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Editorial
Dear Readers,
Since the spring issue of this magazine, we have held a conference in Chicago, and we were putting together the
final touches for the event in Warsaw.
Looking back now at these events,
what really struck me about them was,
firstly, the incredibly high attendance
levels (breaking GGI records in some
cases!), and secondly, the fantastic engagement with the BDM workshops
themselves.
In Warsaw, the subject matter
(“How to successfully tap into a GGI
professional network to develop new
business opportunities”), and the very
lively panel discussion which followed
afterwards, really struck a chord with
the delegates. I saw how forward-thinking and driven delegates were, keen to
acquire the tools to cultivate and nurture new business opportunities.
Not only was it a real pleasure for

me to see the hard work of everyone involved in the organisation and running
of the workshop, and delegates’ motivation to deliver and share their expertise
and knowledge, but also to see fellow
GGI members responding in such a positive way.
This continued support can also
be observed on the BDM Group page
on LinkedIn, which now boasts a very
healthy 78 members, so I just wanted to
take this opportunity to say a big thank
you for all your support, which is very
much appreciated.
As the BDM practice group continues
to build and strengthen its identity, the
quality and depth of the articles you are
submitting is on the rise too.
Here are just some of the highlights
you can enjoy in the latest issue, which
offer some great tips and advice on a
variety of subjects including: “Using intellectual property as a business tool”,
“Going to Africa – a quick guide”, “How

to convert online prospects into clients
through inbound marketing and email
automation” and “Using your existing
IT software to streamline your business processes”.
With your continued support, we will
strive to provide new content and ideas
to help you develop your respective
firms.
Many thanks to all those who have
taken time out of their busy schedules to
contribute articles. As always, any feedback would be most welcome.
Alan Rajah
Global Chairman of the
Business Development
& Marketing Practice Group

Changing a name,
preserving a vision
By Luisa Andonie and Lowry Brescia
A brand name is not just a logo, or
the names of partners strung together
in an elegant font. A brand name is a
collection of impressions; it is an iden-

tity representing years of relationships
with employees, clients, and colleagues.
Because a name carries such symbolic
weight, changing it provides a unique
opportunity to reflect on the firm’s core
strengths and future goals to determine

what imagery the name should evoke.
To preserve the existing associations in terms of relationships, consider
maintaining an existing portion of the
name, and changing the rest to capture
the evolving vision for the future. While

Disclaimer – The information provided in this newsletter came from reliable sources and was prepared from data as-

sumed to be correct; however, prior to making it the basis of a decision, it must be double checked. Ratings and assessments reflect the personal opinion of the respective author only. We neither accept liability for nor are we able to guarantee
the content. This publication is for GGI internal use only and intended solely and exclusively for GGI members.

some firms may choose to turn longer
names into acronyms, they should keep
in mind that a single name provides a
margin for growth by allowing flexibility for incoming partners. Furthermore,
unlike letters, a succinct, clear name
allows international partners to pronounce it in their native language in a
consistent manner.
Adopting a broad name communicates expansion beyond purely legal
work to offer accounting and family office services. A tagline, such as “attorneys at law” may also emphasise the
core legal service, while a designation
like “group” hints at a diversity of professional services. As always, research
the applicable rules of professional
conduct in your jurisdiction to ensure
the name abides by ethical requirements.
As a company name can be as intimate as a family name for those who
dedicated a lifetime of work to construct
it, seeking inputs and reactions within
the firm will ensure the name reflects
the core values and feelings of loyalty.
Then, to make sure it looks as representative as it sounds, see how letterheads, business cards and emails will
look with the new identity by ordering
proofs. Email addresses may change
immediately, but some habits are hard

