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Diary
Upcoming GGI Business
Development & Marketing
Practice Group meetings:
➜ 19 October 2018
Buenos Aires, Argentina
➜ 01 December 2018
Phuket, Thailand
➜ 11 May 2019
Prague, Czech Republic
➜ 22 June 2019
Houston, TX, USA
➜ 13 September 2019 (TBC)
Marrakech, Morocco
➜ 30 November 2019 (TBC)
Bali, Indonesia

Editorial
Dear Reader,
As some of you may know,
that after three incredible years as
Global Chairperson of the Business
Development & Marketing (BDM)
Practice Group (PG), this year my
dear friends and colleagues, is my
last. My tenure has come to an end
which means I am now handing
the reins over to Jim Ries, who I’m
sure will receive the warmest of
welcomes as I did when I started.
I’d like to take this opportunity
to say a huge thank you to all of you
who have helped shape the content
and spoken at the numerous BDM
PG meetings – offering inspirational
guidance, insightful help and advice
to the vast numbers of members who
have supported our events continually.
I’d also like to express my gratitude
to the many contributors to the BDM

newsletters over the years. I really
appreciate all of you setting aside time in
your busy schedules to put your thoughts
down on paper, sharing your views, ideas
and tips that may help your fellow GGI
colleagues develop and grow their firms.
I will continue to support the
new BDM PG team and I wish them
all the very best in serving GGI
members for the foreseeable future.
Special thanks goes to Allen
Kutchins from KRD, for sponsoring
this issue of the BDM PG newsletter.
Alan Rajah
Global Chairperson of the
GGI Business Development
& Marketing Practice Group

Integrating Social Media
into your Marketing Plan
By Anna Reyes
Social media allows accounting
and law firms to communicate with
clients, and clients to communicate
with firms, instantaneously.

In addition, these channels
provide powerful metrics that
measure, target and monitor
activity and effectiveness.
However, it’s important
not to think of social media

as a separate entity from your
overarching marketing campaign,
but rather as a component of it.
With all the noise on social
media channels, it’s crucial that
the content you’re producing and

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.

promoting resonates with your
audience. Below are some of the
ways you can integrate social
media into your marketing plan.

Choose the Right
Social Media Channels
From Facebook to Snapchat to
Tumblr, there are dozens of channels
firms can choose to promote their
content. However, it’s imperative that
you choose the channel that your
targeted audience aligns with. You
should also choose channels that
align with your brand’s positioning.
For example, if your firm participates
in B2B marketing and targets midsize businesses, LinkedIn is a more
appropriate platform than Snapchat.

Post Consistently
Consistency is key when it comes
to maintaining a presence on social
media. Tools such as Hootsuite allow
you to schedule posts in advance,
so you can create multiple posts at

GGI member firm
Kutchins, Robbins & Diamond, Ltd. (KRD)
Auditing & Accounting, Tax, Advisory,
Corporate Finance, Fiduciary & Estate
Planning
Chicago ( IL), USA
T: +1 847 240 1040
W: www.krdcpas.com
Anna Reyes
Marketing Coordinator
E: areyes@krdcpas.com
KRD Ltd. is a CPA firm that offers a
full range of client services
– accounting and software
consulting, audit and
assurance, tax strategy
and preparation, business
valuations and financial
planning advisory services.
Their team of 50 members

once. You can even receive an email
notification that lets you know that
your post was published. Creating
a weekly social media calendar is
also a great way to plan posts and
avoid a last-minute scramble to
find content to share. This is also a
great way to integrate social media
posts with larger marketing efforts.

can work hand-in-hand to promote
one another. Including social media
profiles in emails is a great way to
let your audience know you have
a presence on Facebook, Twitter,
LinkedIn, etc. Social media is also
a useful method for promoting your
email marketing efforts, which can
help grow your subscriber list.

Combine Social
Media and Email

Targeted Advertising
at Lower Cost

Email and social media marketing

Anna Reyes
has been servicing clients in Chicago
and the surrounding areas for 30 years.
Anna Reyes specialises in creating
online content and building marketing
strategies to help
increase visibility and
revenue. She graduated
from Marquette
University, majoring in
Public Relations and
minoring in Marketing.

