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Editorial
Dear Readers,
Since taking over as Global Chairperson of the Business Development and
Marketing (BDM) Practice Group of GGI
seven months ago, it has always been
my intention to start up this newsletter
again, as the previous edition was published more than two years ago.
Since September 2015 there has been
a notable upsurge in interest in business development and marketing, and
attendance at the meetings held as part
of GGI worldwide conferences such as
in Boston and Hong Kong has been excellent, with more conferences to come
over the next few months.
In the current business climate, it is
important to understand, appreciate

and respect different business practices
in other parts of the world. The way we
undertake business today is hugely influenced by the age of technology and the
exposure and impact that social media
can have on your business.
This edition of the newsletter will provide an insight into members’ experiences in various aspects of managing and
developing their respective practices. It
is important to consider the human aspect and behaviour when we implement
any system in our respective organisations.
I hope you enjoy this edition and your
feedback would be much appreciated.
Alan Rajah
Global Chairperson, BDM

Alan Rajah

The ABCs of business
development and marketing
By Jim Ries
Digital marketing – two words that
have marketing teams across the globe
scrambling to create social media accounts, disseminate more content and
optimise company websites. In the technology-driven society we live in today, it
is easy to become inundated with digital

marketing opportunities, placing more
traditional methods of business development on the backburner.
The business development process
does not have to be the complicated web
it has become in today’s digital era. At
Offit Kurman, we have found that integrating the two is as easy as “ABC”:
Attract prospects: One of the simplest

ways to grab your target audience’s attention is to provide quality content.
Establish your firm as a thought leader
by publishing informative and relevant
articles, blog posts, press releases, and
newsletters. Whenever possible, incorporate videos and interactive features
into this content. Always distribute content early, often, and through a variety of

Disclaimer – The information provided in this FYI – Business Development & Marketing, a publication of the GGI
Practice Group Business Development & Marketing, came from reliable sources and was prepared from data assumed
to be correct; however, prior to making it basis of a decision, it must be double checked. Ratings and assessments reflect
the personal opinion of the respective author only. This publication is for GGI internal use only and intended solely and
exclusively for GGI members.

outlets. In the end, worthwhile content will increase
page views and website
traffic.
Build relationships and
lists: Prospects are everywhere – if you know
how to find them. Collect
contact information from
email contacts, LinkedIn
connections, website visitors and event registration lists. After compiling
a master list, organise the
contacts into subgroups
such as industry type or
position title. Once these
subgroups are organised,
determine the best way to
engage them. In our case,
we formed a partnership
with a local media source,
and now conduct CEO
video interviews on a regular basis. Through these
video interviews, we have
the unique opportunity
to meet prospects in person and build
stronger relationships with current clients, all while simultaneously promoting
their businesses. In addition, this strategic partnership gives us access to CEOs
and groups outside of our network.
Close business: After identifying potential clients and engaging with them,
keep in touch by way of regular email
outreach and event invitations. Extend
invitations to seminars, panels, dinners,
galas and other get-togethers that provide prospects with valuable information
and networking opportunities. Not only
will they appreciate the thoughtful invite,
their attendance provides another way to
interact with them in person again.
Although this business development
process is uncomplicated in theory, it
takes a fair amount of sustained effort
and analysis in practice. Law firms and
other professional service companies
need to track their results, compare their
performance against their peers, and
continually integrate new technology to
stay competitive in their industries.
No matter how large or complex it
may be, any organisation can profit from
a relationship-based and results-driven

approach to business development. The
chosen methodology may be as simple
as ABC, or it may even comprise the entire alphabet, but as long as prospects

are first priority, it will lead to success.
Join the GGI Business Development
and Marketing (BDM) Practice Group
here.