GGI member firm
The Cantor Group
Tax, Law Firm, Fiduciary & Estate Planning
Miami, FL, United States
T: +1 305 374 38 86
Luisa Andonie
E: luisa@cantorgrouplaw.com
Lowry Brescia
E: lowry@cantorgrouplaw.com
W: www.cantorgrouplaw.com
The Cantor Group is a law firm based in
Miami, Florida which focuses on the representation of ultra-high net worth international private clients in the areas of cross
border tax and estate planning, United
States tax compliance services, family office advisory services, and cross-border
real estate transactions.
Luisa Andonie given her degrees in busi-

to break. To prevent confusion, it is advisable to keep the existing format for
email addresses (e.g. firstname@companyname.com) so that only the company name changes. Because a lag is
inevitable, arrange to keep the old email
addresses as long as possible, using a
forwarding function.
After years of operating with one
name, a change of company name
will inevitably cause confusion and require patience. Still, providing clients,
colleagues, and vendors with timely
information via a variety of mediums

can smooth the transition. Examples
of ways to communicate the change
include messages on the company
homepage, press releases to local and
international media, and notes beneath
the email signature. Most importantly,
these communications serve as an opportunity to remind ourselves and our
contacts of what truly matters: that even
as partners leave, names evolve, and logos change, our relationships with our
clients and colleagues are the one constant source of pride, and the force that
drives us to continually improve.

Luisa Andonie

ness and modern languages, as well as her
experience in marketing and journalism,
Luisa Andonie is a valuable team member
of The Cantor Group’s offering to international private clients.
Lowry Brescia is Director of Public Relations and Client Services at The Cantor
Group. She is responsible for the development and implementation of all public
relations, marketing and business development initiatives, the management of spe-

Lowry Brescia

cial client projects, and the management of
strategic relationships with various major
global networks, such as GGI.
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Streamlining
your business processes
By Halima Salim
To remain one step ahead of their
competitors, a key way businesses can
streamline their processes is by aligning them to their existing IT systems.
Successful businesses are built
around people, technology and processes. Advanced planning identifies
weaknesses, before redefining processes and acquiring key resources to
successfully implement these.
The programs below have been
very beneficial in this regard and have
helped us to become a paperless office:
1. Cloud computing – Increased efficiency by allowing remote access to
data, reduction in capital costs, increased security, managed storage,
backups & databases.
2. Document management and client portal – More secure sharing of
documentation between businesses and clients; improving productivity and archiving.
3. Online billing – An integrated online
invoicing system: creating, sending
and retrieving invoices electronically.
4. Advanced payment processing systems – Receiving money, managing
cash flows and benefitting from re-

GGI member firm
Lawrence Grant, Chartered Accountants
Auditing & Accounting, Tax, Advisory,
Fiduciary & Estate Planning
London, United Kingdom
T: +44 208 861 75 75
Halima Salim
E: halima@lawrencegrant.co.uk
W: www.lawrencegrant.co.uk
Halima is an ACCA Chartered Accountant
with a Bachelor of Science degree in Accounting and manages
corporate and personal
clients overseeing all aspects of tax, accounting
and VAT.
Lawrence Grant, Chartered Accounts is a highly
personable and pro-active
firm of chartered accountants and tax advisors

duced levels of bad debts.
5. Virtual doctor – Employees can seek
virtual medical advice; business can
benefit from reduced staff absences
and increased productivity.
6. Smartphone app – Our FREE app
allows clients to have all of their

Halima Salim

providing accountancy and tax services
to companies and individuals in the UK
and abroad. They offer
expert advice, planning
and projections to thoroughly evaluate and help
businesses become more
tax efficient. They also
provide cross-border tax
advice to people looking
to live and/or work in the
UK.

business and personal affairs accessible at their fingertips.
By streamlining their processes,
businesses can become more agile and more profitable through decreased costs, becoming leaders in
their respective sector.

Networking service LinkedIn:
How does it function?
By Haren Sanghvi
Continuation of the article from the
spring issue. Here are some further tips
for using LinkedIn…
How do I use the LinkedIn Relationship tab to improve my networking?
The relationship tab is a convenient tool
which shows you how you’re connected
to someone. You can add information
to remind yourself of important details
about your relationship or set reminders for future interactions.
The Relationship tab is available to all
LinkedIn users, both free and premium.
How you can use it for individual
connections?
Find out when you connected
View messaged you’ve exchanged
Add notes about your contacts
Set reminders to follow up
Record how you met
Assign tags to categorise connections
How do I find my target audience
on LinkedIn? LinkedIn is a great search
tool. It’s quick and easy to find and connect with people and companies you’ve
done business with. However, if you
want to find new contacts, the site’s advanced search feature is a truly powerful