Advertising on social media can
be executed at a lower cost than
traditional advertising. Facebook,
Instagram, LinkedIn, Twitter and
YouTube are just a few of the channels
that allow you to hyper-target your
content and optimise it for specific
audience segments. For example,
you can create an ad on Facebook,
target it to a specific audience and
link that ad directly back to your
website, where your audience can
learn more about your firm, services
or special campaigns. With just that
one ad, you’re helping to increase
brand awareness, as well as increasing
inbound traffic to your website, which
can increase the chance for leads.
It’s more possible than ever to
create a social media strategy that
will seamlessly integrate with your
firm’s overall marketing strategy. A
concrete strategy not only has the
potential to engage with your client
base, but can exceed expectations and
add tremendous value to your firm.
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For Marketers, Shiny
New Automation Tools
Cannot Replace Good Old
Relationship Building
By Jim Ries

building. Technology can expedite certain
elements of the job (e.g. researching leads
or managing contact details), but it does not
Marketing automation is everywhere
alter the nature of business development.
these days, and will only continue to
Automation, including that powered by
proliferate. In fact, researchers at Forrester
artificial intelligence, is no different. One cannot
forecast that by 2023, organisations will
establish relevance, usefulness and value solely
be spending over $25 billion annually
through automation, and professionals who
on marketing automation tools.
over-rely on this technology sabotage their
A more practical – and potentially
own efforts to connect. An advisor who spams
troublesome – prediction would be what kind
her LinkedIn contacts with three automated
of return all that investment will bring. As
seasoned business development professionals messages per day, for example, is alienating
much of her audience. For every contact who
know, no tool can replace human relationship
takes the bait, a dozen more think, ‘this
person doesn’t know me or understand
my business, and is either too busy
or does not respect me enough to
GGI member firm
try’. Or, just as likely, they assume
Offit Kurman
the message came from a robot.
Advisory, Corporate Finance, Fiduciary &
In today’s hyper-competitive world,
Estate Planning, Law Firm Services
business development professionals
More than 10 offices throughout
cannot afford to look like robots.
the United States
People are inundated with automated
T: +1 410 733 6133
texts, calls, tweets, and alerts.
W: www.offitkurman.com
Jim Ries
Humanity carries an even greater
Jim Ries
premium. When someone actually
Director of Business Development
community. In support of this and in
commits to communicate with a
E: jries@offitkurman.com
tandem with the firm’s marketing team,
new contact, they want to know who
he develops and manages outreach
that person is - their hobbies, family,
programmes designed to educate business
Offit Kurman is a dynamic full-service
community involvement - not just
owners and entrepreneurs at every stage
law firm. As trusted legal advisors, they help
their accomplishments or job title.
clients to maximise and protect their business of their business and personal lives, as
In order to demonstrate their
well as provide resources to families who
value and individual wealth. They strive to
humanity, professionals need
wish to protect and pass on their wealth.
maintain clients’ trust in every interaction,
to be willing to go slowly, make
furthering their objectives and helping them
mistakes or show vulnerability.
to achieve their goals in an efficient manner.
From attracting interest to building
As Director of Business Development,
connections to closing deals, these
Jim Ries works to increase Offit Kurman’s
human, manual traits are precisely
visibility, reach and value in the business
what relationships are built on.

Selling to
International Customers
By James Nicholson
When considering international
expansion there are several key factors
that can make the difference between
successful programmes and those
that result in frustration and failure.
Numerous customs can be researched
online, such as how to exchange
business cards in Korea or whether
to shake hands with a woman in
the Middle East, but it is the greater
subtleties that truly make the difference.
For example when operating in
markets such as the UK, cold-calling is
often frowned upon and typically results
in a dead end with hours wasted, not
to mention the legal implications given
the GDPR law. Instead, potential clients
would rather be identified through
mediums such as LinkedIn or Facebook,

GGI member firm
PRA Global
Business Development Advisory
Grand Rapids (MI), USA
T: +1 616 710 4530
W: www.pra-global.com
James Nicholson
South East Asia Regional Manager
E: jnicholson@pra-global.com
Derek Begue
VP of Business Development
E: dbegue@pra-global.com
PRA Global is an international
business development firm that expands
clients into new markets through its
unique capabilities and assets. Our
business model allows clients to
mitigate risk and minimize investment,
all while achieving global objectives.
As a member of the PRA executive
team, James Nicholson leads the South

with an exploratory email sent that
would typically lead to a conference call.
An on-going relationship is not
typically defined by a social interaction

