectors, this means increasing each current client’s use of the firm’s entire service 
portfolio and the firm’s penetration into that client’s available “share of wallet”). 

FINALLY: Increasing the perceived value of the firm to all audiences, including nontargeted prospects and clients, 
influencers, suppliers, and current and potential employees (i.e., growing the firm’s overall brand value and thought 
leadership equity; building broad awareness of the firm and its favorable reputation in its marketplace; and increasing 
its perceived eminence generally). 

Source: “Increasing Marketing Effectiveness at Professional Firms,” by Suzanne Lowe and Larry Bodine. Copyright 2006. All rights reserved.
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sales should continue to be rewarded for reading the market-
place and going where they can have the most success. At 
the practical level, when marketing and sales are developing 
campaigns, you should talk about how success will be mea-
sured. In fact, in the end, the key to successfully integrating 
efforts really comes down to communication.”

Communication
If marketing and sales are going to be playing together in the 
business development band, communication is a prerequi-
site. Executives from both functions agree that this is perhaps 
the key element where they need to be integrated. Concepts 
discussed include being accessible, overcommunicating, 
making recommendations, and being consistent and prompt 
with information. One of the biggest obstacles is seen as the 
age-old conflict between perceptions of what defines a good 
lead, a dropped lead and a good prospect. 

Munteanu notes that in working with a variety of accounting 
firms over the years, “sometimes there is no communication, so 
both functions are always stepping on each other’s toes. You 
can’t work in silos. You won’t have this problem if there is inte-
grated communication.” The key is to be accessible, she says. 
“Our BD director and I know everything that goes on in each 
other’s world. We are each other’s ears, we help each other, 
and we share. For example, we have joint team meetings to 
discuss everything that crosses between marketing and sales.”

Langsdale says that shared, strong internal communication 
and collaboration extends beyond the firm’s walls. “A clear, 
concise communication between marketing and sales is  
critical to growing the business. Whether branding or tar-
geted pursuit efforts, the ability to communicate effectively 
and constantly will ultimately impact how the firm is viewed 
in the marketplace.”

Perrino asks for such communication to be prompt: “If there  
is a problem, delay, or program off track, please don’t walk  
to tell me. Run!” He also is realistic about the challenges that 
both marketing and sales face: “Problems happen and so do 
solutions. Overcommunication is a good thing.” He stresses  
the importance of each function taking a strong stance. 
“Recommendations should be given, rather than options. 
Well-supported recommendations are the key to collaborative 
communication. Just giving options is taking the easy way out.”

Tolin notes that communication is a challenge for both sides 
of the growth equation. “Without communication, neither 
party will be as successful. Nothing frustrates marketers more 
than seeing leads being dropped by sales. This is probably not 
reality, so if the prospect isn’t a good target, then the business 
developer needs to share this and, with the marketer, figure 
out how to tweak the strategy to get better prospects.” 

Tolin recommends “making sure you understand what the 
other function needs to do their job. Keep that in mind when 
you’re working together. Be sure to update any integrated 

tracking programs. This helps show that you’re each doing 
your part to reach defined goals. Get regular calls on the 
calendar to touch base and share market insights. Talk about 
what sales is doing so marketing can determine how it can 
best assist. Discuss how mutual tools are being utilized and 
can be improved. Share resources as needed. If dollars are 
required to do something, sales needs to make the case for 
those dollars so marketing can allocate them in the budget.”

Communication is essential to achieving harmony in each 
of the other key areas, Jensen points out. “Communication 
must center on the focus and handoff points; the process we 
will use; how each of us will be measured; and how we will 
ensure each other’s success.” 

Getting to Harmony 
Ultimately, firms must ensure that the right work is being 
done, and done well. Each firm will have cultural, organiza-
tional, talent and team structures and challenges that will 
impact integration. Individual firms likely should have some 
variances in these assigned responsibilities because no two 
individuals will play the same note exactly the same. 

When music is well crafted and well executed through a 
blend of closely related elements, we all experience its beauty. 
Likewise, business development is the artful blend of market-
ing, sales and service. As we bring our teams together in focus, 
craft our processes jointly, measure and reward elements of 
common goals, and communicate consistently, we will all 
experience growth — both personally and in our firms. 
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Creating original, newsworthy content can be one of  
the most challenging responsibilities of marketing staff in 
professional services firms. With countless demands —  
proposal creation, traditional and electronic advertising, 
website attention, internal collateral creation, and so on — 
writing new material can frequently fall to the bottom of 
the marketing “to do” list. And when new material is written, 
it can seem like there is no definitive outlet to distribute it 
where it will actually be read. For example, does one add  
it to LinkedIn, Facebook, the firm website, or an industry  
newsletter? Finally, once research is completed and an  
item is written and distributed, the process must start all  
over again with a brand new, unfamiliar topic.

Hurdles to Content Creation
In addition to the variety of demands on an accounting  
marketing department’s time, there are many other internal 
and external reasons that writing new content is difficult.  
One internal challenge can be a lack of technical expertise. 
Complex, technical topics can seem daunting to a marketer 
at first. However, with guidance from a subject-matter  
expert and a little time researching and reading, topics  
usually become more manageable.

Credentials and experience level are also challenges a 
marketer must overcome. Some content outlets may only 
be interested in content authored by CPAs or may expect 
authors to have previously published work. Do not let this 
obstacle get in your way! While your firm’s website, blog or 
internally created publications are the easiest outlets for dis-
tributing marketing-created content, there are many external 
outlets that will consider your work, as well. Online publica-
tions, general news and regional media may be more willing 
to accept a story from a marketer. For those outlets that are 
only interested in material written by a CPA, it is completely 
acceptable to act as a ghostwriter for the CPA.

Finding the right outlet or deciding between options may be 
another challenge. Every partner would love their work in a 
national newspaper; however, sometimes there is more ben-
efit to distributing it on a smaller, more targeted scale or even 
directly to current and prospective clients. Finally, the biggest 
hurdle to creating new content with partners or senior-level 

staff may simply be their own schedules. The idea of writing 
an article can seem overwhelming. How do you ask for their 
assistance without becoming a burden?

Four-Step Process
In our marketing department, we have found a solution  
to many of these issues. It takes the form of a four-step  
process and has been a successful model for both inter-
nal and external content creation. It allows the marketing 
department to become a true “trusted business advisor”  
to our partners and has removed much of the pain and  
challenge of creating content.

Finding content. Marketers typically are not prepared to 
come up with original takes on the latest FASB update or 
other perplexing accounting topics, which is why we depend 
on subject matter experts. However, rather than coming up 
with new content ideas, our department spends our time 
looking for topics that already exist. This can include external 
sources of industry news (or popular news with an account-
ing slant) or internal sources like events, presentations, staff 
changes, or even existing collateral.

