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The Client is (Always? Usually? 
Sometimes?) Right

I like to tell a story about an 
experience I had in my early days 
as an accountant. I was working 
as a tax accountant, taking care 
of the taxes for a particular busi-
ness that was run by a man who 
had strong opinions about the 
place of women in the business 
world. He felt women were meant 
to do administrative chores. And 

so, he made a point of telling my 
co-workers that he didn’t want any 
women working on his accounting 
projects, including his tax returns.

The problem with that (well, I sup-
pose there were many problems with 
that…) was that I was hired because I 
specialized in state and local taxes, I 
was the SALT expert in our office, and 
his tax situation required someone 

who understood the tax ramifications 
of doing business in multiple states. 
That would be me.

Rather than give him a hard 
time about his attitudes and beliefs, 
and rather than turn his account 
over to someone less qualified in 
this area, the firm came up with 
what, at the time, seemed like a cre-
ative and workable solution. When 
the client would come to the office, 
we would have a male accountant 
meet with him. I provided the 
accountant with a list of questions 
I needed to have answered in order 
to take care of the client’s tax mat-
ters. Furthermore, to make sure I 
got the information I needed, I was 
positioned behind a partition so 
that I could hear the conversation 
with the client but he couldn’t see 
me. Crazy, right?

This probably wouldn’t fly in 
today’s professional environment, 
but at the time, it was just some-
thing we did to make our client 
happy. I didn’t care that we did it 
that way – given his attitudes, I 
really didn’t want a relationship 
with the man. My relationship was 
with the firm and that was who I 
was working for. Today that scene 
seems outrageous on several levels, 
but at the time, it was just a funny 
story about a weird client.

I wouldn’t be surprised to 
hear that you’ve had a story or 
two about clients with surprising 
expectations. Maybe it’s part of 
what makes this job fun, or maybe 
it’s just exasperating. In any case, 
it’s part of the path we’ve chosen. ■

— Gail Perry, Editor-in-Chief

NUMBERS ARE NUMBERS are numbers, right? If it were all about the numbers, accoun-

tants would have seen themselves replaced by computers by now. And, in fact, many 

accountants are worrying about just that scenario, as computer software becomes more 

savvy, more predictive, more analytic. But, at the end of the day (or month, or quarter, 

or year), there are still the people relationships that matter. So what happens when the 

client expectations don’t match up with the service that you’re offering?
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AICPA NEWS

AICPA Thanks 
Treasury and IRS 
for Penalty Relief
The American Institute of CPAs (AICPA) issued a formal 
thank you to both the U.S. Treasury and the IRS for 
providing taxpayers with more extensive relief from 
penalties associated with underpayment of their 2018 
tax liability in response to the IRS announcement that 
they are lowering the threshold to qualify for penalty 
relief from 85 percent to 80 percent.

 ■  Edward Karl, CPA, CGMA, vice president of taxation for 
the American Institute of CPAs, believes that as a result 
of the Tax Cuts and Jobs Act (TCJA), and the elimination of 
personal and dependency exemptions, many Americans 
were unable to accurately estimate taxes and may have 
inadvertently underpaid their tax liability for 2018. “Our 
members have continued to tell us that an 85 percent 
threshold was not sufficient, as many taxpayers continue 
to struggle with the uncertainty and changes created by 
the Tax Cuts and Jobs Act (TCJA),” said Karl. ■

U.S. BUSINESS EXECUTIVES GLOOMY 
ABOUT GLOBAL ECONOMY 
A recent AICPA survey has found 
that an increasing number of busi-
ness executives are concerned 
about the global economy, with only 
34 percent of CFOs and senior-level 
CPAs expressing optimism about 
the current prospects for the global 
economy, down from 71 percent a 
year ago. Respondents cited con-
tinuing trade tensions, a cooling 

economy in China, and Brexit fallout 
in the U.K. and European Union as 
the factors contributing to a sense 
of pessimism. In fact, 43 percent 
of respondents cited a global eco-
nomic slowdown as their biggest 
concern, with respondents indicat-
ing decreased optimism about their 
own company’s prospects for the 
coming year. ■

Angela Newell to Chair of Financial 
Reporting Executive Committee
The AICPA recently named Angela 
Newell, CPA, CGMA, Chairman of 
the Financial Reporting Executive 
Committee (FinREC), which serves 
as the AICPA’s official voice on 
financial reporting matters. The 
committee membership currently 
includes representatives from 
business and industry, public 
practice and academia.

