


Mohler Nixon & Williams

Makes History With Leadership Change

By Steven E. Sacks, CPA

Over the past decade, the issue of women'’s leadership in
the accounting profession has been extensively studied,
generating a spate of statistics; some leading to certain
thinking, such as a “pipeline myth.” As the number of
women coming into the pipeline increases—naturally
as a function of time—they will eventually make up a
comparable number of partners/executives.

However, consider these facts: in 1988, 45 percent

of new public accounting recruits were women;

yet in 2008, only 23 percent of partners were

women.

And consider the statistics for women managing
partners; it is even more disproportionate.
According to a March 2009 study by Catalyst,
between 11 percent and 31 percent of all senior
leadership positions (e.g., policy-level partners,
official managing partners) are occupied by
women.
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So while CPA firms across the country are looking at ways to
propel women into positions of leadership, one MSNA firm
has walked the talk and can claim that it has for the first
time in its history, a woman in the top leadership position.
On May 1, Leinani Nakamura became Mohler Nixon &
Williams's first woman managing partner. Will more MSNA
firms consider a similar move in the future? Only time will
tell.

Nakamura shares some of her thoughts on what it means
to her to take over the top spot; how she intends to impact
the firm’s long-term goals and culture; and what she sees as
the future for women leaders in the profession.

Personal Perspectives

“It is a tremendous honor to serve the firm in this role,”
says Nakamura, affirming the overwhelming experience
taking over the leadership of a Top 100 firm. “I felt both a
deep sense of responsibility and excitement about what lies
ahead for our firm.”

It has been widely documented that there is a shortage

of women managing partners — particularly within the

national and regional firms. Prior to Nakamura’s ascension

to the top spot, there were only two women managing

partners among the Top 100 firms. Is this the start of a

trend? As Nakamura points out, “The role of managing
partner is a demanding one, regardless of
gender. Some skills become more important
in a leadership role, such as communication,
strategic thinking, collaboration and
teamwork.” She adds, “I think the best firms
will develop and promote talent, irrespective of
gender.”

Every new leader in any firm or company will
bring his or her own experiences based on skills
attained, value system and beliefs to effect
immediate change. Sometimes the differences
are stark, sometimes subtle. Sometimes the
changes are immediate, sometimes gradual. Regardless of
the type and pace of change, the partners and the staff
will feel it. “I think each leader has an impact on the firm’s
culture, and | will be no different,” says Nakamura. “There
are core values that will not change — our commitment
to client service, development of our people and an
entrepreneurial spirit that fuels our growth.” She adds,
“These values will remain core to our future success.”

akamura

Nakamura refers to her considerable experience from KPMG
where she began her career, particularly when it comes to
knowledge of and exposure to different structures, cultures
and best practices. “Being a woman and minority sensitizes
me to the power of diversity,” explains Nakamura. “I have
always been a team builder and effective collaborator.”

As a parent, she also understands the daily challenges of
professionals who also play the dual role. CPA firms, with
notable exceptions, have historically been slow to adapt
to the demographic shifts in the workplace, but Nakamura
takes pride in her understanding of the work environment,
and draws on personal experiences to manage accordingly.
“This is a tough battle,” observes Nakamura. “I think

that the accounting profession is notorious for long



hours and sacrifices to advance in your career. When |
started my family, | struggled to find a balance that didn’t
compromise my level of commitment to my career or the
clients | served, but also honored my role as a parent.” She
readily admits that being a parent gives her deep sense of
empathy for those striving to balance their work and home
responsibilities.

To achieve her own sense of balance, Nakamura asked for
a reduced schedule at KPMG, which gave her the flexibility
to balance her role as a professional and a parent. “As

my children grew older, | transitioned back to a full-

time schedule,” says Nakamura. She confesses, however,
there is no cookie-cutter approach. “While there is no
perfect solution, | do believe it starts with being open to
different arrangements, and valuing what an employee can
contribute.”

Firm Direction

Ask any leader today the number one challenge and you're
sure to hear a common response: positioning the firm to
withstand the downturn and prepare it for better days
ahead. Nakamura has seen how radical the shift has been
over the past 18 months. “Not too long ago, we were
working in an environment where the entire profession was
resource constrained. We could only take on work we could
service.” As Nakamura notes, “The recession has changed
that; and recruiting and keeping talent is going to be more
of a differentiator going forward.”

Nakamura recognizes that keeping talent is a critical factor
as the profession will have huge turnover in the next ten
years due to retirement and succession. “l believe that the
younger generation of professionals coming up through
the firm brings a whole new set of skills, notes Nakamura.
“They possess a lot of technological savvy, having grown

up with the internet and social networking.” She believes
that firms need to leverage the insight of the younger
professionals in order to adapt to the business practices that
continue to evolve.

Even though technology and the global nature of business
have created rapid shifts, Nakamura knows that how her
firm will operate in the future will not reverse the value it
has built for clients through the years. Says she, “Delivering
quality client service looks very much the same as it did
twenty plus years ago. At the core of our business—serving
clients well, understanding what they need, helping them
address their issues and challenges and being responsive—

that doesn’t change much.” What does change, she agrees,
are the “tools and technology we utilize to ensure we
continue to provide that level of service.”

