THE 215" ASSOCIATION FOR ACCOUNTING MARKETING SUMMIT
Building Strong Foundations for Firm Success

Building Strong Foundations
with Best Practices
for Lead Generation

THE 21°" ASSOCTATION FOR ACCOUNTING MARKETING SUMMIT
Building Strong Foundations for Firm Success

Today's Panelists:

Mitch Reno, Principal/Chief Marketing &
Sales Officer, Rehmann

Andrew Rose, Director of Marketing and Business
Development, Naden/Lean, LLC

Rene Stranghoner, Director of Practice
Growth, Weaver

THE 215" ASSOCIATION FOR ACCOUNTING MARKETING SUMMIT
Building Strong Foundations for Firm Success

Best Practices
Lead Generation

“old School Approaches that can still work in today’s
competitive landscape.”

Mitch Reno, Rehmann
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Target Marketing

« Define your target...and understand them.
« Determine the best communication methods...that
can generate a response.

« Defy the expected...be different.

* Deploy focused message...on benefits.

« Devise the response path...and enhance it.
« Defend your investment...with a sales plan.
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View Master Campaign
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Magic 8-Ball
Campaign

Execution and Sales Integration

Best Practices for
Lead Generation

Push vs Pull Marketing
Andrew Rose, Naden/Lean




Push vs Pull Marketing

Push marketing is what happens when
the company seeks out the consumer .

Pull is what happens when the
consumer seeks out the company.

bit.ly/PushVSPull

Push vs Pull in the Dental Niche

2003 - 2006 146% ROI using Push Marketing
2007 — 2010 1377% ROI using Pull Marketing

Overall difference in growth was 4285% (Push
vs Pull)







Best Practices for
Lead Generation

Niche Case Study
Rene’ Stranghoner, Weaver

Targeting and Tracking
to Build an Energy Practice




Targeting and Tracking

¢ Build lists
— Define narrowly enough to fit specific capabilities

— Use industry resources to build lists that offer
mining beyond traditional resources like D&B

« Divide among rainmakers in group
¢ Set up tracking and monitoring tools
* Meet, report and hold accountable

Targeting and Tracking Leads

Examples to keep up with prospect activity

Q
< CapitalIQ

Targeting and Tracking Leads

Alerts directly to mailbox for assigned leads




Targeting and Tracking Leads

¢ Audit Analytics

— Track D&O
Changes

— Provides
opportunity and
higher proclivity to
change accounting
firms

Targeting and Tracking Leads
e Email
Readership

— Alerts based on
industry

— Gauge
interests

* TweetDeck

— Allows
you to
view
multiple
searches
all in one




Pull and Push Strategies

Push — Use various activities to
send a message to buyers

Pull - Give buyers a reason to
seek you out and pull you in

Features and benefits

Trust and perceived value

Push Strategy

Advertising

* Web and Print

— Oil and Gas Financial
Journal

— Oil and Gas Investor

* Results
— Reach highly targeted
market
— Increased awareness with
targeted decision makers
— Leads and engagements

Push Strategy

» Tradeshows / Sponsor
— Energy Capital Forum
— A&D Strategies Conference
— RINWorld Summit




Push Strategy

* Telemarketing
— Targeted list
— Specific message
— Convert leads

* Results

— 20 week campaign that
reached

— 162 decision makers
— 46% contact rate

— 15% lead conversion
rate

Push Strategy

» E-Mail
Marketing
— Push iRS Froposes Disciostie

. . Requirements for Uncertain

information on i Tax Positions

relevant,

timely topics

— Linked to
specific needs
of targets
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Pull Strategy

Media

* What do clients,
prospects and referral
sources read

» Create media list

» Begin building
relationships

* Never stop pitching




Pull Strategy

Blogs
— Play to strengths and expertise
— Choose a topic you specialize in
+ Renewable Energy Credits

« EPA Attestation Results
« Readership
— Continues to grow
monthly
* Leads
— Specific to
specialized services
where we have a
competitive edge

Pull Strategy

¢ Speaking
— Hosted CPE events
— Industry conferences
— Webinars

* Results
— Strengthened relationships
— Leads and engagements

— Ability to show depth and breadth of service in
an educational format

Pull Strategy

* Relationship Events
— Renewable Fuels
Association
— Petroleum Accounting
Society of Houston
— Independent Petroleum
Association of America
* Results
— New work resulting from
every relationship event
where we have ongoing
participation




Overall Results

« Integrated approach of push and pull — Year 1:
— $2.5 million in new opportunities
— 52% close rate

¢ Year 2 and Beyond

— Time and frequency play multiplying effect on:
« Awareness and visual identity
« Branding / Experience
+ Increasing sales and gaining market share
* Year over year growth and exceeding goals

Overall Results
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Thank you

Mitch Reno, Principal/Chief Marketing &
Sales Officer, Rehmann

Andrew Rose, Director of Marketing and Business
Development, Naden/Lean, LLC

Rene Stranghoner, Director of Practice ﬂ

Growth, Weaver "




