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Lead Close Rate
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Compiled by Heather Kunz

SEO Delivers

Out of Office?

Accounting and advisory firms increased overall
marketing spending dramatically between 2019
and 2020.

Source: Hinge AAM Budget Benchmark Survey

Source: PWC US Remote Work Survey,
January 12, 2021

#@$% Accountants!

Source: Wasp Barcode

SEO leads have a higher close rate than
outbound leads (such as direct mail or print
advertising).

By July 2021, 75% of executives
anticipate at least half of office
employees will be working in the
office. In comparison, 61% of
employees expect to spend half
their time in the office by July.

The top complaints small businesses have about their accountants:

Reactive

Timelines

Lack of guidance

Doesn't provide
enough advice

Doesn't educate

Source: Responsify
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A CTA, or call to action, is a point during a marketing campaign when the audience is encouraged to take a specific action.  
Successful CTAs guide the audience on a sales journey. A CTA can be as simple as “click here” when you want to send your audience 
to a landing page to learn more about your client services or “download” to connect your audience with a branded white paper.  
Marketing software often includes a CTA generator, but there are a number of stand-alone CTA tools available to help you  
customize, optimize and simplify the process of converting a reader to a qualified lead.

Paid Option 
Saleoid offers a robust CTA design tool with advanced 
features including the ability to insert images, use tem-
plates and check the visibility of the CTA button on several 
devices like mobile, tablet or desktop. The analytics 
interface easily tracks the view ratio and click ratio on the 
particular CTA button and provides suggestions about the 
best place to use it (email, homepage, landing page, etc.) 
and the best form (image, link or button) to generate leads 
and followers. For $49 per month you get the CTA tool 
plus other features such as unlimited lead capturing forms, 
custom and automated scoring, detailed analytics and 
reporting, built-in responsive templates and dynamic list 
segmentation. 

Free Option 
Da Button Factory is a simple-to-use button design 
tool for creating high-converting CTA buttons. Enter the 
desired text and select the button style, font, background 
and size from the menu. When finished, click download 
to get a PNG file of your new CTA and then upload your 
button image to your website, email service provider or 
use it for social media marketing campaigns. There is also a 
CSS button generator that requires a bit more knowledge 
of HTML and CSS, but it will result in a faster webpage or 
email (since there’s no need to load an image).
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Growing advisory 
practices has been 
an effective strategy 
for accounting firms 
looking to build 
profitability and solidify 
relationships with 
existing clients while 
also attracting new 
business.   
But growing an advisory practice 
organically takes time and staff 
resources, and it can carry some risk. It 
also comes with costs, as marketing to 
new audiences requires investments 
that may take years to pay off.

In recent years, many accounting 
firms have shortened the process by 
acquiring non-accounting companies 
that enable them to expand quickly 
into service areas their clients need.

The most successful way to grow a 
specialty practice is to acquire an 
existing business with the talent, 
growth strategies and service delivery 
models already in place, according to 
Allan Koltin, CPA, CGMA and CEO of 
Koltin Consulting Group. Moreover, 
to be successful in the long run, the 
acquired specialty practice must have 
its own sales and marketing resources, 
rather than solely relying on partners 
for referrals.

“From day one, we must have a 
strategy of growing the specialty 
practice independent of referrals 
we get from the accounting and 

consulting firm,” Koltin said. “Otherwise, 
it’s like a Broadway play. It plays well for 
a couple years and then it dies.” 

The acquisition of non-accounting 
companies by accounting firms 
increased 140% between 2013 and 
2018, according to data compiled by 
the AICPA. That slowed in 2019 and 
flatlined in 2020, possibly because of 
the COVID-19 pandemic. 

Between 2018 and 2020, 33% of non-
accounting company acquisitions by 
accounting firms were IT consulting 
companies, 21% were business and 
management consulting practices 
and more than 9% were forensics, 
valuation and litigation support 
firms. The remaining acquisitions 
ranged from wealth management 
and outsourced accounting to 
entertainment management and 
human resources consulting. 

Large Firm Experience 
BDO, a top 10 global accounting and 
advisory firm, recently announced  
its acquisition of DemandGen,  
a national digital marketing firm 
that helps companies use the best 
marketing technologies to drive 
demand and elevate marketing’s 
impact on their organization. 

“DemandGen brings a new and 
unique capability to BDO; we can now 
help our clients create revenue,” said 
Bob Knott, principal and co-national 
leader of BDO Digital. “Not a lot of 
consulting firms can do this.” 

While BDO Digital felt confident 
acquiring DemandGen would be 
a strategic opportunity to expand 
their services with their clients, the 

company was also a good culture fit. 

“One of the reasons we picked 
DemandGen is we thought there was 
tight alignment with their culture and 
our culture,” Knott said. 

It also complements the other digital 
services that BDO Digital offers and 
gives the firm an opportunity to 
establish relationships with chief 
marketing officers and business 
development executives in addition to 
the finance and operations executives 
they usually work with. Facilitating 
these relationships helps the firm 
broaden and strengthen its presence 
with client organizations.

BDO hasn’t determined if they’ll 
use DemandGen’s digital marketing 
strategies to help grow the firm.

“This is a strategic opportunity for 
us to learn about these tactics and 
techniques as a whole, but we haven’t 
made any decisions on that. We need 
to crawl, walk, run to get started here,” 
Knott said.