Identifying placement. Once you have some material to 
work with, you need to find the right outlet. Is the individual 
or firm looking to produce internal content for current 
clients or is it looking to get its name out there in front of 
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new companies or organizations? Internal publication allows 
more flexibility on timeline, more ability to monitor through 
analytics, and more impact on search engine optimization 
(SEO) efforts. External publication, however, lends greater 
credibility. Marketing should make the most strategic recom-
mendation to the author of the content based on the costs 
and benefits.

Writing the draft. There is no way around the fact that creat-
ing content is time intensive. However, the question of how 
that time is spent and who spends it is important. Some 
partners are willing and motivated to spend time writing on 
a topic. They should be encouraged and rewarded by the 
marketing group through public thanks and recognition. On 
the other hand, some may need more assistance. In these 
cases, you can save time by researching and outlining a topic 
prior to the partner writing it. It may even be more efficient 
and beneficial to help write the first draft than constantly 
pester them to produce something on their own.

Expert review. Once the new content is written, suddenly 
partners seem to have plenty of time to edit and rewrite. 
This is OK! Some individuals will review, make one or two 
edits and sign off, while others consider every word and 
make countless revisions. In these cases, it is important to 

encourage them to focus primarily on the technical accuracy 
and the topic depth of the content. At the same time, mar-
keters must maintain patience throughout this process. While 
design is often identified in marketing as the most subjective 
discipline, remember that writing takes an equal amount of 
creativity, and thus, subjective opinion.

Repurpose, Repurpose, Repurpose
Once you’ve created new and interesting content, you can 
make the most of your investment by repurposing that con-
tent. If a partner gives a presentation with three sections, that 
can be turned into three articles. A short factsheet can be 
rewritten into a blog post. Firm rankings, individual awards, 
or promotions can all be turned into press releases. In the 
end, the key is to spend your time finding a topic already out 
there, becoming familiar with it, and getting started on your 
new content!
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In accounting firms across the country, one question surfaces 
over and over again: How can leaders who sell and deliver 
professional services separate themselves from the pack in 
the midst of intense competition? 

In the wake of the great recession, firms large and small are 
fighting for the same piece of the pie. And, as the economy 
improves — however slowly and unsteadily — many firms 
are shifting their focus and aligning investments to their 
growth agenda and revenue generation. 

The emphasis on delivering value for clients has not changed. 
What has changed is the potential to accelerate how quickly 
you can become known for addressing timely client issues 
that create even more value. 

Today, it is not enough to know your market. Your market 
needs to know you. Leaders need to be more than experts in 
their field. They need to be visible in the marketplace of ideas.

And, they need to use their eminence to drive revenue  
generation for the firm. 

Becoming the Go-To Source
In this fast-moving knowledge economy, 
becoming eminent means:

4   Understanding  
what issues matter 
most to clients,

4   Building a reputa-
tion as someone 
who brings insights 
that address those 
issues,

4   Responding quickly 
when new regulations 
redraw the business and 
financial landscape for clients, and

4   Having a point of view about technologies or processes 
that not only accelerate the speed of innovation, but  
also are driving your clients’ differentiation and creating 
business value. 

It comes down to ensuring your leaders are the first names 
that come to mind when clients or prospects want to know 
about a specific issue or niche field of expertise. This goes 
beyond personal branding. It’s about linking the eminence 

of individuals to growth and revenue generation. It’s about 
having strategies and metrics aligned to three areas: building 
reputation, expanding relationships, and growing revenue. 

This model is a powerful one for small and middle- 
market firms. 

Through my research calls — first-hand discussions with 
executive decision-makers who are buying professional 
services — there’s always a reference to choosing firms that 
provide value. But, these buyers are also price conscious. In 
fact, the pricing discussion can take the “big guys” right out of 
the equation when the ideas and talents put forth by smaller, 
local firms are on par. And, there’s no question that local firms 
are rich with talent who have the potential to be thought 
leaders. There’s an abundance of brilliant thinkers in local 
markets who have simply opted out of the large firm track 
because of conscious choices about career, work/life balance 
and company culture. They simply need to become visible.

Buying decisions today are based as much on ideas and 
innovative thinking as they are on technical expertise or  
a brand name. And, when experts are based nearby, it  
keeps travel costs down and provides greater in-person 
accessibility. On the flip side, talented individuals armed  
with powerful thought leadership can take a small, local  

firm to the national stage.

Personal expertise must be balanced with the brand  
to be fully effective. When bidding new business or 

seeking to retain key clients, it’s the power of the  
brand — combined with the credentials and ideas 
of individuals — that gives you the competitive 
edge. When you are bidding the team, you want to 
be bidding a group of people known in the market 

for ideas, experience and perspective. Clients want 
those experts on their team. Clients value leaders who 

have elevated the discussion around key issues, particu-
larly those who are “vetted” by third parties (such as meeting 

organizers or editors) who have carefully selected thought 
leaders to present at key conferences or author insight-rich 
articles. Clients seek out individuals who are driving the debate 
in influential circles. 

From my experience working at a Big Four firm and advis-
ing leaders of small and middle-market firms, having experts 
who address specific business issues and bring the right 
credentials shortens the sales cycle and affects your ability 
to command premium pricing, even among the most price 
conscious decision-makers. 

Fueling the Growth Agenda
Tie Thought Leadership Strategy to Reputation, Relationships and Revenue

Feature Article

Pauline Weger, Signature thinkers
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Build a Rock Band, Not a Rock Star
Avoid the temptation to concentrate solely on one burning 
issue and one expert. Another way to look at this: Build a rock 
band rather than a rock star.

Every rock band has a lead singer and a team of talented 
musicians that come together to create a distinct sound. For 
a professional services firm, that distinct sound consists of 
strategic “themes,” such as mergers and acquisitions. Themes 
distinguish the brand and help prioritize investments. Each 
member of the band also has his or her own part to play  
by addressing burning issues related to specific industries  
or service areas. This team-based approach allows you to 
exercise agility, giving you more angles into the market. 

The digital revolution has cleared the way for “indie” bands 
in local firms to be found. Social media provides a powerful 
way to build a fan base among clients and industry watchers. 
Smart, polished, brand-building videos allow your leaders to 
be seen and heard and come across as approachable and 
likable, which are often deciding factors when clients choose 
a professional advisor. Live performances, such as in-person 
keynotes and client meetings, remain a critical way to connect 
with the “paying public.” 

At the end of the day, as is the case with any band, your 
thought leaders need to be good. And, they need to be 
discovered.

So, Who’s in Your Band?
While partners are the most obvious place to begin, they 
shouldn’t be the sole focus.

In fact, there are two areas where sharpening the focus can 
create significant impact: grooming on-deck partners and 
quickly onboarding experienced hires. 

Many senior managers or directors who are on the path to 
partner have never been responsible for building a book of 
business — in up markets and particularly in down markets. 
They bring technical expertise and are known for excellence 
in managing client engagements. Without argument, these 

skills are essential. But they move into 
the partnership role at a disadvantage.