James Nicholson
East Asia division at PRA with over 18 years
of international experience in the service
sector. With a background in results, he
has supported clients in creating crossborder value through sales, research
and programme management delivery.

but instead business is conducted
at arm’s length through email
and clearly defined processes.
This is in stark contrast to the
Middle Eastern economy, where
cold-calling is common practice and
would typically result in a face-to-face
meeting. However, just because a
meeting has been achieved does not
mean that this is the beginning of
a formal relationship. In the Middle
East, an investment of time is required
to gain trust with your client prior
to discussing any real meaningful
business. This can be a lengthy process
and often costly, especially if you’re
not located within the region, and is
therefore often off-putting to businesses
not familiar with the local culture.
In summary, these subtleties
should not put off businesses
looking to move into the various
regions, but they must be both
mindful and cautious in the different
environments. Understanding the
true motive of a business or individual
is critical to the way negotiations
are conducted. In any successful
international business, transaction
knowledge and research is key.
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Who reaps the
benefits of legal PR?
By Oana Romocea
Lawyers are among the last
professions to adopt communications
strategies as added-value means of
promotion, because the reputation
of a lawyer has traditionally relied
on his/her performance and on
word-of-mouth recommendations.
Nevertheless, as the offer of legal
services has lately diversified, the
need to promote, rather than merely
spread the word about one’s legal
services has been recognised.
Despite this, legal PR runs under
different dynamics, consequently
generating a paradigm shift in
the way the communications
strategies are traditionally run.

Legal PR is strategic
Legal PR is like walking a tight
rope. It requires finesse, attention,
concentration, balance, perspective
and courage. A small slip and a
well-planned, well-intended PR
campaign can turn into a crisis
management. A legal PR consultant
needs to know what to say and,
equally important, when to say it.

Legal PR
is trust-building
In today’s fluid world, the lawyer’s
performance is not enough to sustain
a good image and reputation in the
community. Legal PR should draw
more on substance than on form,
as a law firm should be associated
with relevant values for the larger
community where it has its activity.
Significant content delivered by the

law firm into the public sphere is
part of the trust-building exercise.

Legal PR is added value
The PR-related clauses of the negotiations between lawyers and clients are
often dismissed or overlooked because
most of the time they are perceived by
the client not as an opportunity, but
rather as a breach of confidentiality. PR
opportunities come as an after-thought.
Good legal PR brings double value: directly for the law firm and indirectly for
the client.
In conclusion, the tandem between
the legal offer and the auxiliary PR content can bring enhanced benefits to the
clients; an aspect worth mentioning to
the client throughout the negotiations.
From the client perspective, it is like killing two birds with one stone.

GGI member firm
Hategan Attorneys
Law Firm Services
Timisoara, Romania
T: +40 256 430 454
W: www.hategan.ro
Oana Romocea
PR and Marketing Director
E: oana.romocea@hategan.ro
Hategan Attorneys is an independent
law firm located in Timisoara, Romania,
providing a tailored and integrated range
of legal services to meet the needs of a
wide variety of businesses, individuals
and organisations. Three quarters
of their clients are international
companies which plan to invest or are
already doing business in Romania.
Oana Romocea was responsible for

Oana Romocea

PR and communications at the University
of Oxford for nine years. Currently,
she offers PR and communications
strategies for professional services
companies across a range of sectors,
both in Romania and internationally.

Creating a sustainable
social media strategy
By Samantha Davies
When people and companies launch
into social media, many start with big
objectives – brand positioning, PR,
business development and recruitment
amongst them. However, they soon
realise that these objectives are too
broad and they either end up spending
too much time on social media and
achieve little or realise they can’t
achieve everything in the ten minutes
a day they have free to dedicate to it.
The first exercise in defining your
social media strategy is narrowing it
down to something more achievable
and manageable. The more you drill
down your objectives, the more likely
you are to achieve something by starting
small, sustaining the activity, learning
through the process and applying
this to further small objectives.
Whilst many firms are not sector

...next page

GGI member firm
Haines Watts
Advisory, Auditing & Accounting,
Corporate Finance, Fiduciary & Estate
Planning, Tax
More than 60 offices throughout the UK
T: +44 1235 835 900
W: www.hwca.com
Samantha Davies
Group Head of Marketing
E: sdavies@hwca.com
With over 60 offices around the UK,
Haines Watts is a UK Top 15 firm of
Chartered Accountants specialising in
the owner-managed business sector.
Assisting over 35,000 business owners
around the UK, Haines Watts supports
business owners’ aspirations and
help them to achieve their goals.
Samantha Davies is Group Head
of Marketing at Haines Watts. She has