Their immediate priority is to ensure a 
successful transition and to take care of 
their customers and their employees.

“We want the DemandGen and BDO 
Digital clients to all be better off,” said 
Knott, adding that the success of the 
acquisition will be measured by the 
degree to which it can help clients 
move the needle. 

Regional Firm Insight 
Regional accounting and advisory 
firms also are increasing revenue 
and broadening their client services 
through the acquisition of consulting 
and non-accounting companies.

Focus Article
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Hungerford Nichols CPAs + Advisors, 
based in Grand Rapids, Michigan, 
acquired an IT company, which is now 
branded as Hungerford Technologies, 
in the late 1990s and a digital media 
company in September 2019, 
enabling the firm to offer a full suite of 
digital products and services to meet 
client demand. 

The firm was looking for opportunities 
to grow in areas that complemented 
its existing services without further 
leveraging the accountants. An IT 
service provider was an obvious 
choice as Hungerford’s clients needed 
the service, the firm had a robust 
internal IT department and they 
had an opportunity to acquire an IT 
company, which at the time was novel. 

Hungerford Technologies has grown 
from five to 25 employees since 
1999 and doubled its revenue since 
2016. In 2020 they were featured in 
Inc. Magazine as one of the fastest 
growing companies. Their goal is to 
surpass the revenue of the accounting 
and advisory firm.

In 2019 Hungerford acquired a  
small media company, now branded 
Hungerford Media, to bring web 
development, advertising, social 
media and branding services to  
their clients. It not only complements 
the firm’s existing IT services, but it 
also culturally aligns well with the 
company. Hungerford’s clients are 
increasingly expressing demand for 
video production services, so the firm 
is exploring possible partnerships  
or acquisitions to bring that service  
to market.

Similar to BDO Digital, Hungerford 
thinks carefully about the culture fit of 
the companies they acquire, and the 
people they hire. 

“We have a strong family-oriented 
culture,” said Rick Chrisman, 
Hungerford’s managing shareholder. 
“And the secret is finding the right 
people and companies that fit with 
our leadership style and firm culture.” 

Chrisman believes if you build a 
culture that keeps good people 
from leaving, it becomes easier to 

grow a company. He takes this same 
approach with their affiliates. 

Echoing Koltin’s thoughts about 
sales and marketing, Chrisman said 
Hungerford Technologies has hired 
three sales professionals and one 
marketing manager over the past 
15 years, and it typically invests 8% 
to 10% of revenues on sales and 
marketing, which is significantly 
higher than the expenditures of the 
accounting and consulting firm. 

This investment, however, is pivotal 
to the growth of the company, 
Chrisman said.

In 2019, TJS Deemer Dana, a regional 
accounting firm based in Atlanta, 
acquired IT company Vertisys to better 
support their clients. 

“Our firm has always focused on IT for 
our clients, specifically with software 
and then cybersecurity,” said Tracy 
Sharkey, CPA, deputy managing partner. 

Vertisys is a provider of technology 
solutions and data security, so the 
acquisition aligned well with the 
technology needs of many of the firm’s 
clients, particularly in the financial 
institution segment, where clients 
often require cybersecurity audits. 

Acquisitions of non-traditional 
companies enable accounting firms 
to rapidly ramp up advisory service 
offerings and instantly gain a foothold 
in a new marketplace by acquiring 
companies that are already successful 
in that space. As strategic alliances 
turn into strategic acquisitions, 
accounting and advisory firms are 
building their brands as the one-stop 
solution for clients’ evolving needs.

Stacy Dreher, marketing director, 
James Moore & Co. Contact at 352-
378-1331 or stacy.dreher@jmco.com.
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What changes have you seen in the way 
accounting marketers market their firms?   
In the beginning, it was about establishing what accounting 
marketing was, and what value we could bring to the firm as 
marketers. Then, it went from building an infrastructure to 
presenting the firm externally as a strategic growth partner. 
Being a growth partner allows us to flex our muscles and be 
in line with what the client wants to achieve.  

What service areas were prominently 
marketed in the early days of accounting 
marketing vs. now?   
Firms were focused on promoting compliance services, but 
it has become difficult to survive on a compliance model 
alone. It drives revenue and provides recurring work, but 
firms can’t stay relevant as the client’s needs and the market 
change. Twenty years ago, Armanino saw potential for 
consulting services and started selling accounting software. 
The marketing approach for consulting was completely 
different than it was for tax and audit services. It became 
about showing demos and explaining how we would 
position the specific software tool. From that point forward, 
we’ve lifted consulting as a major core service. 

What other service areas have you 
identified as important?    
We’re looking at digital transformation from a brand and 
identity perspective, and focusing the messaging around 
a solution oriented for clients. We’re asking what digital 
transformation means to clients and how it will be used, 
i.e., from business planning and changing their models to 
products and services and the way they interact with clients, 
along with data governance and security. It’s a major market 
shift, and we want to be able to help clients from a full, 
holistic, go-to-market approach.

How are you marketing a more obscure 
service like digital transformation?    
We conducted research and found it’s more than just the 
technology. It’s about the strategy for using it. We found 

C-Suite level people already had an ample amount of 
technology and could get it any time they needed to. What 
they really needed answered was, “What does my roadmap 
look like?” Digital transformation is a big investment, and 
they wanted the assurance they were on the right path and 
had the right architecture for implementation. It’s about 
looking at the company’s entire journey, figuring out the 
company’s goals and how digital transformation can help 
achieve those goals.