Instead, equip them with the tools and 
skills to become eminent over time. At 
the most basic level, have an engaging 
online presence — one that equally 
balances credentials with issues — and 
ensure that the profile has core messages 
that are the underpinning of your brand. 
Create a structured approach to building 
eminence skills and competencies. Align 
up-and-comers with mentors whom 
they can shadow through the thought 
leadership experience. You’ll be prepar-

ing on-deck partner candidates to be more than just alert 
and ready. They will know how to recognize critical business 
issues and what steps they can take to respond on a dime with 
savvy thinking. The result: New partners are effective — from 
day one — at bringing value to clients and in the market. This 
translates into sales while strengthening the brand.

From my Big Four days, having all the pieces embodied in a 
single, comprehensive approach to eminence — designed 
with the culture in mind — can bring the very essence of the 
brand to life. For example, to dial up the strategic value of a 
key practice, an eminence program for named subject mat-
ter experts was envisioned and launched, spearheaded by a 
practice leader and marketing. Input into the curriculum came 
from many groups — PR, digital marketing, sales, internal 
communications, the outside agencies, and successful experts 
from the firm. Alignment with talent management allowed 
links to midyear and annual review cycles. 

The result? Take the example of one graduate. Over the 
course of a two-year period, this freshly minted graduate of 
the eminence program demonstrated direct connections 
to clients’ agendas, and as a result, he impacted his firm’s 
reputation, relationships and revenue. This positioned him 
to lead a newly created and highly strategic global initiative 
designed to unlock new revenue streams.

Experienced hires can get even faster market traction. These 
experts come to the table with contacts and a track record 
for success. Rather than simply issue a press release about a 
new hire and nothing more, promote their thinking around 
an issue that’s pertinent to your clients and connects them 
to your brand quickly. Work with your experienced hire and 
determine how their expertise aligns with an issue important 
in the market. Then, pair them up with a lead singer. Doing 
so will bring net new revenue faster and the firm will realize 
value from the investment in that hire sooner. 

As is always the case, there will be opportunities for members 
of your rock band to share their thinking with media, clients, 
academics and others. Each member of the band should 
have key messages and materials around the issues and the 

continued on page 20
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Karen Love, PKF Texas
Growing 
Rainmakers

As our client companies continue to promote 
an increasing number of women into execu-
tive positions, they expect to see women in 
leadership positions at their accounting firms. 
As a result, we have an advantage when our 
community outreach efforts include women 
from all levels of the firm. 

Not Just a Social Issue
Increasingly, corporations are recognizing 
the value of women on the executive team 

and board of directors. A Catalyst research report published 
in March 2011 — The Bottom Line: Corporate Performance and 
Women’s Representation on Boards (2004-2008) — found that 
companies with the most female board directors generate 
return on sales that is 16 percent higher than boards with 
the least number of women. Previous studies in the Catalyst 
series also made a connection between gender diversity on 
corporate boards and financial performance. 

“It’s good for business, as the statistics show — it is not just a 
social issue anymore,” says Suzan Deison, founder and presi-
dent of the Greater Houston Women’s Chamber of Commerce. 
“The key point is not that women are better than men; it’s that 
women bring a different perspective to the table.”

Women are more likely to use interpersonal skills, such as 
teamwork and conflict management, according to a 2010 
global survey conducted by the Chartered Institute of  
Management Accountants Centre of Excellence. 

These skills are critical in executive positions, says Sheri 
Roberts-Updike, a vice president and general manager for 
Tyco Valves and Controls, where she runs an $850 million 
global line of business. “As one moves up in the organization, 
the skills required are human capital- and relationship-based, 
more than technically based,” she says. “Having a deep pool 
of female candidates in succession for senior roles can aid in 
better decisions, collaboration and high performance.”

Corporate Boards Seek Financial Women
Currently, women comprise less than 15 percent of U.S. 
public company directors, a statistic that the 2020 Women 
on Boards campaign is seeking to increase to at least 20 
percent by 2020. This campaign and the overall trend toward 
encouraging gender diversity on corporate boards present 
an excellent opportunity for women in accounting firms — 
especially CPAs. 

In our firm’s participation on organizations such as the 
National Association of Corporate Directors and Greater 
Houston Women’s Chamber, we have learned that every 
corporate board seeks qualified women with financial back-
grounds. What’s more, they look to nonprofits with a repu-
tation for fiscal responsibility, such as the American Heart 
Association, when they’re searching for new board members. 

While serving on nonprofit boards can be a bridge to a 
corporate role, the benefits PKF Texas has seen from women’s 
community outreach have been related to building and 
strengthening relationships with existing and prospective 
clients and other centers of influence in our target niches.

Align Community Service with Strategic Goals
Strategic community service is a powerful route to career 
development that is particularly relevant to women, reports the 

Access Women’s Influence  
Through Community Outreach

Karen Love
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2012 Accounting MOVE Project Building Careers and Communi-
ties: How Strategic Community Service Advances Women in Public 
Accounting. The report found that community service reaps the 
best results when integrated with strategic firm goals. 

Positioning women in community service roles fits PKF Texas’ 
philosophy of using our people’s strengths — inherent and 
learned — to help them advance personally and professionally 
while building our centers of influence with key business lead-
ers, especially in the key Houston sectors of energy, healthcare, 
manufacturing, technology and international business. 

What does that look like in practice? First, we’ve incorporated 
local outreach and volunteer leadership into all job descrip-
tions. We also help every team member assess their strengths 
using The Birkman Method® personality testing and other tools. 
Then they meet with us in the practice growth group to match 
them with community organizations where they can use their 
strengths while also meeting our strategic goals.

For example, Audit Practice Leader Sonia Freeman served 
a term as president of the Women’s Finance Exchange of 
Houston, an organization dedicated to developing profes-
sional women working in financial areas. As a result of being 
an engaged leader and establishing camaraderie with the 
members — many of them competitors — Sonia has earned 
multiple referrals that have turned into business for the firm.

The practice growth group also is demonstrating the value 
of community involvement. Executive Manager Raissa 
Evans has generated at least four leads with middle-market 
technology companies as a result of her participation in the 
Houston Interactive Marketing Association.

The value of my own relationship building in the community 
came into play just recently. A client I had worked with side-
by-side in connecting her and her company to a variety of key 
groups in Houston, including involving her on an executive 
women’s partnership, went to bat for us when her company 
nearly switched accounting firms. Because the female execu-
tive saw tremendous value in our relationship — beyond the 
services of our CPA firm — she influenced her company’s 
decision and we kept the client, which is among the firm’s  
top 15 clients annually.

In some cases, the payoff is less about a direct line to revenue, 
but more about enhancing the brand of the individual and 
the firm. One of PKF Texas’ new owners, Alison Muecke, is 
active in an organization called Prepared 4 Life, which pro-
motes financial literacy for children through initiatives such as 
“lemonade days.” This cause resonates with many of Alison’s 
high-net-worth clients, who work hard to teach their children 
the value of a dollar.

