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Creating a Marketing Plan:  
Moving from Thought to Action
Melinda Guillemette
Wednesday, 3:30-5:00 p.m.
Marketing plans can be a challenge from someone new to the
industry. If marketing directors don’t create them they’ll have a very
difficult time showing partners how they can get results; but if they
create plans that don’t get acted on, marketing directors appear
ineffective. Let a veteran marketer take you through the process from
beginning to end, starting with determining what your firm’s
philosophy on marketing plans is, getting buy-in, segmenting plans
for the whole firm and individual departments, working on your
coaching skills and finally, closing the loop.

The Proposal Process and Tracking Results
Julie Tucek
Thursday, 10:30 a.m. -12:00 p.m.
This session is designed to truly be a “how-to” program on
ways to effectively manage the proposal process. This
proven step-by-step approach takes you through the
process from the moment you’re aware of the opportunity
to the win/lose decision. Learn the importance of tracking
all proposal/new business results and publishing them.
Spreadsheets and forms for tracking will be shared with all
attendees. If you have ever been charged with managing the
proposal process, this session is for you. It’s also a great
session for marketers that may be moving in this direction.

Marketing Activities that Get Results
Jean Marie Caragher
Thursday, 10:30 a.m. -12:00 p.m. & 2:00-3:30 p.m. 
In the Visioning Study conducted by AAM, managing
partners identified the increased focus on revenue results
as one of the top three significant issues showing the
greatest change in importance in coming years. This
presentation will provide attendees with ideas for
marketing activities that net immediate results and have an
impact on the bottom line. Gaining buy-in from partners
and measuring your success will also be covered. Get the
ammunition you need to implement marketing activities
and demonstrate their impact on the firm’s bottom line.

Accounting Firm Economics 
for Marketing Directors
Kevin A. Simpson
Thursday, 4:00-5:30 p.m.
Marketers speak one language and accountants often speak
another. You can’t afford not to know the key terms tossed
about in a firm, and this is your chance to learn them.
Come and learn the lingo while getting a clear
understanding of how accounting firms make money, and
how marketing impacts everything that goes on in the firm.
Come  and learn all you ever needed to know about how
the successful accounting firm really works, but were
afraid to ask.

Niche Marketing Basics:  It’s All About Process
Timothy M. “Ty” Daurity
Thursday, 4:00-5:30 p.m.
Does your firm have a niche that needs to be scratched?
Do you have undeclared specialties that really should be
treated as a firm niche, an area of true specialization? This
session will help you determine when a niche is a niche,
and how to involve partners and managers in creating a
game-plan to capitalize on it. Learn the 20 questions you
should ask clients when you’re identifying and developing a
niche. And finally, do the math. What’s the real potential in
dollars and cents when you take factors into consideration
like the size of markets, geographic considerations and
competition? This session will take you through, start to
finish, from the germ of an idea to a multi-year plan.

Evaluating Your Client Base…
And Doing Something With It!
Shawn P. McGregor
Friday, 8:30-10:00 a.m.
Clients can (and should?) be graded to determine their
value to the firm. Some factors might include reputation of
the client, their growth potential, fee sensitivity,
relationship issues, the number of services you can provide
to them, the loyalty of that client to the firm and the
referrals they provide for you. Do the math on your clients
in these areas and others, and then decide whether the use
of that information can help you work “smarter” and not
harder. Find out how to implement the 30-180-365 plan as
an ongoing part of evaluating your client base, and learn
the essential steps in selling to existing clients.

Running Effective Seminars
Colleen Rudio
Friday, 8:30 -10:00 a.m.
Can seminars play a pivotal role in positioning your firm
for success? Yes, if developed and handled properly! This
session provides attendees with a “step-by-step” guide for
the development and execution of seminars, including an
eight-week checklist for their success, techniques for
gaining shareholder and audience support, and defining
the roles and responsibilities of presenters, coordinators
and firm team members. Finally, learn evaluation
techniques so you can measure your seminar success.
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Marketing ROI: Return on the Investment 
in Business Development
Lisa Rhatigan
Wednesday, 3:30-5:00 p.m. & Thursday, 10:30 a.m.-12:00 p.m.
How do you calculate ROI on direct marketing activities, and how do you
apply it to other marketing activities such as referrals and seminars? This
session will get into the why, when and how for measuring Return on
Investment, including tangible vs. intangible results, and investments vs.
costs. Learn how to use ROI to not only establish and justify your budget,
but also to make the most of it.