Staff Considerations

The more that staff members, regardless of level, are
involved with the firm and have the freedom to express
themselves, the more satisfied and engaged professionals
they become; and this is an environment Nakamura
makes sure to cultivate. I find that connecting staff to
the vision of the firm and listening to their priorities is
very motivating,” states Nakamura. “Whenever | talk with
our staff one on one, they want to be part of something
meaningful, and connecting them to the value of our work
is highly motivating to them.” An example of what this
type of environment engenders can be found in the firm’s
“green initiative.” (See Staff Accountant Makes the Green
Difference, The Networker, spring 2009.)

To continue to grow the firm in the good times and
mitigate shortfalls in the bad times will require that the
right professionals are selected to help the firm. “It goes
without say that the skills we look for are a commitment to
client service, technical competence, communication skills,
and analytical abilities,” claims Nakamura. “l also believe
the ability to innovate is an important one.”

Beyond developing the technical skills, Nakamura
emphasizes that the soft skills should not be ignored. “I
think it is even more important to this new generation to
have a clear outline of how they will grow as accounting
professionals as they progress in their careers,” says
Nakamura. The formula for success she points out is a simple
one no matter the staff level or areas of responsibility.
“There needs to be a commitment to the firm’s core values.
This goes along with developing and giving opportunities
to our professionals, and working together effectively.”

So it is not just growing the firm's revenues, developing
new markets and services, and managing staff within a
rapidly changing workplace. As if these responsibilities
weren’t enough. There is also the challenge of being a role
model for other women; a task that Nakamura does not
take lightly. “Find your voice and be true to your style,” she
declares. “You should find a role model who will inspire
you and support you.” Above all else, Nakamura asserts, “If
anyone ever tells you that you can’t accomplish something
because you're a woman, don't believe them!”



MSNA Website Tips

Q. How can | ask a question of a special interest
group (SIG) via e-mail?

A. Questions (new threads to the discussion boards)
can be sent directly to the SIG from your e-mail
system (e.g., Outlook, Lotus, Entourage). Posted
threads sent via e-mail to a particular SIG will be
delivered to the members of that SIG, and will also
automatically post on the SIG's discussion board on
the MSNA website.

To post a new thread, simply compose an e-mail and
send it to one of the following e-mail addresses.
We recommend that you include your electronic
signature on all postings.

Assurance Services
assurance@forum.msnainc.org

Business Valuation and Litigation Services
bvlitservices@forum.msnainc.org

Construction
construction@forum.msnainc.org

Employee Benefits
employeebenefits@forum.msnainc.org

Firm Administration
firmadmin@forum.msnainc.org

Health Care
healthcare@forum.msnainc.org

Human Resources
hr@forum.msnainc.org

International Tax
internationaltax@forum.msnainc.org

Managing Partners
managingpartners@forum.msnainc.org

Marketing
marketing@forum.msnainc.org

Not-for-Profit
nfp@forum.msnainc.org

Real Estate
realestate@forum.msnainc.org

SEC/SOX
secsox@forum.msnainc.org

Tax
tax@forum.msnainc.org

Technology Administrators
technology@forum.msnainc.org

MSNA Calendar Of Events

NOVEMBER 16-18, 2009
MSNA 2009 FALL MANAGING PARTNERS

CONFERENCE
Cancun, Mexico

NOVEMBER 16-18, 2009
MSNA 2009 TAX & INTERNATIONAL TAX

CONFERENCE
Cancun, Mexico

NOVEMBER 16-18, 2009
MSNA 2009 AUDITING & ACCOUNTING

CONFERENCE
Cancun, Mexico

MAY 12-14,2010

MSNA 2010 SPRING MEETING

(MANAGING PARTNERS, HUMAN RESOURCES,
FIRM ADMINISTRATION, MARKETING AND

TECHNOLOGY)
Vancouver, BC

NOVEMBER 11-15,2010
MSIL INTERNATIONAL CONFERENCE
Orlando, Florida

Check the MSNA Events Calendar on the
website for updates on all events.

They Said It...

“The greatest danger in times of
turbulence is not the turbulence;
it is to act with yesterday’s logic.”

— Peter F Drucker



How to Keep Your Clients From
Singing the Sales Tax Blues

By Geni Whitehouse

Let's face it. Online retailers like Amazon and
Overstock.com have been whistling a happy tune for years.
As business has boomed, they've tap-danced their way
across the country, adding affiliate sellers in nearly every
state. But lately, they’'re singing a different tune. Recently,
states like North Carolina and Rhode Island have taken

a new look at these retailers’ relationships with online
affiliates. Many states now consider an online affiliate
operating within their borders to be evidence of the online
retailer’s physical presence, thus giving each state new
responsibility to assess and remit sales tax. In response to
the additional sales tax burden, online companies have
elected to stop accepting sales from—and have even
severed ties with—affiliates in the offending states. We can
expect to see fireworks and further legislative discourse as
both sides of this issue square off. It won't be pretty (but
that's why they call it the blues).