Alison also is a role model for young women who are looking 
to build a successful career while maintaining a balanced life. 
She earned her position as an owner while working a part-time 

schedule — a success story that has influenced more than one 
recruit to choose PKF Texas to build their careers.

Maximize Women’s  
Influence in the Community
Encouraging women to follow their passion by participating 
in nonprofit organizations benefits the firm through stronger  
relationships with current and prospective clients, and 
through enhancing the woman’s personal brand and the 
overall firm brand. Following are some of my suggestions  
for maximizing these benefits.

Devise career paths all the way up to partner. It’s not 
enough to hire women and pay them well. Accounting firms 
need to be strategic about supporting the careers of women 
from entry level to partner level. They should assess strengths 
and mentor for positions of greater responsibility and leader-
ship. At PKF Texas, almost all of our people participate in lead-
ership development programs through organizations such as 
the Center for Houston’s Future and PKF North America.

Provide the infrastructure to support community involve-
ment. PKF Texas does not limit the number of hours individuals 
can spend on volunteer positions. We also recently introduced 
a charity day, which allows individuals to spend a full eight 
hours supporting the charity of their choice.

Participate selectively. Not all community involvement is 
created equal. If we are contributing time and effort dispro-
portionately, we pull back.

Report and celebrate “wins” and success stories. We hold 
regular celebrations and encourage women to share their 
successes with peers, especially junior team members they 
mentor. We also incorporate volunteer credentials into their 
bios and LinkedIn profiles. Of course, the most important PR 
is created by the buzz that naturally results from passionate 
women giving back in ways that demonstrate their value to 
the community.

Encourage women to build one another up. Women in 
the accounting profession should seek one another out  
and ask how they can help one another be more successful. 
“Co-opetition” can benefit individuals professionally and per-
sonally when they support one another and work together 
for the same cause. In the words of Gloria Vanderbilt, “I’ve 
always believed that one woman’s success can only help 
another woman’s success.”

About the Author
Karen Love is Director of Practice Growth with PKF Texas. Her passion 
for corporate social responsibility began with her work on the Texas 
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in many community organizations, including serving as 2013 chair 
of the Greater Houston Women’s Chamber of Commerce. Contact 
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Colleen Rudio, Rudio Performance Management Group

Take a moment to reflect on your firm’s  
marketing and business development 
“framework” — the total sum of its functions,  
the level of strategic integration, and the 
resulting team behaviors. Are you effectively 
linking marketing and business develop-
ment functions to the firm’s overall strategic 
and performance goals? Is your framework 
easily understood, continuously commu-
nicated and seen as a critical component 
in driving your firm’s market position? Or, 

is your framework disjointed and reliant upon individual 
interpretation? Developing and implementing a strategically 
aligned marketing and business development scorecard can 
help build support for your overall goals. 

The ultimate goal in designing any balanced scorecard is to 
fully align the strategy and long-term financial goals to daily 
operations and individual performance. The scorecard should:

4   Provide the necessary structure to track all important  
elements of the firm’s strategy,

4   Stimulate focused execution by driving the right action  
at the right time, and 

4   Provide a tool for continuous monitoring. 

Consider the scorecard to be a functional representation 
of the relationship between your firm’s vision and overall 
strategy and your marketing and business development 
efforts. This is accomplished by clearly understanding both 
internal and external perspectives that drive decision-making 
and performance within your organization. Finally, you can 
identify key performance indicators (KPIs) and organizational 
values that represent the desired action.

When mapping your current framework and determining 
which KPIs to incorporate into your scorecard system, con-
sider the following driving perspectives.

Client perspective: How do you want clients to see your 
firm? What is the reality of how your clients actually see your 
firm? Is brand image and reputation in alignment with firm 
values? Are existing client needs being met and future needs 

being anticipated? Related measurements may include  
client satisfaction ratings, frequency of new service offerings, 
adherence to service quality and delivery standards, client 
acquisition and retention ratios, team and individual perfor-
mance ratings, level of community involvement, or brand 
image and reputation rating.

Growth and innovation perspectives: How can your firm 
continue to improve and create value? Do your firm’s strate-
gies require major changes in culture, skills, or management 
style? What role does marketing and business development 
serve in accomplishing growth and innovation strategies? 
Related measurements may include client acquisition and 
retention ratios, cycle time for new service deployment,  
training and development completion ratios, client value  
or revenue, or increased market share.

Operational perspective: What business processes must 
your firm excel at to remain relevant? Which processes are 
valued most and why? Do your marketing and business 
development efforts drive continuous process improvement 
of these processes? Are related marketing and business 
development policies and procedures in place to effectively 
maintain your strategies, thus driving organizational stabil-
ity? What regulatory requirements impact marketing and 
business development? Related measurements may include 
key process error ratios, internal or external communication 
frequencies, efficiency ratios, policy or procedure violation 
frequencies, or marketing project completion ratios.

Financial perspectives: How can your firm increase share-
holders’ value? Are financial goals being achieved? What are 
the bottom-line impacts of your marketing and business 
development efforts? How are financial goals tied to each 
department, individual or engagement? How are resources 
allocated to support future strategies? Related measure-
ments may include total revenue growth, project or initiative 
ROI, growth by service or division, client acquisition cost, or 
development cost per employee. 

Designing Your Scorecard
When determining the best scorecard structure or approach 
for your organization, remain fully aware of how your 
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organization currently functions. Implementation success 
is drastically increased by leveraging current behavioral 
patterns, lines of communication, and measurement tools. 
When feasible, integrate related marketing and business 
development elements into systems already established and 
accepted. For example, if your professionals complete annual 
individual marketing and business development plans, incor-
porate related elements into your scorecard.

Ultimately, your design goal is to provide clear, concise and 
consistent information that is relevant to driving your firm’s 
strategies. Strive for a one-page format with two to three KPIs for 
each major functional area (Financial Management, Operations, 
Marketing and Business Development, Talent Management,  
Client Management). Following are some additional design tips: 

4   Keep the overall system simple. Trying to quantify  
every marketing and business development program  
will create confusion and unnecessary complexity. 

4   Make sure the selected KPIs are valued at the organizational, 
department and individual levels. Disconnect between tiers 
is a common cause for implementation failure.

4   Select or convert KPIs to match your desired reporting 
timeline. If KPIs are only measured quarterly or annually, 
you will see lower overall engagement with and use of 
the scorecard.

4   Strive to adopt a “continuous improvement attitude” 
within the organization. Scorecards should be a reflection 
of a fine balance between organizational movement and 
historical performance. In growth-oriented firms, up to 
15 percent of key elements may change throughout the 
year. The key is to remain flexible, as the scorecard should 
be a reflection of your daily operations and strategic 
initiatives. 