Armanino was recently classified as a 
Certified B Corporation. Why become a 
B-Corp?    
It’s important to walk the walk and be authentic, and this was 
something we could point to that speaks to our values. We’re 
one of eight accounting firms in the nation to be certified. 
Most companies that apply are B2C, so it’ll be interesting to 
see if more B2B companies apply for this. 

What opportunities do you see as 
more companies adopt a hybrid work 
environment?    
Working from home has changed the way clients interact with 
their service providers. After this past year, clients will be more 
open to who, how and why they engage with us. We’ve always 
been comfortable spreading our expertise across the nation, 
but now our clients will be more comfortable with it and that 
will give us more opportunities. We may not have physical 
offices everywhere, but we can deliver services anywhere.

Any final words of wisdom for fellow 
accounting marketers?   
Being able to articulate your firm’s value and differentiators 
is one of the biggest levers we can pull right now, and one of 
the hardest because of the continual changes in the market. 
You must be flexible and relevant.

Lori Colvin 
Partner and Chief Marketing Officer  
Armanino
Lori Colvin is the chief marketing officer at Armanino and was the San Ramon, California, 
firm’s first marketer when she was hired in 1999. At the time, accounting marketing was a 
recent phenomenon that was just beginning to carve a place for itself. Lori discussed how 
accounting marketing has evolved and current areas of potential growth.

8 Growth Strategies Summer 2021
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Clients today want legal services “better, faster and cheaper.” This has catapulted the trend of using  
creative service delivery models. Firms are increasingly using alternative legal service providers, AI 

technology, virtual paralegals, project managers and more to bring legal services to the market.  
For example, our land use practice has an architectural historian (non-lawyer) as part of the team  

and our tax group includes a CPA. These examples are no longer differentiators, but table stakes. 

Beth Cuzzone, chief strategic growth officer, Goulston & Storrs

This has been a year of marketers learning to perfect the pivot. Marketing professionals have had  
to quickly try and test new strategies to keep customers engaged. Because of this, marketers with a 
generalist skillset are in demand as they can think broadly about potential solutions. Also, there’s been  
a huge acceleration in user experience design as companies are taking a customer-centric approach  
in understanding every step a person takes in making a purchasing decision.

Jerod Clark, director of brand experience, American Marketing Association (AMA)

What opportunities do marketers  
in other industries see?

In architecture, engineering and construction, our growth is really in expanding our services and  
getting into advisory services. Traditional architects are focusing on different vertical markets for growth.  
Some architecture firms are expanding their scope of services into things like the design and brand  
for their clients. If [they] design a building, it can include aspects around graphics and the brand  

of the organization also. 
Michael Geary, CAE, CEO of the Society for Marketing Professional Services (SMPS)

This past year seems to have catapulted the world years ahead of where we were in terms of customer 
expectations. Technology and immediate 24-hour service have changed the way people make buying 

decisions; client loyalty is now more tied to client experience and convenience. We are digging in by  
expanding our advisory practice and making a strong effort to educate clients and staff so  

they can understand the full scope of our advisory offerings.
Lauren Middlebrooks, marketing manager, Mauldin & Jenkins CPAs and Advisors

What I’m seeing in the legal world is law firms entering into non-traditional industries like  
cannabis, but also creating new practice areas to address client concerns around disruptive  
events like the pandemic. For instance, we created a new practice around COVID relief and  
PPP loans. We’re also developing labor and employment training programs around the hybrid  
work environment and having discussions with clients on mask-wearing mandates.  

Sheryl K. Miller, director of client engagement, PilieroMazza

Interviews by Katie Cauley
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Marketing has 
dramatically changed 
the perception of 
accounting and 
advisory firms since 
firms started actively 
promoting themselves 
some 30 years ago.    
Since then, marketing has become an 
important part of most accounting 
firms’ business plans, and many firms 
have realized they can leverage the 
internal marketing expertise they have 
built by offering marketing externally 
to clients as a specialty service. 

The partners at Conway, Deuth & 
Schmiesing, PLLP (CDS), a five-office 
accounting and advisory firm in 
Minnesota with more than 80 staff 
members, saw the opportunity to 
meet the unique needs of specific 
clients, said Jean Geselius, director  
of marketing. 

“We had a client who was purchasing 
another company in a different 
location,” Geselius said. “The client 
asked the partner in charge of their 
account how they should approach 
branding two companies into one 
while making it look and feel cohesive. 
The partner pulled me into the 
conversation, and that’s where it 
all started.”

As the firm’s 12 partners found 
marketing services were in demand 
more often than they realized, the 
marketing department grew to 
include a project coordinator. At times 

the firm has used administrative team 
members who help move projects 
out the door. Geselius also relies on 
freelancers for some client projects or 
large firm projects.

“Our overall internal marketing 
endeavors are very structured,” Geselius 
said. “This structured approach to 
marketing affords me the ability and 
flexibility to take on marketing projects 
for clients as they arise.”

