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Wendy Nemitz

B.A. In Communications
M.A. In Leadership

Professional service marketing
since 1987

|_eadership and succession coach

Worked with more than 100
professional service firms

Wrote “Leadership: A New
Conversation.”




Ingenuity Marketing Group

Professional service marketing,
Including:
o Marketing Strategy
 Training & Coaching
 Branding

» Packaging, PR, websites, brochures,
various campaigns




Professional Services Marketing

Marketing Director Hiring
Brand Development
Strengths-Based Leadership
Business Development
Niche Market Development

Integration for
Mergers/Acquisitions
Retreat Facilitation

Cross-Selling

Team Building
Rainmaking
Relationship Building
Key Message Training
Leadership
Communication Skills
Social Media
Keynotes

Marketing

Business Development
Entrepreneurial
Persuasion

Leadership
Presentation

Growth Consulting

Create More Clients

Training + Learning
Grow Your Team

Strategic Coaching

Refine Your Effectiveness

Retreat Facilitation

Strategic Planning

Strategic Marketing Plans
Mission and Vision Definition
Seminars/Conferences
Collateral Material

Direct Mail

Competitive and Market Research
Advertising

Event Planning

Media Relations

Web 2.0

Press Releases
Ghost Writing
Media Training
Article Placement
Speakers Bureau
Social Media

Key Themes

Logo Design

Website Content and Design
Sales and Marketing Material
Media Training

Message Training

Strategic Marketing

Plan Your Future

Public Relations
Become “The” Expert

Brand Development
Be Consistently Recognized




Who Is Gen-X?

Traditionalists

— Born before 1946

— 10% of workforce
Baby Boomers

— Born between 1946-1961

— 77 million people —45% of the workforce
Generation X

— Born between 1961-1980

— 51 million people-30% of workforce
Generation Y

— Born between 1981-1998

— 81 Million-15% of workforce




What defines a generation?

Common tastes & attitudes
Life experiences

Defining moments

Music

Heroes

_Labor market
Demographics
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For Gen X, it may be “lasts”

* Dial a phone
e Buy vinyl (or even CDs)




Our First Gen-X President




Our Gen-X

Self-Reliant

— Latchkey kids with working parent(s)
— Comfortable being alone and independent
— Resist labels and traditional corporate culture

Technology literate and demanding
— Short attention spans
— Multi-task

Informal style

Look for a sense of family & friends at
work




Gen X Leaders

Lead
Differently
Than
Boomers




Our Gen-X

» Loyalty issues

— Not loyal to institutions or companies;
loyal to self

— Loyalty comes from “my presence really
means something to my company”

— Impatient with “face time”
* Poor people skills
— Tell it “like it is”
e Cynical
— Challenging with questions “why?”




WORK
And
SELF
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Our Gen-X

Say “no”

Struggle with commitment
Change careers

Do not want partnership




Need to

Make Commitments
In a
Different Way




Our Gen-X In CPA firms

 Since 1986 over 50% of accounting
grads have been female.

* \WWomen have been in the profession
In equal numbers to men for 20 years,
yet women represent just 19% of the
U.S. public accounting shareholder /
partner population.

AICPA website
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Female

CPA
Leaders




A New Conversation

What has your firm done
to retain mid-career
professionals?




A New Conversation

What training do you
provide to your team?




A New Conversation

A Rainmaker panel?
A mentorship program?

A sink or swim
approach?




A New Conversation

Do people know what it
takes to make partner
In your firm? What are

their perceptions?




A New Conversation

What does your
compensation system
support?




A New Conversation

How do people talk
about leadership and
commitment?




A New Conversation




A New Conversation

Do you have to be a
Rainmaker to be
powerful?




A New Conversation

Think of leadership as
the contribution you
make after billable
hours.




Rainmaker

RISK
Brings in new clients
Has a large network (usually)

May not be the best mentor or
“marketer”

Only a few per firm — up to 10%




Client Service Master

e LOYALTY

e Retains and expands
relationships

e May have trouble delegating
relationships

* Need quite a few per firm —
50 — 60%




Technical Expert

CERTAINTY
Can be a media darling

Adjunct to the sales process as
“subject matter expert”

Need about 10-20%




Firm Foundation Builder

 GROWTH

e Contributes to firm capacity
overall

e Often sees the future and
moves others toward It

e \Wants to improve things




Our Gen-X

Change the conversation
Talk about “sacrifice” must stop
Define leadership in new ways

Show Gen-Xers, particularly
women, that leadership can be
done a new way




Resources
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Resources
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Resources

Podcasts, videocasts and

Information galore at
www.Ingenuitymarketing.com




Resources

651 690 3358
FaceBook, LinkedIn
Twitter: InGenius Wendy



mailto:Wendy@ingenuitymarketing.com
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