GGI member firm
Offit Kurman Attorneys at Law
Law Firm
Washington DC, USA
Jim Ries
T: +1 301 575 030 8
E: jries@offitkurman.com
W: www.offitkurman.com
Offit Kurman is a dynamic, full-service law
firm. They are their client’s most trusted
legal advisors, who help them to maximise and protect their business value and
individual wealth. In every interaction,
they consistently strive to maintain their
clients’ trust, further their objectives
and help them achieve their goals in an
efficient manner.
With over 30 years of management
experience, Jim Ries is responsible
for managing the performance, administrative functions, and business

Jim Ries

development initiatives and activities of
the Mid Market Business practice group
at Offit Kurman. He also serves as the
Global Vice Chairperson for GGI’s Business Development & Marketing Practice
Group.
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How social media
has changed the
way we do business
By Paul Atkinson
It is fair to say that in the last decade, social media has had the biggest
impact on business. Platforms such
as Twitter and Facebook have transformed the communication landscape,
and in the process changed the way
firms approach business opportunities, engage new clients and build third
party relationships.
There is now a realisation that promoting a brand identity and exploring
marketing communication opportunities can be done at low cost, while
moving away from traditional marketing methods in the process.
Social media is driving change in the
way businesses interact with clients

GGI member firm
Lawrence Grant, Chartered Accountants
Auditing & Accounting, Tax, Advisory,
Fiduciary & Estate Planning
London, United Kingdom
Paul Atkinson
T: +44 208 861 75 75
E: paul.a@lawrencegrant.co.uk
W: www.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
multinationals offering
personalised accountancy
services and taxation advice. They offer professional expertise and spe-

and the public alike, and with social
media used by almost everyone, busi-

Paul Atkinson

cialist services, helping clients grow their
business and personal
wealth.
Paul Atkinson has been
the firm’s Marketing Manager since 2011, overseeing the launch of four
social media platforms, a
logo refresh, website content and branding of all literature and merchandise.

nesses need to find a way to do this,
and quick!
With brand reputation under the
spotlight, gone are the days when companies could just ignore angry phone
calls, or get away with poor service.
Nowadays, negative feedback can be
put “out there” in the public domain
for all to see – ignore this at your peril!
If you are considering launching into
the world of social media, think about
which platforms best suit your needs
in targeting your key audience (customer or business), and set realistic
expectations about who will manage
and maintain it on a regular basis.
Ultimately your success will come
down to doing what feels right. There’s
nothing wrong in starting small and
growing your output as you become
more confident in knowing what
achieves the best results. It is a learning process gaining insights into which
campaigns work and those that don’t,
so just be patient, and you’re sure to
achieve success!

“Blood, toil, tears and sweat”

The successful
development and running
of a GGI Practice Group
By Oliver Biernat

When I took over the ITPG in 2008,
I thought about what members would
like to hear and do in a Practice Group
(PG) meeting and came to the following conclusions, which I believe are
still true today:
1) I never come unprepared to a PG
meeting. If I find a good mix of
different topics and speakers and
communicate both well in advance,
members know that I have to offer
something of interest to them.

GGI member firm
Benefitax GmbH
Steuerberatungsgesellschaft
Wirtschaftsprüfungsgesellschaft
Auditing & Accounting, Tax,
Advisory, Corporate Finance,
Fiduciary & Estate Planning
Frankfurt am Main, Germany
Oliver Biernat
T: +49 69 256 227 60
E: o.biernat@benefitax.de
W: www.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 predominantly serves German entities
of foreign multinational groups,
mid-sized German companies with
cross-border activities and wealthy
private individuals.
Oliver Biernat is the founder and
managing partner of Benefitax.

2) I try to involve
as many participants as
possible
in
my meetings,
either as presenters, panellists or in
discussions.
3) In order to
reach members on different continents a PG needs regional chairs
who can motivate members to be active and who run regional meetings.

Oliver
Biernat

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 GGI’s International Taxation Practice Group, increasing its size to
more than 500 experts from 80 countries
in the process.

