Captivating Copy
Making Accounting Sound Cool




Why We’re Here

* CPAs Dead or Alive?

— create a mint saga

— sticky ideas

— where to stick them
* How to Captivate

— examples of sticky ideas
* C(larity and Strategy

— tinding your voice

— getting fresh

— getting clear




Captivate or Kill?

“Companies of all sizes consider us their trusted
advisors, relying on us to help them grow beyond
their expectations. Through a full menu of
professional services, and our 70 plus years of
experience and knowledge, we can do the same for
you! Our services include corporate tax consulting
and more...”

—fmm an actual accounting site




What’s Your Story?
Create a Mint Saga

“When we were kids, we stood back and
analyzed the crowd at the playground,
figuring our chances for making friends
and how to avoid getting sand in our
shorts. Today, we assess the possibilities
for tax savings and avoiding business
discomfort.

Risk awareness is our life. Accounting 1s our
business.”




Captivating Copy

* Simple

* Unexpected

e Concrete detail
* Credibility

* Emotion

e Stories

—from “Made to Stick” by Chip and Dan Heath




Where’s Your Story?

Newspaper “socitety” columns have become:
* Facebook and MySpace

* Reality TV

* Bios

* Firm Story

* Client Stories

e Tweets
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SIMPLE

Website Navigation and Narration
“Enlightened Financial Planning”
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UNEXPECTED

Recruitment Magazine



Direct Mail/Manufacturing
Rock CD




CONCRETE

Web Bi0s

"We want to be the people to call about
business or life decisions beyond the tax
return or financial statements. We
structure each relationship so they can
call us anytime. If they call us often, then
we can be involved 1in their decision
making process and help them to head
off problems and provide solutions.”




CREDIBLE

Blogs

(2] L& ﬂ (2 rampe s rermgretchen. biogs pod.com

CRM Unites

Lsadership, strategy, procemses e Sechnology for e of Micrmoft Dynasic CRM

MOMOAY, MAY 4

2 Competitor Tracking with Microsoft Dynamics CRM

e companies will keep fompetites informakion n a separate
databaur or pamer file, snd throwing information into that file t lile
Erwring . dalo an abysal 18 i fareer b b den again] The dals ks net
ocessinde by others. b ther compasy, s i b ot s ilebie Tor
sralysis of any kind, This soenario prewents ancther cane for why
msrerting thould b included i the isplementation off Micromed
Cryranssics CRM i iyl Srganviention.

Mticronol Dyrarmics CRM bk s anes for tradking competing:
compisien andor products called Competiten. It b distlayed in the
Sales area, 55 1L is often averiooked by marketing. Dut of the o,
Comgartiton ang melabed to the Opoorturity. Woa can brack —ulsiple
competiton por Dpportunity, snd when an Opporturity i lost, yoo can
soecifty & Competiloe auicsiated with B s, Competitive winios
rEpny beblp yuaer sales ared mascesting (eams sralene the comoetiton
repr Eime,

Fiar markeners, S Competitar area is Micressit Dynarmio DR comes
with some basic Fields and the abiiy 1o ceate 8 ST snalyss Tor
wach company, In sddition, Email can Be tracked spaiost &
competitar, and files can be uplaaded and lisked Do thi cormpetito!
PECDRD L MBED YOT MAKES FESenrch oigital.

With a Fittle configuration, the Competiion seva can be adapted
Barther Do St ywour Saled Bnd marketing stralegy. Hene ane some
ldeas that other companies Bave sdophed.

Murture your Competitars Cultomers

Thieasgh the Confifuration anss of TN, & relationihis can be
estabiiatand bertmreen Competitors and Lesds andior
Competiton snd Accounts. This slioes you to aelect &
comprting product of comparry that s slready working with
your beasd o prosgesol. This ts helpfel in the sales process, Bot
Wy et sirabegic to opllect Bhis information: even wien the
lisad i notl ready Bo look a1 yousr wenrvicen |8, Huaere

premed hare repreuent My e
fu Fu. e of Sy errloye All
T, nhoding: TR
embed by windiory, . provided oo an
-t basii | will 5ot bo Helle for
ATy ST, Db, of delEy n
v brforTr o o BTy e,
infuries, or darmage ariing from ik
ehgaliny o wa.

Twiter Uipdabey
© Ank jodned & beils, Yies

* AT @iubGet: Wit A Your
Rinaed Bhocks: 1 Wboeared Masrhisting
A
et ¢ Eheard ., com ety -
et ity it it oy i




EMOTION

Thanksgiving Day Card

FOLDED VERSION




STORY

Direct Mail

“Our accountants originally provided tax
services but then we acquired a new
company that had never had an audit. For
SEC purposes we needed this firm to do
three years of audits on that company in
under 75 days.

They delivered.”




From Strategy to Tactics

Understand what sticks
Know your voice
Avoid overused words and phrases

Find fresh messages




Citizen Authors:
What’s your Voicer

| suspect that were the Ten Commandments
written by a modern corporation, the first would
read: “Do not kill, murder, or deprive of life,
except on conditions wherein it is a requirement
of self-defense, appropriate to the service of a
military (army, navy, air force, but not

paramilitary) organization; see Appendix L for
a full listing...”

—David Silverman




* Optimize

* Paradigm

* Synergy

* Value add

e Take away

* Thinking out of the box
* Going forward

* At the end of the day

e Jdeation

CPAs Dead or Alive
Top 10 Overused Words




Creating Fresh Phrases

Listen

Combine disciplines

Steal

Brainstorm/free-write
Simplify

Use a thesaurus and wikipedia




Getting Clear:
Key Messages

“We’re tons of fun and we get things
done.”




Other Thoughts

Avold passive construction
Be audience-appropriate
Avoid under and over-editing

Don’t sound academic




What We’ve Told You

Story - emotion, detail, simplicity
Avoid overused and cliché phrasing.
Get clear on key messages - repeat them.

Target two areas of communication; build on
it.

Don’t take words for granted.

When in doubt, ask a professional.




Who is
Ingenuity?

We focus on:
The People of Professional Services
including:

*Growth Strategy
*Training & Coaching
*Branding

*Public Relations, Websites, Collateral,
Marketing Campaigns




Thank Youl

INGENUITY MARKETING GROUP

WWW.POWERUPBLOG.COM



http://WWW.INGENUITYMARKETING.COM/
mailto:CHRISTINE@INGENUITYMARKETING.COM
mailto:RACHEL@INGENUITYMARKETING.COM
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