4   Ensure the scorecard is visually appealing by using a 
dashboard, red/yellow/green light, or a variety of charts. 
Team members should be able to see status “at-a-glance” 
without excessive interpretation of elements. 

Although balanced scorecard systems have been part of  
the business community for many years, the challenge is  
to expand the use of such tools to more consistently drive 
performance improvement through linking your firm’s  
promotions, people, performance and profitability. 

About the Author
As Chief Strategist with Rudio Performance Management Group, 
Colleen Rudio is a business strategist, talent manager, profit advisor 
and growth consultant. She also serves as director of Corporate 
and Group Solutions for Western CPE. Contact her at: 406-585-3160 
or colleen.rudio@westerncpe.com.

Thursday, December 06, 2012 | 1:00–2:00pm EST
AAM Roundtable
Winning the Communication Game:  
Helping Men and Women Both Succeed 
Speaker: Rita Keller, Keller Advisors, LLC

Tuesday, December 11, 2012 | 1:00–2:15pm EST
AAM High!
Have You Accessed the Crowd? How Crowdsourcing  
Fits into Your Marketing Strategy 
Speaker: Jim Boomer, Boomer Consulting

Wednesday, December 12, 2012 | 1:00–2:00 pm EST
AAM Seasoned Marketer Roundtable
Making CRM Social: Using Data  
to Manage Client Relationships
Speaker: Jessica Levin

AAM Educational Events

Register today!
accountingmarketing.org/calendar.asp
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options to address the issues (but not a list of 
your services) at their fingertips. This will pre-
vent stumbling when it comes time to ensure 
consistent, powerful language and to articulate 
their point of view. And, your firm is assured the 
expert is singing the same “song” every time.

Not Just Any Old Band
Be strategic in determining which experts to 
focus on first. Firms employ talented people with 
great ideas. Many of them are vying for atten-
tion. But not everyone can be a band member.

Make sure the growth agenda aligns strategi-
cally to the business. Where do you need to 
defend your market leader position vs. invest 
in new geographies or vertical markets to fuel 
new growth? This means making tradeoffs. In 
areas where you have a solid share of the mar-
ket, you might provide baseline support to your 
experts to simply sustain a market presence. But 
when it comes to the market leader position, 
you should be a step ahead. Be in tune with 
breaking issues and ensure your experts are 
taking a prominent role around those issues. In 
growth areas, be nimble. Understand where you 
could potentially make a bold play that secures 
your firm’s position in the leadership role.

Being First. And, Being Distinct.
Building visibility means showcasing the 
knowledge of your firm’s experts through 
channels that matter to clients. Knowing  
what channels matter — and how they  
are changing — is critical. 

No doubt, you’ve seen first-hand the power 
that comes when multiple efforts — such 
as publishing articles online or in niche print 
outlets, giving keynote speeches to the right 
target audiences, and ensuring you’re the top 
search term in search engines — are aligned 
rather than treated as one-off plays. Being first 
to market with insightful thinking demands 
rigor in aligning messages and channels. It 
might even require a radical re-think and 
refresh of your current channels. 

Harmonizing the channels can be what makes 
the difference in connecting thought leadership 
investments to real revenue, as was the case 
when a new regulation in the pharma world 
upended the approach that marketing and sales 
had been using to get physicians to prescribe 
certain drugs. The regulation introduced an 
entirely new set of compliance requirements 

Fueling the Growth Agenda from page 15

Strategists and Catalysts: Marketing’s  
Strategic Role in Building a Rock Band

Much discussion is taking place today around the evolving 
role marketing could and should play in a professional services 
organization. Given greater access to data and analytics, new  
client engagement tools, and a stepped up focus on integrating 
sales and marketing, leaders are looking to marketing to play a 
more strategic role. 

Helping leaders evolve from “invisible” to “visible” in the market 
is central to driving differentiation, creating client value, and 
supporting revenue growth. Below are examples of three key ways 
marketing professionals can take a leadership role.

1. Be the voice of the market
A strategic marketer looks for patterns in the market, understands 
what competitors are doing, and evaluates how people are consuming 
information. They use that intelligence to determine how to balance 
substance with style, bringing the firm’s brand to life. Great thoughts 
and ideas can fall flat if they aren’t presented in the right way and in 
the right place. A good marketer will find the whitespace in even the 
most competitive marketplace. 

Often, a buyer is not ready to buy when you are ready to sell. Today’s 
marketing leaders understand the importance of building and 
nurturing a presence…one that ensures depth and builds credibility 
around a key issue.

2. Be a catalyst 
A practice leader may know the emerging issues, but facilitating 
their thinking and getting their ideas to market in a timely manner is 
another story. Become known for being the catalyst to help leaders 
quickly get ideas from thought to market. You know your culture. 
You know what’s needed to be a haven for ideas. Bring specialized 
writing resources and messaging skills to the table, or introduce 
new tools and idea facilitation techniques. Help experts become 
comfortable in their market-facing role. Work with professional 
development, sales, and leadership to develop skills and tools that 
allow experts to re-envision client discussions. Create connected, 
integrated campaigns aligned to issues, not “one and run” pieces.

3. Connect the dots 
Today’s marketers know the importance of finding ways to accelerate 
market presence. Begin to think about how to deliver real — and 
measurable — impact in three areas: reputation, relationships 
and revenue. Getting there means identifying the right metrics to 
monetize thought leadership — and then capturing, analyzing and 
sharing timely data from firm systems and assessments (CRM, Web 
metrics, win rates, client loyalty, brand preference, pricing analytics). 
Understanding the metrics can help a savvy marketer put all the 
pieces together for their leaders to make fact-based decisions.

Many firms require marketers to report ROI on events or campaigns. 
But the numbers don’t always tell the full story. Who were the 
strategic buyers that attended or participated in an event? A  
smart marketer will bring more to the metrics than a typical ROI 
system allows. 
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that had the potential to drive up costs. Very quickly, a firm 
provided options. The leader — who was responsible for selling 
and delivering services with key accounts — brought timely 
perspectives by mining existing thought leadership and offer-
ing new thinking including provocative viewpoints around the 
role that real-time analytics should play. Deliberate touchpoints 
were created through online and in-person channels and via 
strategic alliances, in particular with a business intelligence 
software company. The leader quickly became the recognized 
expert. Within three months, revenue was traced back to these 
efforts. Within nine months, when a large pharma was ready to 
take on these regulatory issues and dig into options, the leader 
was invited to the table to discuss a sizable opportunity.

The key is getting ideas to the market quickly, efficiently  
and with precision in order to claim a stake before the 
competition even has time to complete its research. This is 
where small to midsize firms can have a marked advantage 
over firms with complicated organizational structures and 
complex review processes.

You still need to dedicate time to looking around the next 
corner. Do research, watch for new rules and regulations, and 
prepare early. Leveraging materials or ideas you’ve already 
developed is fine, but be nimble. Do additional research or 
surveys and conduct interviews with your experts quickly. 
Then reuse, repackage or rework prior thought pieces in 

ways that link them to timely, critical areas and clearly dem-
onstrate knowledge and expertise. 