GGI member firm
Haren Sanghvi & Associates,
Chartered Accountants
Law Firm
Mumbai, India
T: +91 22 6762 55 55
Haren Sanghvi
E: haren@harensanghvi.com
W: www.hsassociates.co.in
Haren Sanghvi & Associates (HSA) is a Chartered Accountancy firm located in Mumbai.
Established in 2000, it employs more than 10
professionals and 50 people engaged in providing innovative and effective business solutions for its clients.

hidden gem.
Keywords are as important in social
searches as they are in web searches.
The primary objective of an online presence is to be found.
LinkedIn groups. LinkedIn groups are
another effective way to make yourself
known to potential contacts. You can
only be a member of up to 50 groups

Haren Sanghvi

Haren C. Sanghvi is a Managing Partner of the
firm and specialises in providing management
consultancy, financial advisory, real estate advisory and risk consulting services. HSA. is an
independent member of GGI. They specialize
in indirect tax for PAN India, auditing & assurance, management
support services
and start-ups for
PAN India.

– though in practice, this is still far too
much to handle.
LinkedIn groups “provide a place
for professionals in the same industry
or with similar interests to share content, find answers, post and view jobs,
make business contacts, and establish
themselves as industry experts”. Get involved soon!

Going to Africa – a quick guide
By Clive Noland
1. Africa is a vast continent with 54 different nation states which represent
a myriad of cultures, languages and
customs. Each is on its journey to

stability and economic growth. To
get a quick sense of this diversity,
copy this link into your browser and
download our Quick Africa Guide:
http://bit.ly/297rbrj
2. Relationships are not just impor-

tant; they’re the be all and end all
in successful business. You can
assume that every business from
outside the continent that has established itself and gone on to be

...next page

FYI – GGI BDM NEWS | No. 03 | Autumn 2016

5

6
successful has worked hard at its
local network. Face-to-face time is
a better investment than closing
deals.
3. Another aspect of building relationships is to get a local with good
contacts on your side. The right
person, consultant or local expert
can save you an immense amount
of time and money as well as helping you avoid basic pitfalls.
4. Get a detailed idea of the technology. You can never have too much
local knowledge on any subject,
but it is important to get an exact
picture of things like mobile phone
infrastructure, coverage and bandwidth.
5. Invest in people. If you have long
term ambitions in Africa, human
resources will pose your biggest
challenge. Skilled talent is scarce
and expensive. This also applies
to sourcing skilled expats. Deciding between local acquisitions and
skills training will require careful
thought and planning.

GGI member firm
Nolands SA
Auditing & Accounting, Tax, Advisory
Fiduciary & Estate Planning
Cape Town, South Africa
T: +27 21 658 6600
Clive Noland
E: cliven@nolandscpt.co.za
W: www.nolandsadv.co.za
Clive Noland is the Chairman of Nolands
South Africa. He qualified as a Chartered
Accountant at the University of Cape Town,
where he later lectured in the Commerce
Faculty while completing an Honours Degree in Information Technology.
Nolands SA is a national audit, advisory
and forensics firm, located in ten offices in
all major centres in South Africa and also
Zimbabwe and Mauritius, employing over
200 people focused on providing the best

6. Be prepared to learn. There are
challenges aplenty but for those
ready to think smart, forget their as-

Clive Noland

possible solutions for its clients. Nolands
prides itself on being exceptional in its ability to integrate services and respond rapidly
to clients’ needs.

sumptions and do their homework,
the business opportunities have already been demonstrated.