Measuring Up in Marketing:  Picking, Choosing and Measuring
Marketing Programs
Kayte Steinert-Threlkeld
Wednesday, 3:30-5:00 p.m.
The messages accounting marketers never want to hear: If you can’t
measure it, you can’t manage it.

If you can’t measure it, you can’t do it. How do you avoid this trap? In
this session you will be introduced to at least 17 different marketing
activities that can effectively and easily be measured. Learn a variety of
tools to measure specific activities that you can take back to your own
firm to implement. Get advice on how to choose what you’ll measure.
Then, learn what to do with the information you gather. The result?
Partners of these marketers will never have to ask, “What have you done
this month?” These savvy marketers will establish benchmarks across a
wide variety of marketing activities to prove they can measure, they can
manage, and they can do!

Teaching Staff to Identify Consulting Opportunities
Bob Lewis
Thursday, 10:30 a.m. –12:00 p.m.
CPA firms are converting! Many want to shift from price-sensitive,
compliance driven work to value-added, less “cost-focused” consulting
services, while providing greater value to the client. This session will
begin to assess the firm’s internal environment. Are the basic tools
present to teach professionals to sell? You will also review what
services your firm can deliver, address how staff can become more
comfortable with the sales process and identify how technology can
play a critical role in the sales process.

How to Write a Winning Proposal
Lewis Miller
Thursday, 2:00-3:30 p.m.
If you're selling a complex product or service in a competitive market,
you need to write and present a powerful proposal. In fact, in today's
environment it's almost impossible to close business without one.
What are the essentials of a good proposal?  What are the key points
of content the decision maker wants to see? What's the best way to
organize the content? How can you create a compelling value
proposition that the decision maker won't miss?  What are the best
ways to differentiate yourself from your competition? Step-by-step you
will learn how to create winning proposals that cause the decision
maker to say "Yes!"

Outrageous Marketing…Unique Approaches
Burt Bierman
Thursday, 2:00-3:30 p.m.
Come and hear how some “out of the ordinary” events are having
extraordinary results. Learn how to conduct your own “out of the box”
events, and the keys that make it so. From “Christmas in October” to
charity golf, Burt Bierman will share how the Videre Group uses these
events to solidify business relationships, get referrals from their current
clients and reach the key “Centers of Influence” resulting in a thriving firm
that keeps their clients more than satisfied.

How To Measure and Track the Sales Drive
David Heinke
Thursday, 4:00-5:30 p.m.
“Head ‘em up! Move ‘em out!” Creating a sales culture is like being the trail
boss on a cattle drive. Most discussions about sales focus on how to get an
appointment. Few talk about the tactics and tools that are required to
track, measure and get the herd of prospects to the sale barn. This session
will provide everything from prospect qualification criteria to a spreadsheet
shell for tracking sales, and even sales cycle analysis tools.

Referrals for Results
Karen Bergh
Friday, 8:30-10:00 a.m.
Networking, done properly, can help provide the "cure for the common cold
call". A referred prospect is one who is easier to close, has far fewer
complaints, is more loyal, remains a client longer, and is more trusting.
Many accountants, however, do not know where to start marketing
themselves, how to go about building referral relationships, and aren't
consistent with their follow-through. In this train-the-trainer style session,
you will learn how to help your professionals:

´ Assess commitment to referral-based marketing
´ Create a network of referral sources
´ Spend time with the right people
´ Weigh the value of referral-based marketing
´ Build strategic relationships for top-level results
´ Use specialization to stand out in a crowd
´ Embrace the advantages of getting and staying      