Move Forward
There’s no question that eminence building must synch 
to the overall brand of your professional services firm. But, 
brand value — and revenue growth — is sparked by the 
individuals who make up the firm. Make sure the eminence 
plans of your professionals are deliberately designed to 
advance the discussion in ways that raise the bar for your 
clients, your firm and your experts.

About the Author
Pauline Weger is CEO of Signature thinkers, headquartered in 
Northern Virginia. She taps experienced 
thinkers and builders who provide brand-
ing, marketing and personal eminence-
building services. Pauline’s perspectives are 
shaped by global and national marketing 
leadership roles she has held with Deloitte 
and other professional services firms, as 
well as her recent work consulting with 
executives from small, fast-growing firms 
and global corporations. Pauline can  
be reached at 703.272.3822 or by email  
at pweger@signaturethinkers.com.



Laura Sparks, Creative Sparks

There are certain things we take for granted today. One of these 
is that marketing is necessary for a professional services firm to 
grow and thrive. We tend to forget that there was a time, only 
30-some years ago, when this idea was truly revolutionary. 

Bruce Marcus was at the forefront of that revolution. During a 
60-year career in which he’s served as marketing executive or 
consultant for most of the international accounting firms and 
many large and small law firms, Marcus has seen the evolution 
of marketing from anathema to an integral part of a thriving 
professional services firm. He defines these stages in his latest 
book, Professional Services Marketing 3.0: Its evolution, its future, 
and how to thrive with it. (See sidebar, facing page.)

In a conversation with Growth Strategies, Bruce shared 
insights into the past, present and future of professional 
services marketing.

On the shrinking divide 
between accountants and 
marketers: When we first 
started out, just after Bates,  
the barrier between marketers 
and professionals was so high 
that it made it almost impos-
sible to be innovative, because 
the innovative ideas were  
unfamiliar to the accountants 
and lawyers. Now, in profes-
sional services marketing 3.0, 
professionals are beginning  
to understand the meaning  
of competition. This was a  
dirty word before Bates and for 
many years after. Today, there’s 
a new kind of partnership — 
sometimes uncomfortable, 
sometimes uneasy — between 
the professionals and the  
marketers. In the early days,  
you were lucky if the managing 
partner would deign to talk to 

you in the elevator. Now you’re the first person he calls up in 
the morning. That is changing the nature of the profession.

On competition: Part of what’s missing from most of the 
literature on marketing for accountants and lawyers is the 
word “competition.” In an environment where the professions 
are growing at a rapid rate, you have to compete. That’s what 
evolution is all about: You have to look at everything you do in 
terms of, “How does this make us more competitive?” One of the 
purposes that marketing should serve is to keep a firm relevant 
to its marketplace. You do that by understanding the market.

On marketers as change agents: Communicating the 
market to the firm is a marketing technique; it is not a legal or 
an accounting technique. I’ll give you an example: I was with 
Coopers [& Lybrand] in the 1980s, and we said, let’s look at the 

Bruce Marcus on the Evolution  
of Professional Services Marketing

The Growth 
Leader

Marcus at a Glance

Position: Consultant and strategic market planner to law, 
accounting, consulting and other professional services firms,  
and editor of The Marcus Letter on Professional Service.

Websites: www.marcusletter.com; http://psm3dot0.com 

Books published: 16, including Professional Services Marketing 3.0 
(BayStreet Group, 2011), Competing for Clients (Probus, 1986,  
Rev. 1991) and Client at the Core (Wiley, 2005).

Education: B.A. in economics and philosophy

Most unusual title: Founder of the Anchorage Repertory Theater, where he was 
stationed in the Air Force during World War II

Marketing is like a…: Swiss Army knife, because it requires so many different skills — 
such as public relations, writing, dealing with the media, planning, knowledge of the 
accounting profession, and knowledge of the clients’ markets.

Recommended articles by Bruce Marcus, available on www.marcusletter.com: 
“Marketing as an Address in Space,” “A Fixed Position in a Moving World,” “It’s the Way  
We’ve Always Done It: Reluctance to Change in Professional Services Marketing.”
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clientele and the industries served by each of the Big Eight 
accounting firms. We discovered there were three categories 
of clients: those in declining industries, those in static indus-
tries, and those in growth industries. The top four firms had a 
preponderance of clients in the growth industries. The bottom 
four had a preponderance of clients in the static and declin-
ing industries. We said, “Let’s focus our marketing efforts more 
heavily in the growth industries, without ignoring our current 
clientele.” What that did was to change the role of marketing.

On clichés: Have you ever heard my definition of a cliché? 
It’s an idea that goes tripping across the tongue without 
bothering to visit the brain on the way out. One of my favor-
ites is branding. Before someone came up with the word 
“branding,” what did we call it? Reputation. The problem I 
have with branding as a concept is that we’re not a product. 
You can’t deliver the same results in the same way using 
the same people. It’s much too diverse. You know the next 
tube of toothpaste is going to be exactly the same as the 
last. You can’t say that about any professional services firm. 
My other pet peeve is “thought leadership.” What does that 
mean? Instead of saying, “We’re thought leaders because 
we’re innovators,” you’re saying, “You should buy us because 
we’re thought leaders.” You want to talk thought leadership? 
Innovate. Come up with a better way of doing something.

On image: One of my other pet peeves is long-range plan-
ning that starts with, “What kind of firm do we want to be?” 
You don’t start with that. You start with the market. The word 
“image” implies that if you don’t like the way you are perceived, 
you can change that perception by marketing. No. If you don’t 
like the way you are perceived, change what you are.

On sales and marketing integration: One of the things I find 
amusing is that so many people are saying, “Selling is sepa-
rate from marketing.” No, it isn’t. But you can’t have marketing 
without selling. It’s a tool of marketing. It may be a separate 
discipline, and should be treated as such. 

On his origin story: I come from a public relations background. 
When I was hired by Peat Marwick in 1951, they had just merged 
with another firm, and I was retained to combine the libraries. 
I said to the guys, “You could be promoting yourselves better.” 
They said, “We can’t do that. The Cannons of Ethics!” I said, “You 
could write articles, you could give speeches, you could give 
seminars to your clients and prospective clients.” And that’s what 
we did, and it worked. I found two or three partners who knew 
what I was talking about, and they started it. 

On the role of education in marketing: I’m fascinated by 
the evolution of ideas — how they morph into other ideas. 
About five to 10 years ago, I was talking to a lawyer who said, 
“Bates was the worst thing that ever happened to us.” I said, 
“No, it’s the best thing that ever happened, because you’re 
forced to educate your clients.” That’s what marketing is all 
about. As long as you do that, you will grow, your clients will 
be happy and the profession will thrive.