Partners first identify marketing 
project opportunities. Geselius then 
determines if they fall within the 
realm of services she is equipped 
to offer. If so, a proposal describing 
recommended services, fee and 
timeline is presented to the client, or 
Geselius presents to the client during 
a face-to-face meeting. Depending on 
the scope of the work, Geselius can 
offer referrals to trusted marketing 
companies that can handle larger or 
more labor-intensive projects.

The firm’s marketing services are 
billed on a value-based, project 
fee basis, and there are no billing 
benchmarks for Geselius to meet. 
The services are intended solely to 
complement the firm’s commitment 
to client service excellence.

“Our firm is forward-thinking, but 
because we are smaller, there are 
limitations to what we can do, 
marketing wise,” Geselius said. “I spend 
roughly five percent of my time on 
client projects, but we have actually 
brought in some new clients to the 
firm through our marketing services. 
I am very involved in the community, 
and when business owners realize 
what our firm can do for them, they 

come on board. We can’t do that  
on a large scale, but for smaller 
businesses on a case-by-case basis, 
we’re doing well.”

Jonathan Ebenstein, managing 
director and partner with Marcum 
Strategic Marketing, was not only 
instrumental in helping establish 
marketing services as a specialized 
service niche for Skoda Minotti CPAs 
(now Marcum LLP), he also led the 
charge to create a marketing agency 
within the firm that now generates 
dependable revenues and operates as 
an affiliate of the parent firm.

Ebenstein, who worked at ad 
agencies early in his career, was lured 
away in 2006 to join Skoda Minotti 
as the firm’s first vice president of 
marketing. Although the transition 
from a traditional ad agency to 
an accounting and advisory firm 
seemed odd at first, Ebenstein was 
intrigued by the unique opportunity 
Skoda’s managing partner, Greg 
Skoda, presented him. Not only was 
Ebenstein asked to rebrand and 
market a fast-growing accounting 
firm, he was also offered the 
opportunity to create, build and grow 
a marketing agency within the firm. 

The firm and agency have since 
merged with Marcum LLP, and 
Ebenstein is “living the dream” at the 
helm of Marcum Strategic Marketing.

“When I started the agency, I knew 
success would depend on building 
trust with my partner group in order 
to secure introductions and referrals  
to their clients,” Ebenstein said.  
“I needed to familiarize them enough 
with how marketing could help 

Kim Cooley

Taking Your Marketing to Market
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benefit their clients’ businesses. Once 
they understood the positive financial 
impact marketing could make on both 
the firm and its clients, it became a  
no-brainer and they quickly got 
behind me.”

Ebenstein considers partner group 
buy-in crucial to making a marketing 
niche successful. 

“The partners have to feel 
comfortable putting you in front 
of their clients,” he said. “But they 
also need to understand enough 
about marketing to have that 
initial discussion with their clients 
to determine what marketing 
opportunities may exist.”

Managing both the internal marketing 
needs of a growing firm while properly 
prioritizing the needs of a growing 
external client base presented 
numerous challenges for Ebenstein. 

“You start out with the challenge of 
juggling your day job, which is taking 
care of the firm’s marketing needs, 
while also meeting client demands,” he 
said. “It is not easy. And if you take on 
something like this you must realize 
that your work-life balance is going 

to meaningfully change. With that 
said, it can be very rewarding, both 
professionally and financially.”

Ebenstein said offering marketing 
services to clients takes great 
organization with the right team in 
place, a well-structured business plan 
and sufficient resources. Even with all 
these boxes checked and complete 
support from the partner group, 
Ebenstein said, it’s a careful, tedious 
balancing act. 

He started the agency with three 
people. He now oversees a staff that 
includes account executives, digital 
marketers, writers, designers and  
web coders. 

“We have a great infrastructure in 
place, and we run the agency like 
any business would be run,” he said. 
“Meanwhile, Marcum provides us 
with essential business support in 
areas like HR, IT, staffing, legal and 
administrative.” 

The agency started with traditional 
marketing services like branding, 
strategic planning and typical 
outbound marketing, Ebenstein said. 

“Now we offer a full menu of marketing 
services including digital marketing, 
content development, strategic 
planning, website design, social 
media management, search engine 
optimization and email marketing. We 
even do marketing for quite a few CPA 
firms across the country.”

Ebenstein acknowledged that 
building a marketing agency within an 
accounting firm can feel like trying to 
put a square peg in a round hole.

“It’s not going to be the right fit for 
every marketer nor will it be the right 
fit for every CPA firm,” he said. “But 
with the supportive partner group, 
and a strong marketing team who 
share the same vision, passion and 
professional drive, this can work and 
be very rewarding.”

Kim Cooley, communications director, 
HHM. Contact at 423-702-8380 or 
kcooley@hhmcpas.com.
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New Industries,  
New Opportunities

Savvy marketers have long understood the best way 
to build a brand is to promote their firm’s expertise in 
specific industries.  
Going to market by industry allows firms to present more of their specialty services to 
prospective clients at once and, if they are strategic enough to gain a foothold in an 
emerging industry, stake an early claim to a large share of the market. 

Businesses with market shares above 40% earn an average return on investment (ROI) of 
30%, or three times more than those with shares under 10%, according to the Marketing 
Science Institute’s Profit Impact of Market Strategies (PIMS) study. 

As alluring as new industries can be, they are not without inherent risks. Following are two 
examples of firms and accounting marketers who seized new opportunities and reaped 
the rewards.