Samantha Davies

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.
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specialists, looking to target only one
sector on Twitter and LinkedIn can
be a good way of achieving some
success. This may feel uncomfortable
at first, but many firms see success
with this approach on social media.
Treat social media like networking.
You wouldn’t walk into a room
with a 1000 people and have the
objective of talking to all of them.
Social media is the same.
What do you do when you’ve
defined your objectives? You need to:
Narrow down your target audience
and follow or connect with them;
Do your research into the sector
/ audience you’re targeting;

Follow their industry bodies or the
places they hang out on social media;
Follow the sector or business
publications they follow
on social media;
Monitor the conversations
they are having online;
List the topics that appear regularly
on these social media channels.
When you are confident, begin to
join the conversations, retweet or share
relevant content and then begin to
target your own content to those most
talked about topics in that industry.
Don’t start your conversations online
with a sales pitch - don’t push out your

services. Conversations online should
flow, like face to face conversations. If
you are using individuals accounts on
social media, then share knowledge and
opinion, and share business content,
but share some personal content as
well. People buy people; they want
to get to know you. Your aim should
be to take your conversations down
to a one-to-one level with several
members of your target audience;
this should happen naturally.
So forget those big audacious
social media goals: narrow down your
targets and set realistic goals for the
time you can spend on social media.
You’re likely to achieve more this way.

Seminars enhance client
and prospect relationships
By Brian Marita

Ciuni & Panichi hosts eight

GGI member firm
Ciuni & Panichi, Inc.
Advisory, Auditing & Accounting, Tax
Beachwood (OH), USA
T: +1 216 831 71 71 ext. 245
W: www.cp-advisors.com
Brian Marita
Managing Partner
E: bmarita@cp-advisors.com
Ciuni & Panichi, Inc. has been providing
accounting, auditing, and tax services
internationally for over 40 years. Employees
also advise clients on financing, M&A,
business valuation, financial forecasts
and projections, succession
planning, and litigation support.
Brian Marita, CPA,
Managing Partner, serves
a wide range of industries

leadership seminars showcasing
firm leaders for clients and prospects
annually. The seminars cover a

Brian Marita

including mining, manufacturing,
stamping, metal forming, food processing,
industrial distribution, construction,
transportation, real estate, retail, food
services, and professional services.

variety of not-for-profit and employee
benefit plan topics. They are always
a breakfast meeting with time for
networking before the presentation
which never exceeds one hour.
Some of the topics covered this year
included: Tax Reform: What’s a Notfor-Profit to do; Fundraising Refresher
Course; Retirement Plan Advice;
Cyber Security; and Close the Spigot:
Implementing the Right Controls.
The greatest benefit of the seminars
is that they provide an opportunity
for clients and potential clients
to connect face to face with our
leaders. It also enables our leaders to
showcase their knowledge on various
timely topics. The benefits include:
Attendance has steadily grown,
creating greater awareness
about the firm in our market.
Our leaders have improved their
communications and presentation
skills through regular practice.
Increased proposals requested
as awareness and confidence
in the firm has grown, thus

increased clients.
A forum to really listen to the
concerns of our prospects and
clients during the networking.
The seminars also provide a venue
to engage our young professionals in
business development. Firm members
volunteer to be ‘table captains’

which entails networking and acting
as hosts for the event, introducing
themselves and answering questions
about the firm. This provides an
opportunity for less experienced firm
members to practice networking and
develop their business development
skills. The practice also builds an
additional personal connection

with our clients and prospects.
The only costs are for the room
and breakfast. The invitations are
sent electronically. Occasionally,
we will invite a guest speaker to
participate with a firm speaker. When
we include a guest, we ask him or
her to promote the seminar to their
contacts, increasing our reach.