The affiliate issue is only the first verse in a long, sad song
being composed by the states, and your clients are going
to be the ones forced to sing it. In an effort to address their
revenue shortfalls, states will be turning to sales tax as their
main source of revenue, resulting in fewer exemptions,
higher rates, expanded tax bases, and more taxable
jurisdictions. You can also expect to see increased sales and
use tax enforcement and expanded audit activity. Your
business clients are likely to be the prime source of these
new revenues, and the tears will continue to fall — unless
you take action.

It's time you wrestle that harmonica from your client and
take the lead. As states increase their sales and use tax
focus, you have an opportunity to help your clients get
ahead of the auditors. For starters, you can educate them
on the areas where they are most likely to be at risk for
sales or use tax assessment, and help them collect the
proper amounts due at the point of sale.

It Seems I've Heard That Song Before

By sharing your knowledge of sales tax regulations, you can

keep your clients from singing these all-too-familiar tunes:

1. 1Can’t Tell My Inventory From My Office Supplies (and
It's Not Even Monday). If your client purchases goods
for resale and then converts those items to company
use, they are liable for use tax on those items. The
same is true for items purchased for inventory and
then donated to a charity. In each case, the items are
no longer being resold, and are therefore subject to a
use tax assessment. Have your client generate in-house
invoices for every item removed from inventory. Have
the client treat these sales as taxable transactions, with
tax applied at the appropriate rate.

2. Missed the Boat at the Point of Sale (and Now It Looks

Like I'm Headed to Jail). The best time to correctly
calculate sales tax is at the point of sale, so be sure
your clients have integrated solutions that manage
their rules engine and rate calculations. Their sales tax
management solution should connect both to their
invoicing software and their e-commerce solution.

3. The States Have Banded Together (but I've Been
Hung Out to Dry). You need to determine if voluntary
adoption of the Streamlined Sales and Use Tax
Agreement (SSUTA) offers any benefit to your clients.
There are amnesty and reduced liability provisions
that might offset the increased filing and reporting
requirements for adoption. Make sure you don’t miss an
opportunity for your client.

4. No One Told Me You Were Certifiable (and | Was Afraid
to Ask). The SSUTA also provides vendor and software
certification plus funding for technology that is used to
comply with these new rules. Point your clients towards
certified solution providers, whether they adopt SSUTA
or not, as the certification process is essentially a seal of
approval provided by the member states.



5. 1Bought at a Low Rate (and Got a High-Rate Auditor
for Free). Purchasing an item in a low-tax rate state and
using it in a high-tax rate state can subject your client
to a use tax liability for the difference. Make sure your
clients are aware of their use tax liability in their home
state.

6. Crossin’ the Line (He's No Employee of Mine). When
an employee crosses state lines, he can subject your
client to sales tax liability in a new state. Some states
even consider trade show activity sufficient to establish
a nexus connection (and therefore a liability to collect
tax) in the client’s state. Make sure your client knows
when employees enter other states and have a handle
on nexus issues that apply.

7. My Delivery Truck Went to Texas (and Now I've Got
Nexus). Making deliveries in company-owned trucks
can subject your client to taxation in a new state.
Deliveries by common carrier on the other hand, avoid
establishing a similar connection to the seller. Make
sure your clients are aware of the difference between
delivery methods so they can plan accordingly.

Providing Value to Your Client

It's time for you and your clients to write a new song. First,
explain the areas where your clients are exposed and then
help them quantify their exposure using the questionnaire
at www.salestaxguestionnaire.com. After answering a series
of questions, they will receive a report with visual cues
indicating the areas where they are likely to be at risk. They
can e-mail their completed results directly to you for review
and discussion. You can help them evaluate their options
and identify the right sales tax management solution for
their business. Armed with knowledge of their risk, and
information from you about how to minimize it, your
clients will be in a position to begin singing your praises.

[Editor's note: There will be a state and local tax update
panel discussion at the fall tax conference in Cancun
November 16-18, 2009]

About the Author

Geni Whitehouse, CPA.CITB, CSPM is the Countess of Communication
for Mentor Plus, a Carmel Valley, CA company. In this role, she helps
accountants connect with clients and prospective clients. She is a
frequent presenter at events around the country and is the author of
“How to Make a Boring Subject Interesting: 52 ways even a nerd can be
heard,” which is available from Amazon.com. Geni can be reached at

Geni@mentorplus.com.

Profession RoundUp

Accounting firms must comply with

FTC “Red Flags” Rule by November 1, 2009
The Federal Trade Commission’s “Red Flags” Rule is
designed to protect personally identifiable information
from data thieves. Among others, the Red Flags Rule ap-
plies to any business, such as an accounting or law firm
that provides a product or service for which payment is
received after the product or service is delivered. This
data protection regulation goes beyond hospitals and
banks, two major repositories of personal client data.
Although the compliance deadline has been pushed
back in the past, the current deadline for compliance is
November 1, 2009, after which date the FTC will begin
enforcement of the rule.

Why the inclusion of accounting firms among the busi-
nesses subject to the Red Flags Rule? Within the tax
preparation files of most accounting firms, one might
find taxpayer identification numbers and Social Security
numbers, bank and brokerage account information, and
many other forms of personally identifiable information.
Similarly, the audit and consulting files of most firms will
contain not only the client’s sensitive information, but
possibly the personally identifiable information of the
client’s clients as well. Accounting firms will also have
records containing personal information belonging to
partners, staff and employees. All of this information
needs to be safeguarded against theft and abuse.