Succession planning
& long term sustainability
in professional services
By Marc L. Hamroff
Does your firm have a succession
planning process for lawyers approaching retirement? The first question to answer is: Does retirement
mean mandatory retirement, role
transition, return of capital or purchase of equity? A better approach
differentiates retirement from succession. A retirement plan without focus
on succession is nothing more than

the end of the line or perhaps a sale
model for most firms.
Impediments to succession include.
Senior Partners confronting tension
around current income structures,
transitioning clients and avoiding
awkward discussions of their value.
Younger partners may feel that their
past contributions go unappreciated.
A long-term focus is required in order
to establish and identify the future
foundation of the firm. This requires
including young lawyers, transition to
equity, accountability for firm growth,
compensation based on firm’s profits
rather than solely on personal production as well as an exit strategy.
Restrictions like American Bar Association Rule 1.17 require analysis of
local jurisdictions’ application of their
law. These restrictions call for succession plans rather than sale alternatives, which represents one of the key
differences between law firms and accounting firms.
Create a culture of succession
Growth
Collaboration
A firm strategy using:
equity classes

GGI member firm
Moritt Hock & Hamroff LLP
Law Firm
Garden City, NY, United States
T: +1 516 873 2000
Marc L. Hamroff
E: mhamroff@moritthock.com
W: www.moritthock.com
Marc L. Hamroff is the managing partner of
the firm and chair of its Financial Services
practice group, which includes the areas of secured lending and equipment
leasing, among others.
Moritt Hock & Hamroff is a
full-service commercial law
firm providing a wide range of
legal services to businesses,

ownership rewards for firm success
compensation structures that
address the success of the firm
as a whole as well as individuals
One impediment to a working
succession plan is an unfunded retirement, which creates resentment
among the remaining partners and a

Marc L. Hamroff

corporations and individuals worldwide. The
firm has 19 practice areas and offices in Garden City, New York, and New York City, USA.

conflict with a retiring partner at an
unfairly compromising time. Concern
must also be given to paid-in capital
and return, in addition to the need for
buy-ins vs. earn-ins.
In the end, the most successful
plans focus on the culture of growth,
collaboration and owning your role.

Digital inbound marketing and email automation

How to convert online
prospects into clients
By Bryan Lawson
High traffic to a website is a great key
performance indicator for digital marketing and brand awareness. However,
without effective lead nurturing, it may
not yield the desired business development. Just as you would expect staff to
follow up a prospect after an enquiry at
the office, you should expect the same of
the website. What makes this difficult is

tracing the visitors to the website and determining why they were there in the first
place. No two web visitors are the same,
and they certainly are not all there because they intend to engage you. Some
will be competitors looking to monitor
you or peers looking to contact you.
Smart workflows of content are necessary to determine whether a visitor
requires your services or is interested in

...next page
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engaging you.
A basic workflow model to vet prospects can be to strategically place digital
downloads or “calls to action” throughout the site. These downloads should
be well-designed content with valuable
information not provided elsewhere on
the site. This should be easy to access.
However, you should capture the user’s
email address in the process as this enables you to send follow-up emails which
include additional content. It is advised
to use an email platform which allows
you to request confirmation of whether
an email has been opened.
This workflow model provides you
with a number of means of vetting a
user, whether it is finding out their area
of interest, willingness to read one piece,
or to read a follow-up piece. Protocols
should be established as to who follows
up potential leads and how.

GGI member firm
Offit Kurman
Law Firm
Washington, DC, USA
Bryan Lawson
E: blawson@offitkurman.com
T: +1 410 209 6400
W: www.offitkurman.com
Bryan Lawson is an executive manager with
over 25 years of experience leading specialised teams in diverse business markets. As
Director of Marketing, Bryan is responsible
for the firm’s overall marketing, brand management, digital and inbound marketing strategies, as well as business
development.
Offit Kurman is a dynamic full-service law firm. As trusted legal advisors, they help clients to maximise

Bryan Lawson

and protect their business value and individual wealth. They strive to maintain clients’
trust in every interaction, furthering their
objectives and helping them to achieve their
goals in an efficient manner.