10 Top Tips to improve your
corporate YouTube videos
By Oliver Biernat
and Christian Fischer
YouTube is the most famous
internet platform for videos. More
than one billion hours of videos are
viewed every day, which is more than
Netflix and Facebook combined.
Here are some very useful tips on
how you can improve your corporate
YouTube videos to win new clients.
1. You do not need expensive
equipment for your first videos; a
smartphone with a good camera
is enough to start. However,
the quality of the upload is very
important (at least 1080p).
2. It is better to provide
content than to self-promote;
videos should offer a benefit.
3. The title and thumbnail of
the video should be interesting,
so people click on it.
4. Right usage of the video
description is important; the following
details should be included: link to
your homepage, short description
of the video, contact details.
5. Keep your videos short; the length
should not exceed 5 minutes, so the
viewer does not leave prematurely.
6. If you upload videos regularly,
you will be rewarded by better
placement of your videos.
7. YouTube advertising can be

useful in the beginning to show your
videos to a broader community.
In this process, it is important to
address the right target group.
8. It is recommended to use an
external microphone to improve
the sound of your videos.
9. Light is an important factor as

well. If you do not have lamps for
filming, you can film in front of a large
window. The face of the filmed person
should point towards the window.
10. You should speak unaided in
front of the camera and not read from
a piece of paper. This underlines your
know-how in the area.
...next page
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If you use those tips, we are sure
that you will make better videos
in the future. Last but not least, a
very practical tip which might avoid

GGI member firm
Benefitax GmbH
Steuerberatungsgesellschaft
Wirtschaftsprüfungsgesellschaft
Advisory, Auditing & Accounting,
Corporate Finance, Fiduciary &
Estate Planning, Tax
Frankfurt am Main, Germany
T: +49 69 256 227 60
W: www.benefitax.de
Oliver Biernat
Managing Partner
E: o.biernat@benefitax.de
Christian Fischer
Online Marketing
E: c.fischer@benefitax.de
Benefitax GmbH is a tax consultancy
and public auditing company located in
Frankfurt, which is widely recognised as
the financial centre of Germany. Benefitax

wasting a lot of time and money:
prepare yourself well before filming
and check the sound and video quality
after the first shots. In this way you

can avoid wasting precious partner
hours. Visit our YouTube channel to be
inspired: http://ow.ly/2Bub30kLqyD

Oliver Biernat
predominantly serves German entities of
foreign multinational groups, mid-sized
German companies with cross-border
activities and wealthy private individuals.
Oliver Biernat is Founder and Managing
Partner of Benefitax. He is a German
Chartered Accountant, Certified Tax Advisor
and Specialist Advisor
for International Taxation
with more than 20 years
of experience. Since
2008, he has chaired

Christian Fischer
GGI’s International Taxation Practice Group
(ITPG), increasing its size to more than 570
experts from 90 countries in the process.
Christian Fischer works for Benefitax
GmbH in the fields of Online Marketing
and Social Media. He is a final-year
Bachelor’s student at Goethe University
Frankfurt, where he
studies economics
with a main focus
on marketing.

The importance of workplace inclusion:

The way to company
improvement through gender
equality and diversity

By Maddalena Biasiol
Just like other forms of ethically
conscious policies, workplace inclusion
presents twofold advantages: while
it improves the company employees’
experience and overall satisfaction,
it also reportedly benefits the

company and its marketability by
preserving talent and encouraging
the achievement of greater results.
Inclusion is nothing more than the
proactive involvement of all individuals
as equals, whether the diversity
factor stems from their gender, race,
religion or other element. It consists

of the feeling of being included,
recognised and acknowledged.
Inclusion may take different forms
and while it begins with a diversityoriented recruiting process, its
purpose is defeated if it ends there.
Recruitment of diverse individuals
must be followed by the taking of

proactive steps to acknowledge the
differences and peculiarities of those
individuals and by putting consistent
behavioural changes into place.
A few, merely exemplifying changes,
may include things such as providing
a quiet room for new mums to nurse,
having a fridge where food can be stored
– without being contaminated – by
people belonging to a different religion
or providing gender neutral bathrooms.
The aim is for every ethnic, religious
or sexual minority to be equally
represented in the workplace and to
feel comfortable, being able to have
an open conversation about what
it is that makes them ‘different’.
The final objective is for the difference
to be celebrated and embraced.
While inclusion should be dictated
by the desire to move towards a
less ostracizing society in general,
the question often comes down
to what good inclusion can do for
companies that truly put in the everyday
effort necessary to achieve it.
Consistent research shows that a
diverse team creates a challenging,
stimulating work environment that
ultimately leads to more creative
ideas, better results and an overall
improved performance, in addition to
enhanced rates of employee retention.