IRS Memo Allows Taxpayer to Deduct Interest
on $1.1 Million Mortgage

The IRS Office of Chief Counsel has issued a memoran-
dum in which it reinterprets the definition of “acquisi-
tion indebtedness” under IRC § 163(h)(3) to allow a tax-
payer to deduct interest on the first $1.1 million of his or
her mortgage instead of the usual $1 million limit (CCA
200940030). This interpretation is inconsistent with—and
more taxpayer-friendly than—prior Tax Court holdings
on the issue.

Taxpayers can generally deduct two types of debt se-
cured by their residences: “acquisition indebtedness,”
which is debt that is used to acquire, construct or sub-
stantially improve a residence, and “home equity indebt-
edness,” which is any other debt secured by the home.
Acquisition indebtedness cannot exceed $1 million, and
home equity indebtedness cannot exceed $100,000.


Jessica Levin
Underline


Getting to Know You:
Improve Effectiveness by

Understanding Yourself and Others

By Daphne Schechter

At first blush, “self-awareness” may seem a little too
esoteric to be a useful business tool. However, developing
this recognition of why we think, feel and behave as we
do is actually the key to unlocking our full potential. Being
self-aware empowers us to use unique strengths, shore up
weaknesses, and change or minimize what we may not like
about ourselves.

Amazingly, only about 20 percent of employees worldwide
believe they use their strengths in their jobs every day, this
according to Donald Clifton in his 2001 book, Now, Discover
Your Strengths. So what's going on with the other 80
percent? Are these employees in the wrong positions? Do
they dislike their boss or their company? Do they lack skills?
More likely, they don't fully recognize their assets or, if
they do, they don’t know how to take advantage of them.
That's where self-awareness comes into play: when people
recognize what they do best and where they can improve,
they tend to perform better, manage others better, and are
themselves easier to manage. Relationships with managers
have the biggest influence on employee satisfaction and
commitment, according to the November 2004 issue of
Personality Today. These last two outcomes are especially
important to morale and productivity.

Becoming Self-Aware

Anyone can become more cognizant of his or her impact
on the world with a little self-reflection. Developing true
self-awareness applicable to business, however, requires
more in-depth work. A good first step is to discover

your top strengths and weaknesses using tools such as
BtrengthsFinder 2.0, ]Jan assessment developed by Gallup.
Next on the list is to evaluate other aspects of business
self-awareness, including working style and emotional
intelligence, or the ability to recognize and appropriately
manage your behaviors, moods and impulses.

Most people naturally adopt one of four typical working
styles:

1. Expressive
2. Amiable
3. Driver

4. Analytical

Each style is characterized by certain behaviors; its position
on the emotional expression scale; and whether it is people-
or task-oriented, fast- or slow-paced, and more or less
assertive. Since style affects interactions with peers, bosses,
staff members and clients, it is essential to examine not
only your own style but those of others. This awareness

can help you see how you are perceived so you can make
the necessary adjustments, thus improving relationships,
breaking down communication barriers, and boosting
efficiency and productivity.

Self-Awareness 101

Developing self-awareness isn‘t a do-it-yourself proposition,

but a few simple exercises can provide glimpses into its

potential to maximize strengths and become more effective.

1. Find out how others perceive you. Ask a trusted
colleague for an objective description of your working
style from his/her perspective. Don’t try to defend your
actions; simply listen and gather input for future work.

2. Take inventory. List your strengths. Next to each
strength, describe the ways you can leverage it to your
best advantage. Then list your weaknesses and explain
what you can do to compensate for them. For example,
if you're terrible with numbers, team up with a math
whiz on your next project.

3. See others objectively. Take time to observe your
employees and/or peers so you see their strengths and
weaknesses clearly. Based on what you see, think about
how you can interact with them differently to help them
be more effective or feel more appreciated.

4. Reflect on your behaviors. Think back to a difficult
situation you handled particularly well. What did you do
right? What could you have done better? What did you
learn?

About the Author

Daphne Schechter is the owner of Atlanta, Ga-based Schechter
Consulting, which specializes in talent management and development
programs; individual, manager and executive education; internal
communication strategy development; and business strategy facilitation.
She has been a senior lecturer and business communications professor
at Emory University’s Goizueta Business School and a featured speaker
at numerous professional associations. Contact Daphne at daphne@

schechterconsulting.com and visit www.schechterconsulting.com.



Chair’s Corner continued

Globalization of the economy is a major challenge for our
clients, and consequently, for us. Once the acknowledged
economic leader, the U.S. now must share the stage

with Europe, Asia, South America and the Middle East.
During our last Moore Stephens International Limited
(MSIL) Policy Committee meeting, we learned that the
Chinese government is encouraging the development of

a number of Chinese firms as a counter to the Big Four.
These firms would be in a position to work internationally,
representing Chinese firms with investments in other
countries. This may result in a shift from U.S. firms to
Chinese firms that will handle clients with investments in
the U.S. and elsewhere. We need to factor this scenario

into our firms’ long-range planning.