On writing: Start off every writing effort with one question: 
What do you want them to know, think or feel after they’ve 
read this? Man, that focuses the mind.

On the cautionary tale of Dewey & LeBoeuf: Is the Dewey 
situation a one-off thing? Or is there some foundation for see-
ing the future of the law and accounting firm? For example, 
their debt, which runs in the couple hundred million dollars, 
is a result of the poor structure of funding growth. And you’ve 
got the same thing in the accounting profession. In the 
1980s, I said that sometime in the future, law and accounting 
firms would be owned by corporations. It was so obvious to 
me that, when you have rapid growth as we’ve had in the 
professions in the past couple of decades, you’re not going to 
finance this out of the partnership. The other problem with 
the Dewey situation that foretells the future is that the mis-
management was profound. If you grow up in a corporation, 
you learn finance, you learn human relations, and you learn 
marketing. And by the time you’ve got it all down, you’re 
qualified to be a CEO. You don’t have this in the professions. I 
wrote an article in Accounting Today 10 or 15 years ago called, 
“The Demise of the Partnership,” in which I described a foot-
ball team in a single row trying to walk through a door at one 
time. You can only go so far under a partnership structure.

On how he keeps a fresh perspective: I’m restless, I have 
little patience, and I have one question I ask myself every day: 
“This is the way you did it yesterday; is it still the best way to 
do it today?” Sometimes the answer is, “Yes.” But sometimes 
you say, “If I think about this, I can find a better answer.” And 
I have. And then I get bored with that, and I move on to the 
next one. That’s how I’ve survived at my age.

Bruce Marcus’ Three Stages of  
Professional Services Marketing

1.0 Professional Services Marketing 1.0 was 
ushered in by the U.S. Supreme Court’s 1977 

decision in Bates v. State Bar of Arizona, which struck 
down the Canons of Professional Ethics, opening the 
door for promotion and marketing. 

2.0 The current period, in which “marketing has 
begun to evolve into a common practice now 

accepted by most once-reluctant lawyers and accountants.”

3.0 This is where the progressive accounting 
and law firms are headed. Their professionals 

completely understand the role of marketing in the 
practice, as well as the techniques of marketing and the 
role of the professional marketer. “Where, under 2.0, it 
was the professional vs. the marketer, we now begin to 
see the professional/marketer — in a new partnership.”

Source: Professional Services Marketing 3.0: Its evolution, its future, and 
how to thrive with it, by Bruce Marcus. (BayStreet Group LLC, 2011)
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Joanne Elgart, CohnReznick

Driving Revenue, Getting Results:  
Process and Accountability

Case Study

After spending a little more than one year in 
the Atlanta office of CohnReznick (25 offices, 
more than 280 partners, more than 2,000 
staff ), following eight years of experience in 
the legal profession, I have confirmed some-
thing that accountants have in common 
with lawyers: 

They want to be held accountable.

Busy professionals will always struggle with 
time management. After all, it’s not easy to work business 
development into an already hectic schedule that centers on 
serving demanding clients. However, you can motivate your 
team to integrate business development into their schedules 
by introducing processes followed by accountability.

In August 2011, I was hired by the Atlanta office of the 
Reznick Group (which recently merged with J.H. Cohn to 
become CohnReznick) to quarterback our business develop-
ment efforts. After spending a few months getting to know 
the firm and the leaders, I created a business development 
program for each professional. The plan was tailored to the 
individual (partners, senior managers and managers) to 
ensure they would be kept engaged, and most importantly 
to hold them accountable for following the processes set  
in each plan. Within 10 months, the 10 partners who partici-
pated in the program secured approximately $1.6 million in 
new business, with another $615,000 still in play.

Possibly the most surprising and gratifying result of this  
initiative is that the principals and managers are starting  
to discuss business development opportunities and ways  

to move a relationship forward as they have not done  
in the past. As my managing partner, Wes Hudson, said,  
“Who knew they would like being held accountable? Our 
business development efforts have been elevated and we 
are in a much better place than we were three years ago.” 

Process Meets Accountability
So what is making the business development program a  
success? Four key areas:

Individual business development plans. Every partner, 
senior manager and manager has an individual business 
development plan, which consists of a mix of marketing  
and business development goals. (See sidebar.) The plans 
create a focus for the coaching sessions. Discussions center 
on ways to add value to a client or advance a prospect  
relationship. Introducing another Reznick accountant,  
consultant, or other professional contact can benefit the 
relationship and ultimately generate additional revenue. 

Coaching. During regular meetings (every two weeks for the 
partners, every month for senior managers and quarterly for man-
agers), we review the prospects in their pipeline and discuss what 
they need to do to advance the relationship. This one-on-one 
coaching is essential to maintaining accountability to the plan.

Joanne Elgart

Possibly the most surprising 
and gratifying result of  
this initiative is that the 

principals and managers are 
starting to discuss business 

development opportunities…”
“
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Ongoing training. In addition to the one-on-
one coaching there are formal and informal 
forums for everyone to share and brainstorm on 
business development opportunities. Periodic 
lunch-and-learns have been implemented. 
Practice group meetings along with tax, audit 
and consulting team meetings provide a 
setting for staff to discuss. By sharing targets, 
opportunities underway, and wins and losses, 
we have been able to heighten the awareness 
and importance of business development in 
the office. Managers and senior managers are 
encouraged to talk about their own contribu-
tions, while principals have championed a 
specific business development topic to share at 
a lunch-and-learn. In this way, we are helping 
everyone understand how he or she can par-
ticipate in the business development process.

Regular communication. To further educate 
our team on how business development suc-
cesses happen, the marketing staff members 
have begun to include business development 
wins in our internal e-newsletter, which also 
highlights high-profile new projects. We sum-
marize the business development efforts that 
led to the win, the projected revenue, and who participated 
in securing the business. 

Lessons Learned
After seeing the success in the Atlanta office, I was asked to 
present this program to all the office Managing Partners in our 
South Central region. After the presentation, the Chicago office 
Managing Partner requested that I lead a similar program with 
four individuals in his office, which started in August. To my sur-
prise, one participant has already secured a small engagement 
of $25,000.

My experience taught me the following lessons about how 
to introduce accountability for business development:

Establish credibility first. Just like external business devel-
opment, building a culture of accountability is about estab-
lishing trusted relationships. You need to understand what 
motivates your team members, what their workload is and 
how they function, and what messages are going to resonate 
with them. Only after understanding these key ingredients 
can you demonstrate how your efforts will benefit them.

Focus on the process. In the accounting world, everything 
is process-driven. If you can help them understand that 
business development is a process that they can learn and 
execute, then you’ve got them hooked.

Show managers that business development matters. 
There are some situations internally when a senior manager 
or manager simply lacks the desire to embrace business 

development. You cannot create that desire. However, you 
can help the manager understand the importance that busi-
ness development has on his or her career.