4) You need loyal global vice chairs
you can totally rely on. In case of
absence of the global chair, they
should be able to take over.
5) You should make a note of who has
been to your meetings. Very active
members should be recognised for
their commitment.
6) Members should stay in touch on
a regular basis, which is why my
PG is present at many GGI events
and offers a standalone annual
winter meeting, and my regular
newsletters keep members in the
loop about ongoing projects and
events.
7) Last but not least, we have always
been willing to do new things, e.g.
publishing articles in tax magazines,
writing a book together, speed networking, offering corporate movies
to members, skiing in St. Moritz or
having a fancy dress party.
In conclusion, a successful PG requires many ideas and places, great
time demands on its members, but
can also give you deep satisfaction
and a lot of good friends if it is well
run.
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Knowledge transfer, listening and prioritising:

The most important
aspects for clients
By Anthony J. Soukenik
and Nick Burkhart

Although a paradigm shift in the way
clients view the advice of their legal and
financial advisors may be taking place,
clients still see “compliance and risk
management” to be just as important
as organising their “sock drawer”.
Transfer Knowledge. In its most basic
form, compliance and risk management
is a process of identifying potential areas of risk, analysing an organisation’s
exposure to those risks, and determining how best to mitigate or control risk
through strategic advice. Our responsibility as advisors is to transfer the relevant knowledge to our clients, so that
they may better understand their exposure.
Listen. Next, observe your clients’ reaction to their “new found knowledge”.
As advisors, it is our responsibility to
understand what our clients perceive as

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
Nick Burkhart
E: nburkhart@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

important. Quite simply, our clients
will not “hear us” until they believe
they have been heard, otherwise the
entire exercise will be worthless.
Whether counselling clients on a new
start-up or developing an exit strategy, knowing the right questions to
ask is critical to the advice we impart
to our clients.
Prioritise. Finally, your assessment
should be broad in scope and specific in detail. Consider starting with
the broad areas of compliance and
risk such as: ownership documents,
governance, corporate compliance,
privacy and security, contracts, employment, insurance, real estate, debt
financing, personal property, benefit
plans, document retention, etc., and
then narrowing the scope with specific
questions in each area. For an example,
please visit this link: Universal Risk and
Compliance Analysis*. After this, you
can assist your client in prioritising the

Anthony J.
Soukenik

equipment, estate planning, real estate and
federal and state taxation.
Nick Burkhart joined Sandberg Phoenix in
2015 and focuses his practice on corporate and
transactional legal
matters. Nick regularly assists business
owners throughout
the lifecycle of a com-

greatest risks and jointly agreeing upon
a milestone chart to address the same.
We are from the “Show Me State” of
Missouri; let us show you what we can
do for you. This advice applies in every
jurisdiction.

Nick Burkhart

pany, from entity formation, contract drafting
and various corporate transactions and stock
purchases through mergers and acquisitions
and succession planning.

*www.sandbergphoenix.com/wp-content/uploads/2016/03/Universal-Risk-and-Compliance-Analysis.pdf

Developing
client / buyer personas
By Michael Davidson
How well do we know our clients or
prospects? Partners may know their clients extremely well but for many marketing and business development professionals the answer may be “not as well
as we’d like to”.
Developing client/buyer personas
can help marketing/business development teams and even partners understand key audiences better.
Personas are fictional characters that
represent a cross section of the firm’s
clients or potential clients. Personas
help us all – in relationship building,
marketing, sales & service development.
They help us to be clear on the ideal clients we’re trying to attract and make our
existing clients more ‘real’ to people that
don’t personally know them.
Having an understanding of buyer

GGI member firm
Haines Watts
Auditing & Accounting, Tax, Advisory,
Corporate Finance, Fiduciary &
Estate Planning
United Kingdom
Michael Davidson
T: +44 207 025 4650
E: mdavidson@hwca.com
W: www.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 support business owners’ aspirations
and help them to achieve their goals.
Michael Davidson is Regional Managing Partner & National Board Member for
Haines Watts. Michael has over 20 years’
experience in UK auditing, accounting &

personas can help with content creation,
service line development, business de-

Michael Davidson

corporate tax planning. He leads strategic,
marketing and operational initiatives for the
firm and oversees the expansion of the firm
in and around London.