Jessica Hekmatjah and Mary Yanocha

Focus Article
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Turning Over a New Leaf  
Centri Business Consulting, based 
in Philadelphia, has built a cannabis 
practice that started with one client. 
That first client led to a few more before 
focused marketing efforts began. 

“Marketing was brought in very 
early in the process as our leadership 
recognized the hyper-growth potential 
of this segment,” said Amanda Ziegler, 
director of marketing at Centri. 
“Cannabis growers, retailers, and 
distributors are vastly different from 
traditional corporate America. There's 
a casualness to the overall industry. 
Yet, with all the regulations, savvy 
decisions are happening quickly. 
Cannabis leaders recognize they need 
business infrastructure to sustain their 
operations as they grow. It takes an 
element of creativity to think about 
marketing to this segment. Having a 
dedicated practice leader who follows 
regulatory updates and changes, and 
understands impending laws, has been 
crucial in helping us frame the right mix 
of services.“

It can be challenging to identify success 
metrics and create a marketing plan for 
a budding industry. Ziegler said Centri 
first had to establish a foothold as an 
authority in the new marketplace. 

“The cannabis industry is hungry for 
information,” she said. "There's so 
much demand for knowledge and 
understanding. We committed to an 
initial speaking sponsorship with the 
content platform Benzinga. Right 
away we generated one-on-ones and 
follow-ups, so we wanted to see what 
a wider partnership could do. Now 
we have an annual sponsorship with 
them leveraging a number of different 
formats like fireside chats and happy 
hours. This is helping us build out our 
network, credibility, and recognition.”

It’s not enough to show up at events, 
Ziegler said. 

“Stay engaged! We made sure we 
leveraged our participation in industry 
associations with appropriate business 

development follow-up to cultivate 
opportunities,” she said. 

Search engine optimization (SEO) was 
also important to ensure they had the 
right keywords and content to show up 
in organic searches. 

“Being an early accounting services 
provider entrant means we had less 
competition and a lower cost per click.” 

Having the subject matter expertise 
and a designated partner engaged 
in the market to advise on where to 
focus marketing efforts and where 
people are seeking information was 
invaluable to building a marketing 
plan, Ziegler said. 

Sustainability Matters 
A McKinsey & Company report reveals 
that global sustainable investments 
now top $30 trillion — up 68% since 
2014 and tenfold since 2004. The 
acceleration has been driven by 
heightened social, governmental and 
consumer attention on the broader 
impact of corporations and the 
realization that a strong sustainability 
proposition can safeguard a company’s 
long-term success.

Jennifer Cantero, director of 
marketing and sustainability at 
Sensiba San Filippo LLP, recognized 
this opportunity and stepped 
up to lead her firm’s voluntary 
efforts to become a certified B 
Corporation. A B Corp certification is 
conferred on companies that meet 
higher standards of transparency, 
accountability and performance. In 
2018, SSF became the first California-
based accounting firm to become 
a B Corp. After experiencing higher 
retention rates, an increase in new 
business, and a stronger brand 
presence in the marketplace, Cantero 
lobbied her firm to launch a new 
niche service advising clients on 
sustainability practices. 

“I had a seat at the table from the 
beginning,” Cantero said. ”Once we 
became B Corp certified, I went to 
John [Sensiba] and floated the idea 

of a sustainability practice since our 
experience was so strong.” 

In 2020, Cantero launched the firm’s 
Center for Sustainability as part of 
her path to partnership. The Center 
helps companies transform into more 
purpose-driven, sustainable businesses 
that consider the impact of their 
business decisions on their workers, 
customers, suppliers, community and 
the environment. Service offerings 
range from Sustainability Accounting 
Standards Board (SASB) Compliance 
Reporting and B Corp Certification  
to sustainability assessments,  
program development and D&I 
transparency strategies. 

Unlike other niche areas for the 
firm, the marketing plan came easy, 
Cantero said. The firm used its own 
journey as a way to promote the 
business case for why companies need 
to look at their environmental, social 
and governance standards. 

”We started with a good deal of 
education on sustainability and B 
Corps. We wrote articles and held 
webinars, got placement for those 
articles in the local business journals 
and ran digital ads to promote 
webinars to a larger audience. We 
increased our visibility in certain local 
organizations with memberships and 
sponsorships and started a podcast, 
‘Rebooting Capitalism,’ to help broaden 
the conversation.” 

Last year, SSF created its first 
Sustainability in Business annual 
report in coordination with the San 
Francisco Business Times. Even though 
Sensiba’s Center for Sustainability is in 
its infancy, Cantero said the demand 
and interest is enough to require a full-
time resource to take over her role as 
Marketing Director as she transitions to 
lead the firm’s sustainability practice.   

Cantero said sustainability touches 
every part of a business. She suggested 
firms looking to enter this emerging 
market invest time to educate 
themselves on all the things that fall 
under the sustainability umbrella. 



“It’s not the responsibility of a single 
department; rather, it’s a team effort,” 
she said. “Take a look at the United 
Nations’ 17 Sustainable Development 
Goals for an idea of how many areas 
fall into the realm of sustainability. 
It’s not just emissions and recycling 
anymore. Put your firm through the 
B Corp certification and/or SASB 
frameworks first to feel how it changes 
an organization.”