Diversity and inclusion also go hand
in hand with innovation and attract
a wider range of clients, reaching out
to new generations and previously
overlooked demographics who are
more responsive to these themes.

GGI member firm
SLT Strategy Legal Tax
Advisory, Auditing & Accounting,
Corporate Finance, Law Firm Services,
Fiduciary & Estate Planning, Tax
Verona, Italy
T: +39 045 806 51 51
W: www.slt.vr.it
Maddalena Biasiol
Paralegal
E: maddalena.biasiol@slt.vr.it
SLT Strategy Legal Tax is a Veronabased firm that provides both legal
and accounting services to a national
and international clientele. The firm
can count on the experience of over 40
professionals whose experience covers
many areas of expertise, ranging from
commercial, insolvency and banking
law to criminal, family and labour law.
Pending Admission to the New York
Bar, and having graduated with a Bachelor

It is now up to businesses to find
the most suitable and necessary
measures that may need to be enacted,
perhaps by sparking a constructive
dialogue within the company
about diversity and inclusion.

Maddalena Biasiol

of Civil Law at University College Dublin
(Dublin, Ireland), Maddalena Biasiol
works as a paralegal at Strategy Legal
Tax (Verona, Italy), where she mostly
focuses on international commercial law,
with a particular focus on international
contract law and arbitration.
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Are You Creating
the Right Content?
By Sarah J. Burke
Today’s marketers are constantly
mining for content to publish
and repurpose across a myriad

GGI member firm
tonneson+co
Advisory, Auditing & Accounting,
Corporate Finance, Tax
Boston (MA), USA
T: +1 781 621 2339
W: www.tonneson.com
Sarah J. Burke
Marketing Director
E: sarah.burke@tonneson.com
tonneson+co is a certified public
accounting firm headquartered in Wakefield,
Massachusetts, with additional offices
in Boston and Columbia, Maryland. The
firm provides privately-held businesses,
non-profits, multi-family
offices, and individuals
with tax, audit and business
advisory services.

of channels, including websites,
social channels, industry websites,
newsletters and more.
Here are a few tips to
keep in mind when crafting

Sarah J. Burke

Sarah J. Burke is the Marketing
Director at tonneson + co. She has over
20 years of experience in marketing
strategy and implementation across a
range of industries, including software,
health care and higher education.

compelling digital content:
Good questions make good content.
If clients are asking questions on
a particular topic, those questions
would likely make a good blog post or
webinar. For example, our firm recently
hosted a webinar on the Tax Cuts and
Jobs Act. We based the content on
questions that we were receiving from
our clients about how the changes
would impact their businesses. Paying
attention to clients’ concerns can
inspire engaging digital content.
Be searchable. It’s not enough just
to create good content – it’s essential
to create content that will be easily
found. Choosing the right hashtags
when posting content is an important
aspect of achieving this goal. Sites such
as Tagboard.com or Hashtagify.me can
assist in searching for and identifying
trending hashtags that can expose your
content to prospects and influencers
who are not already following you.
Reuse and repurpose. We all know
how much work is involved in creating
high-quality content. The content we
create should be worth using again and
again. For example, our firm created
a corporate culture video to use in
recruiting efforts. While the longerform, 3-minute video will be placed on
our website, there will also be shorter
15 and 30-second clips for use on
social media. A single digital content
asset can have multiple applications
and derivative works that focus on
particular themes or audiences.
Whether it’s a blog post, a video or
a webinar, your content must connect
to your audience in a meaningful
way. It should help address a pain
point or provide insights on a topic
relevant to their business or industry.
Ultimately, the goal is to create content
that your readers will want to like and
share with others in their networks.