Be persistent. Moreover, principals are so busy that some-
times they just don’t get to the important follow-up action 
item on a prospect or an opportunity that is in play. Your job 
is to drive revenue, but it can be tricky to stand your ground. 
Many principals welcome the follow-up reminder. If that 
partner isn’t making the essential phone call, consider chang-
ing your message so he or she understands the urgency of 
the situation. And, at times, only a phone call or email from 
top leadership will motivate them to prioritize it. 

Know what results the firm wants from you. This process 
only works if your professionals want to be held account-
able. Reznick Group (now CohnReznick) already had invested 
in a sales coach to teach the team a sales process; all they 
needed was someone to bring that process down to the 
individual level and hold those individuals accountable to it.

I will leave you with this final thought: Change is a process. I 
expect true cultural change to take at least two to three years 
to take root. In the meantime, I celebrate the successes we do 
have and use those as leverage for holding my busy accoun-
tants accountable.

About the Author
Joanne Elgart is Director of Strategy and Client Development 
in the Atlanta office of CohnReznick. Joanne can be reached at 
404-847-7780 or joanne.elgart@reznickgroup.com.

Individual Business Development Plan Components

Following are some of the key components of the CohnReznick 
Atlanta office individual business development plans:

 4  Productivity and profitability goals. These include number of 
engagements, projected fee volume and billable hour goals.

 4  Client relationships. The participants identify up to five client 
relationships that need to be strengthened and detail how they 
will expand revenue with those clients. 

 4  Business development outreach. Participants choose from a variety 
of potential activities, such as conducting a seminar, attending a 
trade meeting or connecting with a prospect via LinkedIn.

 4  Networking. In which organizations does the participant plan to 
engage, and how?

 4  Visibility and reputation. Participants set goals regarding public 
speaking, writing articles, or presenting a training session, among 
other activities.

 4  Marketing skills and resources. Participants indicate which skills 
they need to build and what resources they need from the firm, such 
as an updated bio or help updating contacts in the firm’s CRM system.
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Thalia Zetlin, Berdon LLP

Do any of these scenarios have a familiar ring? 

Your website touts the firm’s “responsiveness” 
while a number of partners are not getting 
back to clients within a 24-hour window. 

One-on-one interactions between partners 
and potential clients are never captured in the 
database and remain hidden in the individual 
partner’s Outlook. 

Client experiences vary from partner to partner with some demon-
strating commitment while others are detached. 

These are all signs of a firm that’s letting revenue opportuni-
ties slip by, not to mention sending mixed messages, wasting 
resources, and encouraging internal conflict. These debilitating 
symptoms rear up when all components of the firm’s market-
ing are not fully integrated into a unified marketing strategy. 
Specifically, this occurs when business development is viewed 
as separate from the marketing umbrella. 

Understanding BD’s Evolution
To get a clearer picture of how to cure these symptoms, it’s 
important to first establish what we mean by marketing and 
business development (BD). At its core, marketing has been, 
is, and continues to be the connecting of a need or want 
with a provider who can fulfill it. To accomplish this, profes-
sional services marketing uses an array of components (in 
fact, five) that work together. BD — the one-on-one contact 
with clients, prospects, and referral sources — is just one of 
those components, albeit a very significant one. 

Second, to see how BD naturally evolved to become an integral 
part of marketing, let’s look at a little history. Back in the late 
1980s, the only kind of marketing that was done was “country 
club marketing” referred to as practice development. This was 
understandable considering all the marketing restrictions at the 
time. To develop the practice and generate new business, it was 
necessary to get everyone involved and engaged, and to move 
the mindset and culture away from the confines of country club 
marketing. A change in terminology seemed a good start, and 
practice development (PD) became BD, a change that initially 
met with a lot of resistance. 

Five Areas of Professional Services Marketing
As restrictions relaxed, professional services marketing was able 
to evolve way beyond the era of PD and in fact had very clearly 
defined aspects. Firms were putting on seminars (Promotions 
and Programs), reaching out to the media (Communications), 
and making sure newsletters were getting to the right people 
(Database), all for the purpose of getting a meeting and one-
on-one contact that could lead to new business (Business 
Development). To help ensure the effectiveness of these efforts, 
it was all tied together by a unified marketing strategy (Strategy 
and Planning). These functions became what I have termed the 
Five Areas of Professional Services Marketing ™. 

Keeping It Unified
In professional services, business development is an insepa-
rable component of marketing. Every action (seminars, email 
campaigns, social media), each communication (proposals, 
press releases, website), and the performance of the people of 
the firm (the way partners and associates conduct themselves) 
must “speak” and “behave” with one voice — the five areas of 
marketing all working together. 

Imagine the sour notes of an orchestra where the conductor 
of the woodwinds, brass, and percussion has to coordinate 
with the conductor of the strings, rather than one conductor 
leading the entire orchestra. Correlating this with professional 
services marketing, this discord is averted when you keep BD 
under the marketing umbrella.

But even more than avoiding a problem, you’re placing the firm 
in a powerful position at a time so ripe with opportunities. The 
formula is simple: a knowledgeable marketing leader guiding a 
unified marketing strategy where the firm “speaks” and “behaves” 
in harmony. 

About the Author
Thalia Zetlin, a leader in professional services marketing for 
more than 25 years, is principal and chief marketing officer with 
Berdon LLP. Contact Thalia at 212-699-6708, www.linkedin.com/
in/thaliazetlin or tzetlin@berdonllp.com. 

This article was modified from a version originally posted on LawMarketing 
Channel, March 2011.

Get BD Under the Marketing Umbrella and Let It Rain

Take a 
Stand

Thalia Zetlin
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 4 Achieve your marketing objectives
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SOCIAL MEDIA MARKETING MADE EASY 
AND COST-EffECTIvE, TOO!

Want to start a social media marketing program? Or enhance the one you have? Our 
Social Media Tax Practice Marketing Kit has everything accountants, lawyers and tax 
advisors need to do that — easily and cost effectively. 

This time-saving communication program gives you a great way to increase online 
visibility, position your firm as a thought leader, and build relationships that can lead to 
new business. The kit features:

•	 Weekly Tax Notes on various aspects of tax law, tax planning and other tax subjects; 
you’ll get a new, professionally written Tax Note every week through June 30, 2013, to 
post on your website, blog and social media pages 

•	 Banner ads to highlight the Tax Notes on your website and your Facebook page, as 
well as to drive traffic between the two and encourage “Likes” 

•	 Tax Notes Posting Tips on where and how to post the notes, place the ads, and use 
Facebook, LinkedIn, Twitter or a blog to share the notes online

•	 White paper on using social media to enhance your marketing program 

To order, or for more information, visit www.pdiglobal.com, call 800-950-1216 or email 
information@pdiglobal.com. The sooner you order, the more posts you get. So put this 
social media marketing tool to work for your firm — now!

And “Like” PDI Global on Facebook to learn more about us and how we can help build 
your success.
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