Using research to drive
thought leadership marketing
By Samantha Davies
Professional services marketing is
now dominated by thought leadership.
However, producing interesting and
engaging content that really makes
you stand out from the crowd and truly
pitches you as a thought leader is becoming more and more difficult for
professional services firms.
Thought leadership is about knowing your market and having the courage to lead a market by generating,
nurturing and creating ideas that differentiate you from your competitors.
In order to do this effectively, research
and knowledge of the marketplace is
key. So how do you achieve this?
1) Look at what the competition is doing, find the space in the market
that nobody else occupies and then

decide on the content and research
you need to do in order to capture
that segment of the market.
2) Ensure that the research undertaken

offers a new viewpoint or challenges
the audience in some way and shows
them that they need to take action.
3) Research shouldn’t just be to prove

that you know your market, it should
provide some value to the audience.
4) Ensure your research and results
are credible. Use a professional research agency wherever possible.
5) Make sure to include a variety of
respondents. Depending on your
research, you may want to ensure
good geographical coverage, good
sector coverage or maybe ensure
you get a variety of company sizes. Using a professional research
agency can usually guarantee these
things.
Market research can help professional services firms to highlight pain
points, emphasise threats or provide
valuable benchmarking data for the
target audience. However, whatever
you do, ensure your research is original and credible if you wish to generate
true thought leadership.

GGI member firm
Haines Watts
Auditing & Accounting, Tax, Advisory,
Corporate Finance, Fiduciary &
Estate Planning
Abingdon, United Kingdom
Samantha Davies
E: sdavies@hwca.com
T: +44 207 025 4650
W: www.hwca.com
Samantha Davies is Group Head of Marketing at Haines Watts. She has over 20
years’ experience in marketing and leads
the firm’s marketing efforts within the UK.
Sam’s focus is developing the Haines Watts
brand and strategic marketing planning.
With over 60 offices around the UK, Haines
Watts is a UK Top 15 firm of Chartered Accountants specialising in the owner-man-

Samantha Davies
aged business sector. Assisting over 35,000
business owners around the UK, Haines
Watts supports business owners’ aspirations and help them to achieve their goals.

Intellectual property
as a business building tool
By Carol J. Ney
Patents, trademarks, copyrights,
trade dress, industrial designs, etc.,
are all forms of intellectual property
(IP). Each can be a powerful tool in
building a business – but only if they
are used as commercially valuable assets. For example, if a patent is not put
into practice and/or enforced, it is not
of any business value.
When starting any new business or
venture, the first step should always be
to create a business plan. It is at this
point that an IP strategy should also
be developed. Keeping in mind that
IP rights are country specific, even if
a country will not be an initial market
but the intent is to expand into that
country, it is best to obtain protection

...next page

GGI member firm
DBL Law
Law Firm
Cincinnati, Ohio, USA
Carol J. Ney
E: cney@dbllaw.com
T: 513 639 7686
W: www.dbllaw.com
Carol J. Ney has practiced in the area of intellectual property throughout her entire career,
assisting Fortune 500 companies, smaller
entities, individuals and foreign counsel. In
addition to traditional IP work, she prepares
customised training programmes and works
with management on strategic planning.
DBL Law is a full-service law firm with three
offices located in Kentucky and Ohio. They
provide a high level of valuable legal services

Carol J. Ney

in many areas of law, and offer clients the
full scope and sophistication of a large firm,
while retaining the responsiveness and accessibility of a small firm.
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as early as possible in order
to avoid another company
stealing the idea. Websites,
trademarks, copyright and
industrial design registrations are all relatively inexpensive to protect, so seek
registrations in the countries which you intend to
enter as part of your business plan in order to avoid
unscrupulous third parties
beating you to registration.
It is also imperative to ensure confidential information is protected through the

use of non-disclosure agreements. Another avenue to
consider for obtaining value
for your business’s IP could
be through a licensing program, which may provide
significant revenue as well
as additional market share.
Whether it is a new venture or an expansion of an
existing business, do not
overlook the value of intellectual property as an important tool from the beginning.
Incorporate an IP strategy in
your business plan.