(electronically) organized

Bringing Best “Corporate” Practices to Accounting 
Marketing—A Five-Part Test
Laurie Burke
Friday, 8:30-10:00 a.m.
The session will examine a “five-part” test that starts with “positioning
your function” within the firm, and ends with “measuring for success.”
In between you’ll learn that when it comes to being the professional
marketer within your firm, it should be about value, and not about
cost. Learn how you can prove your worth in showing that the
marketing function does make money for the firm. This session will
also address what do to when a client’s ship goes down, and what to
do when partners part company. Finally, the session will address how
you can “track your way to stardom” by justifying your strategy,
tactics, results and even your job.
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Trashing the Timesheet
Ron Baker
Wednesday, 3:30-5:00 p.m.
The billable hour is dead! The advantages of Value Pricing over
hourly billing have been empirically proven in the marketplace
by many CPAs around the world. This session will further your
knowledge of the most complex of the Four Ps of marketing:
Price. It will also put the fifty year-old practice of completing
timesheets on trial for its life. This debate is long overdue, and
although you may not agree with everything that is said, there’s
no doubt you will think differently about many issues by the
end of the session. Come and hear how it’s worked for others,
and learn about the opportunities and challenges this radical
approach presents.

Evaluating Your Clients: Why and How
Michelle Golden
Wednesday, 3:30-5:00 p.m. & Thursday 10:30 a.m.-12:00 p.m.
For many, determining who your best clients are has been as
simple as looking at the top revenue generators. But are those
really the ones with the greatest potential when it comes to
expanding the scale and scope of your client engagements?
How about the important clients who aren’t top revenue
generators, or those with whom working is always a true
pleasure? What about the clients that, with a little nurturing,
could really thrive in their businesses? Get step-by-step
methods for measuring your clients true value. Learn how to
leverage this information in the daily routines of principals,
managers and firm staff.

A Client Feedback Program that Delivers Results—
To Your Clients and To Your Firm
Anne Elvgren and Linda LaBrie
Thursday, 2:00-3:30 p.m.
Creating client loyalty and meeting client expectations is the
foundation of any firm's success. While many firms conduct client
satisfaction surveys, a client feedback program that goes beyond
the basics by talking to your clients face-to-face, is the only true
way to get into your clients’ heads. In this program, Anne and
Linda will discuss the important relationship between client
loyalty and client satisfaction and techniques for learning about
client expectations.  They will describe the benefits of a client
interview program and highlight the most essential parts of a
program: how to get buy-in from your partners, how you select
clients to be interviewed, who should conduct the interviews,
interview strategies and developing the right "talking points" and
the all important aspect of follow-up after the client meeting.  

We Have A Great Marketing Plan…
So Why Isn’t It Working?
Coral Rice
Thursday, 2:00-3:30 p.m.
How do you overcome barriers to successful practice development?
By the end of this session you will more readily recognize the
common barriers to effective marketing plans, be able to identify
specific barriers within your firm, and link those barriers to systems
and processes that require design (or re-design) to support the
marketing plan. Uncover the “gas pedals” and “brake pedals” of
your firm’s marketing plan and initiatives, and hear examples of
firms that have faced this struggle.

Sales Management Tactics Any Marketer 
Can Implement
Christopher Perrino
Thursday, 4:00-5:30 p.m. & Friday, 8:30-10:00 a.m.
As accounting marketing matures as a distinct discipline, a clear
movement can be see toward activities that can demonstrate a
clear return on investment (ROI). This presentation will expose
marketing professionals to new business tracking ideas that start
or strengthen the development of a sales culture in a CPA firm
environment. Armed with the tools and tactics presented in this
session, marketers will be able to fine-tune or enhance the
tracking systems they currently have in place, or take the first
steps toward implementing a basic system at their firm. These
concepts move the marketer beyond the mere tracking of data
and into the realm of catalyst for higher levels of achievement.

Establishing Team-Based Revenue Goals
Larry Bildstein
Thursday, 4:00-5:30 p.m.
What are the business objectives of your firm? Is the firm’s
approach to growth in line with them? This session will examine
the four strategic growth alternatives, and the approach to them
from the perspectives of teams vs. individuals, industry vs. function
and passive vs. proactive. Get a clear understanding of “net
increase” as well as the various roles and responsibilities in
establishing, meeting and exceeding team-based revenue goals.

advanced


