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Profitability
should be the
of an

organi zat.
efforts, not
its sole goal.

DEFINING PROFITABILITY




DEFINING PROFITABILITY
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0 Realization is also a flawed measure of
/ profitability, and cannot be compared

Profitability is not
iIncome per partner

from firm to firm
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DEFINING PROFITABILITY

As most professional firm's expenses are fixed, profitability is primarily a function of
top line growth. Most firms face the "entrepreneurial squeeze! Focused growth is a
primary solution, but there are many other factors. These create a "growth composite

with many levers impacting growth.

"

Revenue

Breakeven Point

I Variable Costs

Fixed Costs




THE ROAD TO PROFITABILITY:

WHAT ARE THE KEY DRIVERS?

Five areas of focus
1. Growth Initiatives
2. Firm Leadership
3. Best Practices
4. Client Services
5. Staff

MOWERYNCHOENFELD

T

il

' "|||||.“.|, i
\1|=||||.

- HE A
M

:ﬁ;“:lllml‘i‘l .ﬂ"ll
i
llll" |Ill l\ IIIII === ‘

Hll |

I U

h .l..ll
||| |: !Jl
IVAI .

FEES A O
Ill Il
‘W-.’!Z' |IH

NENE: CANENI GNERIEEN I'
MEEN: CHZHAI EEENE lll
IIII I'l 20
’
\\
- - I'I

) Smmr=E ) "
.J-T-.::a "‘ll ll ..
= |||| H [ “ll

\\‘ III 52




7,
L]
>
<
E
=
=
@)
ad
O

Not every firm
create a little mist!

will have a
everyone can




GROWTH INITIATIVES

Grow your client base

New Clients
A Become the expert in a specific industry
and focus on developing targeted new
relationships
A 25-40% of business can be in one area

Existing Clients
A Use client satisfaction surveys to
uncover opportunities with
existing clients
A 70% of new business can come
from current relationships
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GROWTH INITIATIVES

Institute policies for growth

Develop and foster a strong marketing culture
A Set the example
A Encourage and reward
A Mentor the staff
A Highlight marketing as critical to success

Understand sales is a numbers game
A The more “times at the bat’, the more balls you
can hit
A Maximize face-to-face and one-on-one selling
opportunities

Learn the art of elevator talk
A Be ready for unsolicited opportunities
A Rehearse your pitch

MOWEP&HOENFELD




GROWTH INITIATIVES

Create a marketing plan

Strategic, firm-wide plan
A Put a formal plan in writing; include key
tactics and deadlines
A Assign accountability appropriately
A Measure results

Personal marketing plan for each leader
A Broadcast — get your name out there and establish
credibility
A Network — give speeches and seminars,
attend meetings and groups
A Target — one-on-one and face-to-face
meetings
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GROWTH INITIATIVES

Increase the top line

Never leave opportunities on the table
A Raise fees to drive profitability, if appropriate
A Never miss a cross-selling opportunity
A Offer services to stay busy year round

Growing via M&A
A Ensure both firms are soulmates
A Merge for niches, talent, and new service
offerings
A Do your due diligence
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FIRM MANAGEMENT AND LEADERSHIP

Right number Appropriate Hold partners Standards for
of equity & leverage of accountable partners who
non-equity partners vva.nt to

partners continue to
work vs.

mandatory

retirement
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