Request for Proposal for
United States Legal Support
By Anthony J. Soukenik
Many of our GGI friends are anxious
about doing business in the United
States. To help facilitate discussions, we

GGI member firm
Sandberg Phoenix & von Gontard
Law Firm
Saint Louis, MO, USA
T: +1 314 446 4287
Anthony J. Soukenik
E: asoukenik@sandbergphoenix.com
W: www.sandbergphoenix.com
Anthony J. Soukenik is a shareholder of Sandberg Phoenix & von Gontard and has previously served on the firm’s Executive Committee.
Tony is a member of the Business Law Practice
Group and former Practice Group Leader. He
focuses his practice in the areas of banking,
construction, corporate law, durable medical equipment, estate
planning, real estate

suggest providing the following information whether for litigation or corporate
law:
Name of entity/contact information of
party requesting support:

Anthony J.
Soukenik

and federal and state taxation.
With more than 110 attorneys across seven
offices, Sandberg Phoenix’s work is concentrated in the areas of business and business
litigation as well as health law and product
liability.

Name of GGI referral:
Adversaries (if any):
Detail the court or states and municipalities where you wish to do business
in the United States:
Are you flexible regarding locations?
Detail litigation or products, sale/
manufacturing or importing/exporting activities, as appropriate:
Detail use of transportation, trucking,
rail and freightliners, as appropriate:
Detail foreign currencies involved in
the investment. Will currency remain
in the U.S. for the foreseeable future?
Names of members/investors in requesting party:
Estimated number of employees in
the first year (part and full-time):
Anticipated union vs. non-union issues:
Detail other supporting parties in the
USA:
a. insurance company:
b. certified public accountant:
c. realtor:
d. engineer/land surveyor:
e. architect:

The power of referrals
By Chaitanya Kumar
and Akshya Chandra
Sales are both the fuel and vehicle of
business growth. Companies around the
world invest huge sums in marketing
their products in order to boost sales.
However, an important tool of business generation often overlooked by
organisations is the “referral model”.
It is important for salespersons to continue asking for references, as these will
help boost prospects. A study has demonstrated that for every ten cold leads,
three may be receptive to a meeting and
one may become an actual client. However, when potential leads have been
referred, eight out of ten will meet, of
which four will become a client.
It is important to understand that
an existing customer will only provide
a referral if he himself is satisfied. This
means that efficient relationship building and client service are of utmost importance.
Though generating business through
referrals is a relatively easy and efficient
way of increasing business, people hesitate to ask for referrals, for example due
to fear of rejection, lack of training or

GGI member firm
SKC Consulting Pvt. Ltd
Advisory, Auditing & Accounting, Tax
New Delhi, India
Chaitanya Kumar
E: chaitanya@skca.in
Akshya Chandra
E: akshay@skca.in
T: +91 11 26 288 806
W: www.skca.in
Akshya Chandra has over 10 years’ experience in the field of banking and finance and
specialises in relationship management, credit
analysis, product development and policy formulation.
Chaitanya Kumar has worked extensively in the

lack of referral goals.
These obstacles can be addressed
through planning, goal setting and
clarifying the benefits of using referrals.
Simple ways to start generating referrals
include: written sales scripts, ensuring
confidentiality and professionalism in

dealing with referrals and referees, clear
communication with referees and most
importantly by holding a clear intent
and belief in the services we deliver and
promise.
Happy selling!

Chaitanya Kumar
Corporate Tax department and offers valuable
experience in the field of international taxation, transfer pricing, FEMA,
tax audits and valuation services.
SKC Consulting (P) Ltd. is a boutique consulting firm operating in
the fields of strategy, cognizance and
compliance. They provide one-stop

Akshya Chandra
shop in all the above areas.
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Schaffhauserstrasse 550
8052 Zurich, Switzerland
T: +41 44 256 18 18
E: info@ggi.com
W: www.ggi.com
W: www.ggiforum.com
Let us know what you think about FYI
–Business Development & Marketing
News, we welcome your feedback. If
you wish to be removed from the mailing list, please send an email to info@
ggi.com

Responsible Editor in charge of
Business Development & Marketing
Content:
Alan Rajah
Global Chairman of the
GGI Business Development
& Marketing Practice Group
GGI Member Firm
Lawrence Grant
Chartered Accountants
Advisory, Auditing & Accounting,
Fiduciary & Estate Planing, Tax
2nd Floor, Hygeia House, 66 College Road
London, HA1 1BE
United Kingdom
T: +44 208 861 75 75
E: alan@lawrencegrant.co.uk
W: www.lawrencegrant.co.uk

