Client Retention

Strategies Every

Firm Can Use
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drives revenue growth
of up to 20%.




For many | anies, up to 95% of

long-term customers.

Adding a new
customer costs three
to seven times more

than keeping an
existing one.

What ts Think




CLIENTS: How long has your CPA firm worked for you?
CPAs: How long have you worked with your clients?
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How Clients Choose




How Clients Choose:
Rersonal Chemistry

« Clients 41:’/0
e CPAs 619

Clients are 2x more interested in depth
and breadth of services offered.

How Clients
Choose:

Clients: 81%
CPAs: 49%




ATTENTION

Clients are
influenced
by
referrals

Know the Decisionmaker

Clients are nearly 7x more likely to
identify the CFO as the main
decisionmaker than CPAs.




Buying 2
Influencers %

re 5.5x mare likely to involve their
Directors than CPAs think.

Why Clients Change CPA Firms

Client Responses

Poor client service, 66206
inattentiveness

Price, fees, costs, 62%
budgets

They might not be 40%
proactive enough

Bad personal 26%
chemistry

Need new or 25%

different services

Not getting enough 22%
time with CPA firm's
best people




Why Clients Change CPA Firms

Client Responses

CPA Responses

time with CPA firm's
best people

with new CPA firm

Poor clis_snt service, 6620 Price, fees, costs, 63%
inattentiveness budgets

Price, fees, costs, 62% | They die, sell or go 50%
budgets out of business

They r_night not be 40% | Poor clignt service, 27%
proactive enough inattentiveness

Bad personal 26% | Bad personal 20%
chemistry chemistry

Need new or 25% | We fire them for 20%
different services business reasons.

Not getting enough 22% | Personal friendship 17%

Need new or different services:

— Clients 25%
— CPAs 15%

‘P(oaf,bi\'e o

Might not be proactive enough:-Clients, 40% - CPAs, 15%




Tangibles
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Assurance




Process and
Outcome

Regular vs. Problems
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Client Retention
Strategies

Teamwork:

Leaders are nearly
twice as likely to
have clients that

belong to the firm,

not to an individual.

CultL




Provide your team
with client service
training.

Communications

Reward
Superior




Rate Your S )
Clients
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Develop a Formal fﬂ'-t Agceptance
Process: Leaders are 1.5x more

Measure
Client
Satisfaction




Leaders are nearly twice as likely to have a
formal program to monitor satisfaction.




(%aiiq’toockce @ouni:’y @iué

Dining Experience

Date Location,

Did you receive a warm greeting? Yes Mo,
How quickly was your order taken? (drink/food)

elivered?

How quickly was your order

Were you satisfied with your food selection?

Were you satislied with your service?

G ggestions e vice)

Server's Name

Membaer Name, Member Number

Please drop card at front desk.

We promise to always...

+ make you feel welcome

= give you a room that's clean, fresh and
reflects the highest quality standards

+ respond promptly to any need you might have

+ give you the service that will make you want
to return
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CAPSTONE MARKETING

Jean Marie Caragher
Capstone Marketing
1245-G Cedar Road, #430
Chesapeake, VA 23322
757.673.6826
jcaragher@capstonemarketing.com
www.capstonemarketing.com

ttp://capstonemarketing.blogspot.com
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