Because of this global shift, MSNA firms need to be more
visible internationally. Our clients are increasingly asking
for representation in other countries. Participating in MSIL
activities will help your firm meet this challenge because
you will become more aware of the talent and expertise
that exists within our international firms.

What does all this mean? It means that there is a
tremendous opportunity for those individuals and firms
that carefully look at what has happened — and will
continue to happen — in the world economy and adjust
their practices accordingly. Those firms that ignore the
trends will not survive or could become more isolated,
and consequently, provincial in the advice they render
to clients. As clients expand their business globally they
may look for counsel from firms with a worldview and
international connections.

During my time with MSNA, | have become acquainted
with many firms from other countries and have been
impressed with their high caliber and professionalism.
These firms are well managed and very competent, and
are also thinking globally. | encourage each of you to take
advantage of the opportunities available to meet and
work with your associates in MSIL.

Finally, | want to thank all of you for your participation in
MSNA and MSIL. | want to express special thanks to Steve
Sacks and Jessica Levin for their help during my tenure.
Andy Armanino will assume the role of Chair as of January
1. I am very confident he will do an outstanding job of
leading MSNA.

Now, I'm off to Florida and the golf course...stop by if you
get a chance!

' MSNA Member Discounts

MSNA has negotiated a number of vendor discounts as
a benefit of membership. A sample of these programs
include:

ID Sure

ID Sure is offering MSNA members a 15% discount off of
regular subscription prices. For more information call 866-
503-0089 or email info@idsure.org.

Dell

Moore Stephens members are eligible for discounts on
Dell products up to 30% off of published retail prices. To
receive your quote, contact Thomas Lin at Thomas_Lin@
dell.com or call (800) 571-3355x 9461831 and mention
Moore Stephens North America.

NACVA

MSNA has entered into an agreement with the National
Association of Certified Valuation Analysts (NACVA)

for various discounts on webinars, live training and
conferences. Visit the Member Discounts page on the
MSNA website for the complete explanation of the

discount arrangements.

Thomson Reuters

Moore Stephens members, who are new subscribers, are
entitled to a 15% discount off of all CheckPoint Tax and
A&A products in the RIA, PPC and WG&L brand lines.
Contact Cheryl Stydnicki, senior product manager, at
cheryl.stydnicki@thomsonreuters.com or at 312-225-4889.

Becker CPA Review

MSNA members have two options to save with Direct
Bill or Preferred Provider. The Direct Bill option saves
members almost 33% off the four-part review class.
To register, contact Becker directly at 877-CPA-EXAM
to register for the CPA prep classes or register online
through the MSNA website.

CareerSoft

Moore Stephens North America and CareerSoft Candidate
Search have entered into an agreement to offer members
an innovative, low-cost solution to finding experienced
and qualified accounting professionals. To learn more,
visit http://www.careersoft.com/msna.asp or contact the
CareerSoft/MSNA Account Team at (800) 719-7638 x161 or
search@careersoft.com.




Marketing and Sales:
Recession-Proof Your Firm
By Wendy Nemitz

The marketing and business development methods that
worked well during the boom times are not working so well
now. Although we are still on a learning curve, here are
some ideas to make the best of what is happening.

Shift Your Place in the Food Chain

Most people who help develop business at their firms know
their place in the food chain. You know which of your
prospects will view you as too big and those which see you
as too small. Consider the following:

Companies are holding the line on spending. This creates
large opportunities for small-to mid-size
CPA firms. For example, it might be time
for your commercial real estate-focused
practice to pitch potential clients who

use to only do their deals with giant CPA
firms. The smaller and cheaper firms (often
staffed by CPAs with big-firm credentials)
can take on some routine projects as they
build confidence with the CFO at the big
companies. The CFO can save the budget.

Businesses are struggling to gain or keep

access to credit. New services to help them

preserve or save cash are in demand.

Companies are slashing everything in sight to preserve
cash. Is it time for a local CPA firm to form the “Cash
Group,” designed to help larger companies implement cash
preservation measures? One CPA firm we know offered free
days of controller-helpers to their best clients in struggling
industries to review all vendor contracts for savings. Think
up new services and promote them beyond your clients to
the general market.

Your prospects are managing fear and seeking reassurance.
If you are a wealth manager, you better be on the phone
calling clients. You can then offer free mini-reviews to
prospects whose wealth managers aren’t calling them.

In good times it looks like nearly everyone can manage
money, but right now it looks like no one can. Offer a set-
fee consulting service for a more comprehensive review.
Your intelligence and assurances will keep current clients
and help draw potential clients to you.

“Now is the time
to meet with all of
your best clients and
referral sources and
see how they are
doing and what you
can do to help”

Shift Your Service Mindset

Look for opportunities that match economic trends. Read
about your client industries and try to apply the trends
to your business. Ask your clients about their fears and
struggles now. What can you do to help them? How can
you restructure your firm or services to meet their needs
now? Look especially for the opportunities to help clients
experience less fear.

Rethink your brand messages. If you decide to work up

the food chain to larger or more sophisticated clients, be
sure your message focuses on value, not
price. Highlight your credentials and bigger
clients. Think through the fears they may
have about working with an unfamiliar
firm.