Cantero cautions firms interested 
in ESG services to be mindful of 
greenwashing. Greenwashing, also 
called green sheen, is a form of 
marketing spin used to persuade 
the public that an organization’s 
products, aims and policies are 
environmentally friendly. 

“Organizations and individuals that 
attempt to jump into the sustainability 
space without walking the walk first 
come across as tone deaf and will cause 
more harm to their brand than good.” 

The Marketer's Role 
Accounting firm marketers play a critical 
role when their firms are considering 
entering an emerging industry. 

”Marketers are ideally positioned to 
research and validate an emerging 
industry,” said Sarah Dobek, president 
at Inovautus Consulting, LLC. “They can 

get answers to key questions such as 
what is the size of that market, what 
data is available, who are the likely 
competitors, what are the risks, and 
what products will the firm bring to the 
market. Then they can help facilitate 
the planning of the practice by 
leveraging the research to determine 
if the industry is a good fit for the firm 
and if so, what is truly needed to bring 
services to market.” 

The better a marketer understands his 
or her firm, the better they can position 
their firm in a new industry.  

“Differentiation is key, and the more 
competition the tougher it is,” Dobek 
said. “Figure out what makes your 
firm unique and convey that as part 
of your branding." 

Marketers looking to position 
their firms as experts in emerging 
industries should be prepared to 
think outside the box. Talk to clients, 
referral sources, peers and industry 
contacts to understand the needs 
of that specific ecosystem as you 
build out your marketing strategy. 
Recognize that building a brand in an 
emerging industry requires persistence 
and a concentrated investment, 
not only financial but also time and 
collaboration. Work with your client-
facing team members to articulate 

what differentiates your firm and how 
the services you offer can be tailored to 
that specific industry. Meeting the right 
people is also essential. Know who else 
is working in that space and which 
attorneys, bankers, policymakers and 
complimentary firms can help make 
introductions into that network. 

Dobek recommended dipping a toe in 
the water before taking a full leap. 

Try smaller “soft launch” pushes to help 
validate that there is a market before 
jumping in with two feet.

Jessica Hekmatjah, chief marketing 
officer, BPM LLP. Contact at 415-288-
6228 or jhekmatjah@bpmcpa.com 

Mary Yanocha, chief marketing 
officer, Global Tax Management, 
Inc. Contact at 484-395-4062 or 
myanocha@gtmtax.com
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What are areas of opportunity for firms as 
they come out of the pandemic? 
With the uncertain economy and business interruption, 
small business owners are reconsidering the value of having 
an internal accounting staff. The most successful CAS firms 
are billing monthly and delivering services to clients 12 
months out of the year, instead of having 40% of their 
revenue tied up in tax season and 40% in audit season. 
CAS creates a steady stream of revenue and steady staff 
utilization throughout the year. While some clients need 
a CFO who focuses on strategy, they may not need 
the overhead of a staff and controller in a $5 
million company. This could be an especially 
compelling value proposition in low-
margin businesses like restaurants or in 
nonprofits concerned about overhead 
expenses. CPAs already have the 
labor inputs and the tools for the 
job. Who has better resources to do 
month-end close than the people 
who are experts at accounting work?

How did you go from BD 
director to CAS consultant?   
Competing firms in my market were 
leveraging CAS and human resources 
consulting, and we were not. The opportunities 
in CAS are great, and the profitability is greater. I’m not 
sure I understood the potential of the practice or how much 
growth is in that sector until I began to focus exclusively on 
business development.  Depending on your market and 
industry vertical, an on-going CAS relationship could generate 
five to ten times the revenue of a comparable assurance 
relationship.  While bookkeeping was once considered a 
necessary evil, a CAS engagement can and should include tax 
preparation, tax planning with regular check-ins to discuss 
other potential needs like succession planning and buy-sell 
agreements.  It’s helping a business prepare for an audit, 
CFO advisory, month-end close: that’s work where partner-
level employees are billing out partner level rates for a CFO 
advisory perspective. There are and will continue to be stand-
alone CAS firms, but CPA firms, especially those with industry 
niche expertise, will continue to be major players in the space.  
CPA firms should be considering CAS practices as merger and 
acquisition opportunities.   

 

How can marketers contribute to 
advancing CAS practices in their firms? 
Business leaders and owners generally understand whether 
they have tax liability or whether their business requires 
an audit. However, there are many business owners who 
don’t understand the potential benefits of CAS. A marketer 
is in a great position to provide education, outreach and 
evangelism in addition to traditional marketing support.  
Client education is necessary for client accounting services. 
The most successful CAS firms have a significant online 

presence, and some even have a separate website 
for their CAS practice. As accounting firms 

get better at selling CAS, businesses are 
realizing they don’t need to be in the 

accounting business and can outsource 
the accounting to a firm with a CAS 
specialty in hospitality, dentistry or 
food blogging. 

Do you view firms 
differently now that you 
sell to them? 

There are a lot of decision-making 
processes in firms that are slow and 

unresponsive. What I love about being in a 
non-CPA firm environment is that I generally 

consult with one or two people to get a decision.  
It’s also great to work in a consultative role to help partners 
and practice leaders grow and improve their firms.