velopment, and other areas relating to
acquiring new clients and retaining current ones.
Haines Watts have just developed
buyer personas that include details
on the buyer’s personality traits, challenges, motivations and an overarching
quote to summarise them.
We created our personas by undertaking research through a third party
agency. This research included insights
gathered from our current client base,
prospects and also insights from partners, who hold a huge amount of knowledge on our clients.
By creating personas, we hope to be
able to segment our client and prospect
information to more effectively target
our marketing and communicate. In the
longer term, we hope to use them to improve target sales activity.
Creating buyer personas isn’t difficult
but it does take commitment from your
marketing team, agencies & partners.
Just starting this process could give you
a huge advantage over many other professional services firms.
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“Making the most of the
GGI association – making the
most of YOUR association”
By Simon Bastin
We all have alliances. Alliances of
friends, of work colleagues and, of
course, those of a professional nature –
be they of clients or, as in all our cases,
the GGI alliance. Professional life has
always been about connections. It takes
time to build, develop and cultivate
these relationships and in many cases it
is our most valuable asset. If your strategy is to create as large of a contact group
as possible it may be time to re-think
your approach. You are potentially doing more harm than good. Bigger does
not necessarily mean better. Picture the
scene: an event of 100+ people, everyone there to “make the sale”, “give the
pitch” or to give out as many business
cards as possible – a touch of wildness
in the eye! – some refer to this as the
“hungry wolf syndrome” where it is glaringly obvious that the primary objective
is to “sell”. Avoid this at all costs!

It’s about developing
relationships
Good associating and use of business connections relies on your ability
and desire to truly develop and build
relationships. When your intention is to
develop relationships, you can be your
authentic self, not your “selling self”. If
you’re developing focused, healthy relationships, in which someone you know
needs a service that you provide, you
will be at the forefront of their mind and
there’s a very good chance they’ll come
to you.
Four ways to build and maintain an
alliance of strong, quality relationships:

1. Segment your
connections: Position and market
yourself differently
to different types
of contacts – be a
source of useful and
helpful information
for them – do not
sell to them. 2. Respect your relationships: It works both
ways – you have to
give something unconditionally – how
will this help them and be relevant to
them? 3. Maintain your relationships:
Associations move and change, more so
now than ever before. A clear benefit of
maintaining the quality of your focused
relationships is keeping close to them,
so you are better keeping your list short,

GGI member firm
Memery Crystal LLP
Law Firm
London, United Kingdom
Simon Bastin
T: + 44 207 400 3217
E: sbastin@memerycrystal.com
W: www.memerycrystal.com
Memery Crystal is a market leading firm
with a strong reputation as a commercial
legal practice. Main practice areas include
corporate, banking/debt finance, dispute
resolution, employment, real estate and
tax. The firm has particular experience and
expertise in a number of
industry sectors, including
finance, natural resources,
financial services, prop-

enabling you to keep in regular contact
with them as appropriate. 4. Make your
relationships personal: A personal connection creates a level of trust that really
sets you apart from the thousands who
might be looking at the same contacts –
real people with real issues that you can
help with.

Simon Bastin

erty, media and technology.
Simon is the Business Development Director at law firm, Memery Crystal, with over
15 years of experience. Simon sits on the
Management Board and specialises in networks, client acquisition and retention.

Connecting the world’s professionals

Networking service LinkedIn:
How does it function?
By Haren Sanghvi
With the ever growing impetus on
networking and being socially active,
LinkedIn has turned out to be the best
tool at hand. It’s a business-oriented social networking service. It allows users to:
create a profile and establish connections to interact with each other via an
online social network which represents
real-world professional relationships;
invite anyone to become a connection.