If you are looking to offer services down
the food chain, consider a separate group
using paraprofessionals, or think of other
ways to keep costs down and margins
acceptable.

Check your packaging. | was recently

required to purchase travel arrangements

through someone with an “AOL" e-mail
address. My expectations were low. “AOL" says 1999, not
2009. There is no way | would trust someone with 1999
written all over them on a complex service if | have a choice.

If you have a website that screams, “We are small and
technology-impaired,” you are wasting your time selling to
more sophisticated buyers. While you do not have to roll
out gold-plated letterhead, your business card and your
website must look reputable. Your leadership bios must be
powerful and experienced. Your personal presentation must
be excellent. The opportunity is in upping your game.

Shift from Complex to Simple

| was at a financial meeting recently and looked over a sea
of faces eating lunch while watching a market update at
Bernstein Global Wealth Management. Nearly everyone was
wearing a conservative jacket-and-tie combo. Even one year
ago there would have been a lot of golf shirts and khaki
pants.



Look impeccable now. People are frightened. You have to
look like you are competent to offer financial advice and

can be trusted with their money. It is time to dust off the

suits. Looking impeccable and acting confident go a long

way toward reassuring people.

Use tried and true sales methods. Marketing that seems to
be working now is the more simple and direct tack. Send
a letter to your prospects and then invite them to “test
drive” your service. Meet with them for free, and ask and
answer lots of questions. We have seen good results with
simple postcard campaigns containing simple offers. While
we still recommend quality websites and great brands, we
are going back to the basics in sales tactics with success in
calling, networking, postcard mailings, seminars and set
prices for certain introductory consulting services.

Get out of the office. Now is the time to meet with all of
your best clients and referral sources and see how they are
doing and what you can do to help. You want your parking
lot to be empty because your team is out there meeting
with your firm’s most important relationships.

Shift Your Team into High Gear

While it use to be easy to find work in an expanding
economy, this is the time to make sure everyone pitches
in. The cousin of your receptionist or first-year accountant
may be a good lead if you provide that staffer with
information and training to talk to the cousin. Consider
these approaches:

Ask for their help. Let them know that your firm could use
some new clients or different opportunities with current
clients. While financial incentives are nice, we find that
they rarely turn introverted audit guys into aggressive
rainmakers, or even get anyone motivated. Go back to
basics and just plain ask them to help.

Give them tools. The reason the staffer has not approached
the cousin before is he or she does not know how to have
that conversation, or if the cousin is whom you want to
approach. Invest in message and networking training, as
well as coaching for individuals who have some connections,
but have not brought in clients. Make sure everyone who
works with you can be an ambassador for the firm.
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Go out and network. A lot of people who formerly were in
their offices working are now out networking. That includes
partners, CFOs, and entrepreneurs. Doing a favor now for
these often quite powerful people will pay off in the long
run.

Shift Your Fears to Strength

Besides keeping your firm financially healthy in a tough
market, the most important thing you can do is set an
example with your attitude. You may be dealing with slow
receivables, bank credit tightening, clients dropping like
flies — and figuring out how to operate in a world where a
strategic plan has a horizon of about three months. This is
not fun.

The worst thing you can do is take that stress out on others
who are also afraid, confused or overwhelmed. Don't hide
in your office and mope. Don’'t keep repeating all the bad
news you hear at work. Gloom is ugly and disheartening in
leaders.

Go to work with a smile. Give others your hope that this is
temporary. Look for good news. Focus on successes.

A positive “we are in this together” attitude goes a long
way. | live in the resilient heartland of the finest country
and strongest economy on earth. It will take us all pulling
together, but we will get there. We will make it through
this period.

About the Author

Wendy Nemitz is a principal with Ingenuity Marketing Group,
located in St. Paul, Minnesota. Her firm focuses on professional
services for marketing strategy, and provides young leadership and
executive coaching and training. Wendy can be reached at wendy@
ingenuitymarketing.com. Interested readers may also visit www.
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Evaluating Lead Generation Firms

By Brian Swanson

If your firm is considering retaining an outside vendor to
assist with lead generation, it is important to find the right
provider for your firm. Retaining a firm that does not have
the right credentials or experience, or has poor synergy with
you or your firm can end up setting back your practice’s
growth plans. Regardless of the type of lead generation
services you are seeking, there are a number of criteria you
should assess to determine which provider is the best fit for
your firm.

To help marketing partners and directors
of marketing and business development
find the best firm for their needs, we
have identified six basic questions that
should be asked of every lead generation
provider.

1. How many CPA firm clients does the
firm have? If the lead generation firm
does not specialize in the accounting
profession, this is a must-ask question. It is
important to know how many CPA firms it
has worked with, because if the provider
focuses primarily on products and non-financial sales, it will
likely have an increased learning curve. If the provider does
have clients in the accounting profession, be sure to ask for
references and review them closely. If the references are
not similar to your firm in size (e.g., revenues, employees

or specialty areas), there may be a small adjustment period.
The safe bet is to work with a lead generation provider that
has experience in the accounting profession serving firms
like yours.