Strategic Marketing
By Anthony J. Soukenik
Often the phrase ‘shotgun
approach’ refers to marketing efforts
that have no strategy, resulting in
spending a lot of money and time with
no positive results. Sometimes the
obvious is before us, but we just do
not see it. We have found success in
strategic marketing by observing and
marketing to the significant people

GGI member firm
Sandberg Phoenix & von Gontard
Law Firm Services
St Louis (MO), Alton (IL), Carbondale
(IL), Edwardsville (IL), O’Fallon (IL),
Overland Park (KS), Clayton (MO), USA
T: +1 314 231 3332
W: www.sandbergphoenix.com
Anthony J. Soukenik
Shareholder
E: asoukenik@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 a former Practice
Group Leader. He focuses
his practice on the areas of

who influence the decision-maker.
Specifically, take the family
business. Generally there is an
advisor to the decision-maker that is
not a member of the family, often an
executive assistant, the chief financial
officer, or some other significant
person. Be sure to give specific
marketing time to the advisor, as he
or she already has the confidence
of the decision-maker. It is critical

Anthony J.
Soukenik
banking, construction, corporate law, durable
medical equipment, estate planning, real
estate and federal and state taxation. With
more than 155 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.

to lay a marketing foundation to
cause the advisor to be a cheerleader
for you and your firm, reinforcing
your marketing objectives. The
person described above is likely to
be the best person to execute upon
your advice to the decision-maker.
The above discussion can also be
applied to institutional clients.
Next, consider marketing events
that include spouses, adult children
(in-laws) involved in the business
and of course significant advisors.
Do not underestimate the power of
‘pillow talk’ from the spouse of the
decision-maker or the influence from
the next generation reinforcing that
collective programme of succession
planning. Make sure that you bring
your own spouse and your children to
your marketing events. Often times
they are in the same peer group and
can be support for one another and
your firm. Be sure to also bring the
next generation of your firm members
to send that subliminal message
that you are prepared to service
your client today and in the future.
Finally, be mindful that inviting just
the decision-maker to a marketing
event without their spouse or
family, places them in ‘debt’ with
their family which can result in
immediate negative feedback contra
to the result that you intended.
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Why diversifying services
is important for firms
By Prodipta Patel
With a growing demand from
businesses looking for specialist advice
to help them achieve key advantages
in an increasingly competitive
market has led to an emergence of
the ‘professional service’ firm.
Accountancy firms need to
be thinking differently about
client services and the entire
menu of services they offer.
Technology is rapidly changing
client requirements and in the way
business is done. Knowing where
to play in the market, and how to
win, are extremely important.
Everyone knows the services

that an accountancy firm provides
but expanding your list of services
that small businesses and notfor-profit organisations need may
be valued higher and be of more
importance to the leadership of the
company or organisation, such as:
Strategic planning and
implementation of financial system;
Executors, trustees, nominee
director and shareholder;
Outsourcing;
Other financial services such as
commercial and residential lending;
Tax insurance;
Debt resolution;
HR services; and
Virtual healthcare services.

These services are often overlooked
due to an emphasis on providing
core services. Firms should focus on
how to offer both core and higher
value-added services and plan how
to make their business capable of
offering these services. The required
resources you will need include:
Champions within your firm;
Experience;
Existing client base; and
The unique ability of the team to
adapt to different scenarios.
In order to expand client services,
firms should use the delivery
team approach rather than the
‘rugged individual’ approach.

Identify champions and make them
responsible for each service. Identify
processes that clients currently have
and which ones need developing.
Entrepreneurship and management
allows firms to reduce risk and waste,
increase innovation and learning,
and provide clients with a higher
level of service. Pricing is extremely
important and requires thought, upfront communication with the client,
and sales skills. Packaging multiple
services together results in happy
clients and increased margins.
Change is constant. The fastest
way to improve results is through
goal setting and accountability.
This requires leadership, vision,
and a written business plan. New
technology and innovative solutions
are changing the way clients do
business. Is your firm ready for change
and are you prepared to continue to
be ‘The Trusted Business Advisor’?

GGI member firm
Lawrence Grant, Chartered Accountants
Auditing & Accounting, Tax, Advisory,
Fiduciary & Estate Planning
London, UK
T: +44 208 861 7575
W: www.lawrencegrant.co.uk
Prodipta Patel
Practice Manager
E: prodipta@lawrencegrant.co.uk
Established in 1969, Lawrence Grant,
Chartered Accountants has built a reputation
for its distinct approach to individuals,
sole traders, corporate businesses and
multi nationals, offering personalised
accountancy services and taxation advice.
They offer professional expertise and
specialist services, helping clients to grow
their business and personal wealth.
Prodipta Patel is an entrepreneurial
business specialist. She designs and
delivers best-practice accounting and

Prodipta Patel

tax solutions for clients from a range
of sectors and has an expertise in
cross-border trading and investments.
Prodipta focuses on supporting
businesses of all sizes as they expand.
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