What other areas of opportunity do you 
see on the horizon for accounting and 
advisory firms? 
There has been a push from firms to be less reliant on 
compliance services. Firms are looking at consulting services 
like CAS, valuation services, transaction services and wealth 
management.  The great thing about CAS is it’s an advisory 
relationship.  As clients come to inflection points – saving 
for college, planning for retirement, selling the business, 
acquiring a competitor – you’re there as an advisor to help 
with that process. 

Ed Warren
Ed Warren is the business development director of Dinamis, a firm that provides outsourced staffing to accounting and advisory 
clients. Warren’s previous experience as a practice growth and business development director within a CPA firm and now as a 
client accounting services (CAS) consultant gives him valuable insight into how CAS can be one of the strongest growth drivers for 
accounting and advisory firms over the next decade. 

Interview by Jacqueline Harnevious
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“Hi, <first name>.   
Nice to e-meet you!   
I noticed you were 
in my extended 
network and wanted 
to connect. Oh, and by 
the way, I can help you 
do xy&z…”    
How many of these generic and 
thoughtless messages have you 
received over the past year?

While LinkedIn is by far the best 
social platform for professional 
networking — prospecting and 
building connections — it was never 
built to be a cold sales platform. 

When LinkedIn is used to its 
potential, it can be a goldmine 
for selling offline. However, the 
recent uptick in generic unsolicited 
messages some of us experienced 
during the past year demonstrates 
that many business development 
professionals don’t understand how 
to leverage LinkedIn’s features for 
more nuanced selling. With the help 
of LinkedIn Sales Navigator, one of 
the platform’s premium offerings, it’s 
simple to create a complete business 
development strategy for social 
selling without spamming people’s 
inboxes with cold sales pitches.  

When using LinkedIn as part of a 
social selling strategy, it is important 
to start by defining your goals for 
exactly what you hope to get from 
using the platform. LinkedIn Sales 
Navigator is particularly useful for

1. creating prospect lists;

2. qualifying prospective clients; and 

3. building trust and credibility with 
connections.

Creating Prospect Lists 
Business developers know building 
a target or prospect list can be 
daunting if they don’t purchase a list. 
Individual profiles in LinkedIn include 
a number of qualifying details to 
help you build a robust prospect list. 
While it is easy to run searches to find 
individuals or businesses to target, 
LinkedIn Sales Navigator makes it 
even easier.  

LinkedIn Sales Navigator provides 
more than 20 additional search filters 
based on:

• Company headcount

• Company type

• Years in current position

• Years at current company

• Years of experience

• Posted content keywords

• Groups and tags 

These additional search functions 
allow users to build a more complete 
profile of each target on the way to 
finding the perfect prospects. 

One feature of Sales Navigator setting 
it apart from standard LinkedIn is the 
ability to save lead searches. When 
saving a search on Sales Navigator, 
the user also can choose to receive 
emailed updates when someone 
new meets the search criteria. Sales 
Navigator also includes a predictive 

algorithm that will recommend leads 
to you as it learns what you’re looking 
for. Use these recommendations as 
an easy source to find new leads.

Search results can be narrowed 
down further using filters. These 
filters include triggers like recent job 
changes, individuals mentioned in 
the news and LinkedIn activity. Sales 
Navigator even allows users to search 
for members within LinkedIn groups 
and find content posted by your 
potential buyers.  

One limitation of LinkedIn Sales 
Navigator is the inability to export 
saved search results. However, several 
third-party applications integrate with 
LinkedIn Sales Navigator to export 
your list into Excel so the results can 
be added to a CRM. ZoomInfo, for 
example, offers free and fee-based 
services to find accurate contact 
information for the individuals on a list. 
The free version allows a user to search 
each individual on a list and find their 
work email and direct phone number. 

Since individuals typically use their 
personal email or information on 
LinkedIn, it’s important to find 
the appropriate business contact 
information to market to those 
individuals. 

Qualify Prospects 
LinkedIn Sales Navigator can 
also help improve efficiency by 
tagging and qualifying prospects. 
It automatically populates a list of 
potential decision makers when 
looking at an account. 

By reviewing individuals who serve 
in a decision-making role, you can 

Business Development

Social Selling Using LinkedIn  
Sales Navigator
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identify mutual connections for an 
easier path to the prospective client 
and make sure you are building a 
connection with the right contact. 

Looking at the individual’s profile can 
give you talking points to help you 
build a rapport when you’re ready to 
send a connection request. The more 
you know about prospective clients, 
the easier it is to build a genuine 
connection. On your prospect’s 
profile, you can look for: 

• Mutual connections

• Mutual interest i.e., nonprofits 

• Similar career paths or education

• Thought leadership that they 
post or share

After you have compiled your leads 
list and gathered the appropriate 
business contact information for your 
CRM, you are ready to start building 
trust with those individuals. 

Build Trust, Credibility  
You wouldn’t walk up to someone at a 
networking event, introduce yourself 
and then dive right into a sales pitch, 
would you? Just as you would take 
the time to get to know someone in 
person and follow up with something 
of value to them, the same holds true 
for online relationship building. 

However, building relationships 
with someone in a digital space can 
be challenging. The first step on 
LinkedIn, as in real life, is to prepare 
yourself enough so you will have 
something of interest to share with 
the people you want to meet. On 
LinkedIn, you do this by optimizing 
your own profile to attract your ideal 
client. Each section of your LinkedIn 
profile should be completed and 
should speak directly to how you can 
provide benefit to them.  