2. Are there any areas the firm has specific experience in?
Some lead generation firms have experience in certain
niches. The accounting profession is a broad label that
covers many areas, such as IT consulting, international tax,
transfer pricing, not-for-profits and SEC reporting. These
are all different and require a specific approach, knowledge
base and skill set to properly design, implement and
manage a campaign. The concepts critical in speaking with
a CFO at a SEC-registered company are completely different
than those critical in speaking with a CIO at an insurance,
payroll or data processing company. Be sure to find out
what experience the lead generation firm has and how it
can benefit your efforts.

“It is important to know
how many CPA firms it
has worked with, because
if the provider focuses
primarily on products and
non-financial sales, it will
likely have an increased
learning curve”

3. How experienced are the firm’s professionals? Engaging
C-suite executives in meaningful conversations is one of
the cornerstones of an effective telemarketing program. If
you are considering a lead generation firm that does not
have the experience or resources capable of professionally
representing your firm, then | recommend moving on. The
chances of success are significantly reduced if the account
manager does not understand key concepts of the service
he or she is selling. In the end, this may result in your

firm looking bad to the prospect. What
impression would it leave with you if a
company calling to sell you advertising
knew very little about ad sizes, pricing, or
positioning in the medium? Not a good
one, | am sure. The key is to prevent this
from happening to your firm. As a result, it
is critical to determine who is making the
calls, level of experience and frequency of
working in your specific focus area.

4. How does the calling process work?

If you are retaining a firm to conduct
telemarketing, ask for specific information about the calling
process. Some providers prefer to develop and send out
mailers before the calling phase. Find out who is responsible
for creating, editing and sending out the piece. Determine
how many times calls are made, and how opportunities are
qualified and transitioned to your organization. Do the lead
generation providers work from a script of general talking
points? Do they set appointments for your firm? Some
telemarketing firms have flexible telemarketing programs
where they are willing to customize programs based on your
needs, while others have a set pattern they use to guide
the engagement. Regardless of the format, it is in your best
interests to find out as much as possible about the process.



5. How often do the lead generation firms communicate?
What type of reporting do they offer? If it is a telemarketing
service, what type of weekly or monthly communications

do they provide to keep you and other stakeholders
informed? It is also important to determine whether the
information being provided is qualitative or quantitative,

or both. It has been my experience that marketing and
business development professionals prefer quantitative
reports, while partners prefer qualitative metrics. If they

are conducting e-mail marketing, consider how reporting
on opens, click-throughs, and other relevant metrics

will be communicated. Part of well-run lead generation
engagement includes consistent and regular communication
on all activity.

6. What are typical results? This is an important question

to ask, because the answer given will speak volumes about
the organization. | have come across certain companies that
guarantee a certain dollar amount in new business as a
result of engaging it. This is a great guarantee, but | have no
clue how anyone could possibly make this statement. There
are too many variables that affect whether a prospective
opportunity turns into new business. Moreover, it is truly
outside of the hands of the lead generation firm because—
generally speaking—it has no involvement in the sales
process once it transitions the lead to your firm for follow
up. It also has no control over your firm's brand awareness,
market strength or relationship base, which are critical
factors for success in lead generation. As a result, when
searching for lead generation vendors, the best ones are
likely those that provide averages but make no guarantees.
It may not be as appealing of an answer as the guarantee,
but at least the firm is being honest about what it can
produce and what you should expect.

No lead generation firm will meet all your firm's needs.
However, the more questioning, research and due diligence
your firm conducts on the front end, the fewer surprises
you will have when the engagement is executed. Lead
generation firms should be happy to forthrightly answer
the questions of potential clients regarding their services,
processes, areas of specialization and overall ability to help
you reach your firm's growth goals.

About the Author

Brian Swanson is a partner with Visionary Marketing, a firm
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Staff Recognition

Jessica Levin, CMP, MSNA's Manager of Communications and
Member Services was recently named a 2009 Forty Under 40
recipient by N.J. Biz Magazine. The annual awards program
honors men and women who have been making headlines
in their field and who share a commitment to business
growth, professional excellence and the community.

New Light Cast on the CFL Debate

While environmental groups and energy producers tout
the advantages of the compact fluorescent (CFL) light
bulb, some people worry about the amount of mercury
used in energy-efficient CFLs, and the health dangers they
might pose. The Environmental Protection Agency, though,
points out that the average fluorescent bulb contains only
about four milligrams of mercury — less than one percent
of the amount of mercury used in a standard mercury
thermometer. And the Natural Resources Defense Council
has stated that fluorescent light bulbs contribute four times
less mercury to environmental pollution than the mercury
required to power a less-efficient bulb.

Eureka! Accidental Origins of Famous Products
Imagine your life without...

Potato chips. In 1853, a chef named George Crum in
Saratoga Springs, N.Y., grew frustrated by a diner who
kept sending his potato crisps back, complaining they
were soft and soggy. Crum sliced some potatoes as thin
as he could, fried them in oil, and sent them out. The
customer loved them — and a new snack food was born.

The Slinky. A naval engineer named Richard Jones was
looking for a way to hold navigation instruments steady
while a ship was in motion. He began experimenting
with springs. Hoping to use them as shock absorbers, but
when he saw one of his prototypes drop gracefully from
a shelf onto a table, he had a different idea. Introduced
as a toy in 1945, the Slinky became a best-seller.