Why build a smart
LinkedIn network?
LinkedIn can give you exposure and
access to important people, help you attract new prospects, keep you in front of
existing clients and vendors, introduce
business partnership possibilities, generate more referrals, provide invitations
to speak at events, uncover media and
much more. A smart LinkedIn network
doesn’t just come naturally. While LinkedIn attempts to help you build a smart
network, you still must do your part to
establish a base of relevant connections.
Help yourself by:
inviting existing contacts to connect;
using discretion when accepting invitations;
leveraging your unique network;
using LinkedIn groups (such as GGI);
using the “Advanced Search” function.

How do I
upgrade my profile?
Customise your URL;
Write a brief summary of your career,
but make sure to include key details;
Flesh out the experience section;

List your skills;
Obtain a minimum of five recommendations;
Add websites that showcase your
work;
Connect

Information regarding the relationship tab, targeting your audience,
LinkedIn Groups and much more will
be published in the forthcoming article
in the next issue of the newsletter.

GGI member firm
Haren Sanghvi & Associates,
Chartered Accountants
Law Firm
Mumbai, India
Haren Sanghvi
T: +91 22 6762 55 55
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.

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. We specialize in
indirect tax for PAN India, auditing & assurance, management
support services
and start-ups for
PAN India.
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Three critical success factors
for profitable lateral hiring
By Ian Turvill
Across the globe, professional services firms are striving for growth.
They employ many strategies to realise

GGI member firm
Freeborn & Peters LLP
Law Firm
Chicago, IL, USA
Ian Turvill
T: +1 312 360 60 00
E: iturvill@freeborn.com
W: www.freeborn.com
Freeborn & Peters LLP is a full-service law
firm, headquartered in Chicago, with international reach. Freeborn supports its clients
in the following legal disciplines: litigation;
corporate law; real estate and land use; bankruptcy, restructuring and creditors’ rights; and
government and regulatory law.
Ian Turvill is the Chief Marketing Officer of
Freeborn & Peters LLP, a
full-service law firm and
GGI Member headquartered in Chicago. Ian

their objectives, but among the most
common (certainly among law firms)
is to hire partners from rival entities –
this is known as “lateral hiring.”
Sadly, these hiring decisions often

Ian Turvill

oversees the firm’s marketing and business
development functions, including marketing
strategy, marketing communications, digital
media, public relations, and client events and
outreach. Ian is also the Treasurer-Elect of the
International Legal Marketing Association. He
has dual citizenship of the United States and
of the United Kingdom.

fail to live up to the heightened expectations associated with them. But this
doesn’t have to be the case. Instead,
there are three factors that distinguish
the firms that engage in successful lateral recruitment and integration, and
those that do not.
First, successful firms develop a
strategy and a plan for lateral hiring as a whole, and then in regard
to each and every new partner they
bring on board.
Second, successful firms recognise
that profitable lateral integration
starts way before a candidate receives an offer, and it extends far
past the hire date.
Third, successful firms close scrutiny to performance versus plan and
make appropriate course corrections.
This article explains each of these
factors in turn, providing a constructive and systematic means of assuring
client growth through their lateral hiring practices.
Full article can be found at the GGI
Forum.

Three ways to
improve your website
By Kate Grechko
A company website is an important communication tool, which has
gained particular importance in recent

years. Why is there all of a sudden
so much attention paid to websites?
Because of the ‘mobile revolution’,
more and more people are using their
smartphones to work on their way to

work, a meeting, back home, etc. Your
communication strategy should focus
on attracting new customers “on the
move”. You should consider the following three key points when working

with a corporate site:
1. We are living in a world where
people’s attention is regarded as a

GGI member firm
Audit Company Aksonova
& Associates LLC
Kate Grechko
Auditing & Accounting, Tax,
Advisory, Corporate Finance
Kiev, Ukraine
T: +38 044 482 28 58
E: pr@ap-center.com
W: www.ap-center.com

scarce commodity. A bitter struggle for attention dictates the rules
of the game. A person sees more