Next, develop trust through your 
thought leadership. As you start to 
connect with others on LinkedIn from 
your leads list, you will want to post, 
share and engage with others on the 
platform so your new connections 
can learn more about who you are 
and the value you provide. 

The easiest and least intimidating 
way to engage with others is to 
interact with the content they post 
by “liking” it and leaving a sincere 
comment. You can do this with the 
standard LinkedIn subscription, but 
its algorithm controls what content 
you see and from whom. It can take a 
significant amount of time to locate 
your top prospects to engage with 
their content. 

Sales Navigator provides a second 
feed of content that only includes the 

people you want to see. This allows 
you to quickly scroll through all of the 
posts from your leads to comment 
and engage. This feature also enables 
the user to focus on those most 
active within LinkedIn. 

Sales Navigator’s TeamLink filter 
allows you to see all the leads with 
which you share a second-degree 
connection, putting you on your way 
to getting a warm introduction. 

Ultimately, the goal of social selling 
is to develop a relationship and 
generate interest from other parties 
to move the conversation offline and 
into a traditional sales format. 

By using the tools provided by 
LinkedIn Sales Navigator, your 
social selling strategy becomes 
efficient and effective, a boon for 
busy professionals trying to balance 
business development with other 
facets of their role. 

Ty Hendrickson, consultant, 
Inovautus Consulting. Contact at 
720-680-0585 or thendrickson@
inovautus.com.
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Innovation can be something totally 
new to the market or simply new to 
your firm. Look at those common areas 
where clients have existing needs. For 
example, local jurisdictions looking for 
more revenue are taxing companies 
based on where employees are 
physically working, not the business 
location. Couple that with Wayfair 
nexus implications, and SALT is gaining 
popularity. Cybercrime is increasing 
daily, and clients want (and need) to 
make sure they are protected. Those can 
be new offerings to many firms. When 
it comes to totally new opportunities, 
listen to the market and develop 
something that will meet those needs. 
We did this with the PPP loan application 
and forgiveness, and we can do it again. 
Don’t forget the use of technologies in 
your offerings. Bots, artificial intelligence 
and machine learning are allowing firms 
to reshape current offerings and develop 
new ones to give them a big competitive 
advantage.  
 
Katie Tolin 
CPA Growth Guides 
katie@cpagrowthguides.com

A missed opportunity for many firms is 
simply looking at their existing client 
base for expansion. When it comes to 
business development, so many firms 
are concerned with prospecting and 
bringing on new clients when there 
is a ton of opportunity with existing 
clients. Firms are far better off looking 
to expand opportunities, especially 
in the COVID-19 era, with their very 
best clients rather than the exhausting 
task of networking and prospecting 
while social distancing. Prospecting 
is still important, but wouldn’t you 
rather be providing multiple services 
for fewer “A” clients than delivering a 
one-off service for hundreds? It’s the 
low-hanging fruit! Focus on expanding 
opportunities with your very best 
clients, and you’ll see your firm grow in 
the double-digits year after year. 
 
Adelaide Ness 
The Rainmaker Companies 
adelaide@therainmakercompanies.com

Firms that want to stand out from 
their competitors in the business 
development process can make their 
proposals more engaging by reducing 
the amount of text and offering some 
strategic links to valuable information 
on their websites. Most proposals are 
delivered via PDF, which allows for 
hyperlinks that can be clicked as part 
of the proposal review process. Think 
about how you can send prospects 
to your Google reviews, your core 
values page or to longer team bios and 
videos. Also think about how you can 
illustrate your differentiators with charts 
and graphics, which are more visually 
appealing and easier to digest than 
blocks of text. Imagine yourself as a 
potential client of your firm. Would you 
read your firm’s proposal? Why or why 
not? Start there with improvements.  
 
Dawn Wagenaar 
Ingenuity Marketing Group 
dawn@ingenuitymarketing.com

What are hidden, untapped 
opportunities lurking in firms that 
marketers should be helping their 
firms to identify?  

Consultants’ 

Corner
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“The findings reveal the central
role marketing teams played in
helping their firms adjust to
new client needs and
priorities, launch new service
lines, and keep their firms on
buyers’ minds in the digital
marketplace. This year’s results
prove that firms can reinvent
themselves and be better
prepared for whatever comes
next with the right marketing
investments.”
Becca John, AAM President

AAM members:
• Download the executive summary FREE!
• Purchase the complete report offering budget breakdown and spending data by firm size

and market size, for just $300 ($600 for non-members)

Unlock the Marketing
Secrets of High Growth
Accounting and
Advisory Firms
How do high-growth firms grow more than
five times as fast as average growth firms
while spending the same, if not less, on
marketing? Get the answer, and much more,
in the newly released 2021-2022 AAM
Marketing Budget Benchmark Study
conducted by the Association for
Accounting Marketing (AAM) and the Hinge
Research Institute (HRI).

• What were the top 5 most successful
COVID-19 marketing strategies?

• How have marketing budgets changed
during the pandemic?

• If high-growth firms spend about the
same as their average growth peers, what
are they spending their marketing dollars
on to achieve higher rates of growth?

• Does the ratio of marketing staff to
employees in high-growth firms differ
from the ratio in average-growth firms?

• What non-traditional services are high-
growth firms offering?
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