Corn flakes. The Kellogg brothers were searching for
healthy foods to feed patients at the Battle Creek
Sanitarium in Michigan. They inadvertently left some
boiled grain on the stove for a few days, but decided
to try putting the stale remains through rollers to make
dough. It turned to flakes instead, and they decided

to try toasting them. After a bit of development, they
came up with a tasty food that patients enjoyed, and

in 1906 one of the brothers, Will Kellogg, founded the
Kellogg's food company.
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Rev Up Your Rapport

By Arnold Sanow

Rapport can be defined as “bringing agreement, harmony
and accord to a relationship.” Isnt that what we want

in our connections: to discover points of mutual interest
or common ground; reach agreements; live and work
together in harmony; and enjoy interactions along the
way — with more ease? Rapport is the magic ingredient for
getting along with our customers, co-workers, colleagues,
committee members, families, friends, neighbors and
anyone else we encounter in any role, anywhere, anytime.
Getting along means smoother sailing, fewer hassles, and
more fun!

The key to revving up rapport lies in expressing the same
qualities that people find attractive. It's the pleasure/
pain principle in action. We move toward the people we
like; those who are easy to get along with; who make us
feel comfortable; and who bring out our best qualities,
including our smiles, laughter and good feelings.

In the reverse, we move away from those who bring us
discomfort; those with whom we find nothing in common;
who grate on our nerves; make us see red; hold up our
plans; don't meet our expectations; give us headaches; and
provoke other negative responses.

The relationships that bring us pleasure and good
experiences are likely to endear, as well as endure —
generating fond memories, long-lasting impressions and
joyful feelings. In contrast, the relationships that bring us
discomfort and cause negative experiences are likely to
test our endurance. While their accompanying impressions,
feelings, and memories may also last, we probably wish
they'd quickly disappear.

The ability to rev up your rapport is critical to creating
enduring connections. Without it, you're more likely to
suffer the pain and stress of troubled relationships and
disappointing connections. You may also miss out on
wonderful opportunities and their power to transform.

All are typical fallout from choosing a life of disconnection.

According to the book, “|Get Along with Anyone
Anytime, Anywhere ... 8 Keys to Creating Enduring]
Connections With Customers, Co-workers... Even Kﬂ
by Arnold Sanow and Sandra Strauss, here are key
traits you must focus on to rev up your rapport:

Authenticity Good communication skills
Appreciation Humor

Compassion Neat appearance
Confidence Positive attitude

Engaging style Social skills

Enthusiasm Respect

Friendliness Sincerity

Conversely, here are traits that typically turn people
off or turn them away:

Abrasiveness Lack of humor

Apathy Negative attitude
Coldness Poor body language
Insensitivity Poor communication skills
Insincerity Poor social skills

Lack of appreciation Profanity

Lack of confidence Rudeness

Not only does rapport enhance your personal and
professional relationships, it can also boost your company’s
bottom line. Communicating with insight, perception,
and empathy strengthens your efforts to keep clients and
customers happy; gain and maintain trust; regain favor
with disgruntled clients and customers; and increase

the likelihood of getting their repeat business and their
referrals. Likewise, building good rapport with colleagues
increases the quality of your working relationships,

with corresponding impact on productivity, creativity,
cooperation, morale and overall job satisfaction. Here are
five specific steps you can take to boost your rapport:



Call people by name. As Dale Carnegie stated in his

book, ["'How to Win Friends and Influence People,’]|
there is nothing more important to someone than their

name.”

Pay attention. When conversing with someone by
phone or in-person, give them your full attention.
Don't get distracted by other people or tasks.

Don’t interrupt. When you interrupt someone,
sensitivity, rapport and commitment are killed. If there
is one thing people hate, it's being interrupted.

Treat others as special. To the extent that you treat
others as special and focus on their needs and
concerns, they will immediately gravitate to you and
want to deal with and work with you in the future. A
good way to remember this concept is to greet every
person you meet as if he or she were a long lost friend!

Be interested not just interesting. This is the key to
popularity. Too many people end up talking all the
time, dominating the conversation and fail to have a
two-way conversation. People love people who listen
to them.

As Norman Vincent Peale stated, “Getting people to like
you is merely the other side of liking them”

About the Author

Arnold Sanow, MBA, CSB, is a speaker, seminar leader and author of
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... Even Kids” You can reach Arnold at speaker@arnoldsanow.com, or

at speaker@arnoldsanow.com.
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MOORE EDUCATION

As announced during the course of 2009, Moore Stephens
North America has an established an arrangement with the
AICPA for a 15 percent discount off its conferences for our
members.

From now until the end of the year, any member who
wants to attend an AICPA conference can go to the AICPA
website, select the conference and when completing

the registration process, should use the code “msna” to
immediately receive the 15 percent discount.

Click on the following link to see a schedule of the
remaining conferences:

AICPA 2009 Conference Schedule

If you know that you or a colleague will attend a particular
conference, go to the appropriate discussion board on the
MSNA website (see the list on page 4 in MSNA Website Tips
box) and inquire if any other member will be attending.
This will enable you to connect with other members for a
get together before or during the conference.

In 2010, this AICPA conference discount arrangement will
also be available, so look for an announcement early next
year.