Kate Grechko

Audit Company Aksonova & Associates LLC
is a family business, founded in 2003 by acclaimed Ukrainian economist Lyudmyla Aksonova and certified auditor Olena Makeieva.
The company provides high quality services
in auditing, accounting, tax consulting,
company restructuring, human resource administration and professional education.
Starting from 2003, the company collaborates with large national and international
companies involved in such areas as: agricultural, construction and real estate,
publishing, light industry, food industry,
investment and finance, medicine and
pharmaceuticals, food processing, engi-

neering, media and entertainment, etc.
Kate Grechko is a PR manager at the Audit
Company Aksonova & Associates. She is
responsible for planning, developing and
implementing PR strategies and managing
media relations and social media marketing
projects.

than 34 billion pieces of information every day (according to a report by the University of California,
San Diego), which is equivalent to
reading 2 books a day. The wealth
of information on multiple platforms has led to images and video
becoming the preferred source of
content. This trend will continue in
the future. Your website should be
designed so that the client/partner
can immediately see your strengths
and advantages, and not sink into
the abyss of irrelevant information.
Minimum text, maximum visualisation and interactivity.
2. People are moving away from using desktop computers, preferring
quick and easy work with smartphones and tablets. The ‘mobile
revolution’ is especially important
for business. A website should be
flexible and easy to adapt to different devices to attract customers ‘on
the move’.
3. Integration of the website into social networking. Channels in social
networks are an extension of the
overall image of the business and
are a powerful communication tool.
Organisations should continue developing social channels and interacting with clients via this platform.
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Italian Lawyers’
Code of Conduct
allows online Advertising
By Prof Stefano Loconte
and Flavia Di Luciano
The Italian Bar Council has approved
the new version of Article 35 of the Code
of Conduct for Italian Lawyers which
relates to the duty to provide correct information, with particular reference to
the use of the internet by lawyers, in its
meeting on 22 January 2016.
Following the Amendment, Italian
lawyers are now allowed to use any kind
of communication media. The restriction on the use of websites has been
removed.
Before the change to the code of conduct, the lawyers could use their own
websites, however only for information
purposes. Links to other websites were
forbidden.
Lawyers were responsible for the con-

GGI member firm
Loconte & Partners,
Studio legale e tributario
Advisory, Auditing & Accounting, Corporate Finance, Fiduciary & Estate Planning,
Law Firm, Tax
Bari, Italy
T: +39 080 572 2880
Prof Stefano Loconte
E: stefano.loconte@studioloconte.it
Flavia Di Luciano
E: flavia.diluciano@studioloconte.it
W: www.loconteandpartners.it
Prof Stefano Loconte is the founder of law
firm Loconte & Partners. He is a law and tax
consultant to the Ministry of Labour, counsel
to the Chair of the VI Permanent Commission
– Finance of the Italian Chamber of Deputies

tent and security of their website, which
could not have commercial or advertising references or links to other websites.
After the amendment, the situation

Prof Stefano
Loconte

(trust taxation and Islamic finance), Professor of Tax Law, International Tax Law and
Trust Law at the Università Lum Jean Monnet
in Casamassima, Bari, and at leading Italian
business schools.
Flavia Di Luciano is Senior Associate at Loconte & Partners, where she is a member of
the Tax Litigation department. She focuses on
helping clients deal with the tax authorities
and advising them in tax litigation matters.

changed so as to permit any form of online information (and therefore websites
with or without external links), provided
that the information is factual, correct,
transparent and confidential.
Last year, before the Italian Bar Council took this decision, the Italian Competition Authority (AGCM) imposed a
heavy fine of more than EUR 912,000 for
having limited too much the autonomy
of the legal profession. Indeed, after law
no. 247/2012 came into effect, lawyers
were allowed to advertise their services
via any means of communication, including electronic media.
Opinions 22-C/2006 and 48/2012 issued by the Italian Bar Council were at
odds with the law, in that they forbade
professionals from procuring customers through advertising or offering discounts on their fee online.

Flavia
Di Luciano

She is also author of several articles published in newspapers and specialised magazines.
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