Newell, currently national 
assurance partner, BDO Dallas, 
TX, will replace outgoing chair Jim 
Dolinar, and will assume the chair 
position after the Committee’s May 
2019 meeting. She currently holds 
a Bachelor of Science in Math-
ematics and an M.S. in Accounting 
from the University of Arkansas, 
Fayetteville, AR. ■

FINANCIAL TIPS FOR 
CONSUMERS 
The AICPA estimates that 63 percent of Americans 
can’t pass a basic financial literacy test. With April being 
National Financial Literacy Month, they have shared the 
following financial tips:

 ■ Use credit cards cautiously

 ■ It’s never too early to start saving

 ■ Do a financial checkup

 ■  When purchasing a vehicle, plan ahead and read all of the 
fine print

 ■ Have a financial emergency backup plan

 ■ Do your homework when it comes to student loans

Visit the AICPA’s 360 Degrees of Financial Literacy 
Website for additional tips, tools and resources. 

https://www.360financialliteracy.org ■

TIPS & TRICKS
AICPA COMMENTS TO IRS 
ON PROPOSED FOREIGN TAX 
CREDIT REGULATIONS
The AICPA recently made recommendations to the IRS about its proposed 
regulations Guidance Related to the Foreign Tax Credit, Including 
Guidance Implementing Changes Made by the Tax Cuts and Jobs 
Act (TCJA) (REG-105600-18).

Recommendations were made in the following areas:

 ■ Stock basis determination in connection with IRS Code section 965(b)

 ■ Allocation/apportionment of research and experimentation expenses

 ■ Stock characterization of a noncontrolled 10-percent corporation

 ■  Attributing current year taxes to a Controlled Foreign Corporation’s earn-
ings and profits

 ■  Modification of the definition of an “exempt asset” as it relates to assets 
generating foreign-derived intangible income

 ■  Clarification when a withholding tax imposed on a disregarded dividend is 
related to Subpart F or Tested Income Group ■
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  FROM THE TRENCHES

RANDY JOHNSTON
EVP & Partner

K2 Enterprises &  
CEO of Network Management Group, Inc.

randy.johnston@cpapracticeadvisor.com  
@RPJohnston

While there are obvious advan-
tages to having your CPA license, a 
Series 7/65/66 RIA, CFP, ABV, CVA, 
CBA, or ACFE to validate a particu-
lar level of accounting or financial 
competence, in the information tech-
nology world, the certifications are 
frequently driven as tactical skills by 

vendors like Microsoft or Cisco. While 
we want people with A+, Network+ 
and Security+ certifications, ISC 
certifications like CISSP, SSCP or CCSP 
have more strategic value. Further, 
information technology should be 
a people and service enabler, not a 
service inhibitor.

But most of you who have been 
in business for a while recognize 
right away that there is a difference 
between academic smart, book 
smart, certification smart, com-
mon sense, clever, innovative and 
practical. While it is always good to 
be around people who are excellent 

technicians whether in accounting 
or information technology, there is 
great value in vision and operations, 
too. How can we use technology to 
enable great client service? First, we 
should define what we want as our 
client service deliverable.

SO, HOW CAN I HELP 
CLIENTS BETTER WITH 
THE RIGHT PEOPLE?
If you haven’t thought about it in 
a while, client service levels and 
product quality in many industries 
has declined. While innovation in 
technology has provided an excel-
lent price/performance ratio, the 

SOME THINGS NEVER change about providing great client service. You must have the 

right people with the right attitude and the right skill set. This column is not about human 

resource issues, although we are fans of many of the HR certifications such as SHRM-CP 

or SHRM-CSP certifications, self-assessment tools such as Kolbe, talent management 

systems like Manage 2 Win, and learning ladders or matrices for IT or marketing such as 

those provided by www.Lynda.com.

Do Your Best 
PEOPLE MANAGEMENT
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 FROM THE TRENCHES

drive for recurring revenue and 
increased margins while doing 
less work can provide more or less 
value to the client. Automation can 
reduce the amount of human labor 
required, but there are still certain 
activities that require time and 
thought to do well.

Good enough may be an accept-
able solution for many situations, but 
excellent client service is rarely “good 
enough.” Are tools like Google Sheets 
“good enough” for spreadsheet models 
compared to tools like Microsoft 
Excel? Is sending a calendar invitation 
through Doodle, Calendy, Hubspot 
or other tools, better than Microsoft 
Outlook or Google Calendar? Are you 
managing meetings and conference 
rooms through Exchange/Outlook 
and not able to see what rooms are 
available or in use? Are you better 
off with meeting room apps such as 
Teem, Robin, RoomWizard, Work-
scape, MeetingMinder, or AskCody?

What are your expectations from 
excellent client service? And what 
should your clients’ expectation 
of excellent service be? In today’s 
on-demand, just in time world, how 
much margin for error does your 
business have? If you just completed 
what is arguably one of the worst tax 
seasons in recent memory due to 
the Tax Cuts and Jobs Act changes, 
how much time did you spend on 
strategically thinking about the best 
outcome for a client versus taking the 
tactical approach of simply getting 
the return out?

If you spend most of your time 
in audit, how are you improving 
the work product while complying 
with additional regulations? Are 
you providing a better presentation 
this year than prior years? Are you 
discussing the clients’ needs and 
concerns such as fraud? If you are 
providing Client Advisory Services 
(CAS), what strategic guidance are 
you providing to clients as opposed 
to simply getting the accounting and 
payroll done?

My expectations for client service 
are simple:

 ■ Feel valued as a client on every 
encounter

 ■ Receive an excellent product or 
service

 ■ Complete the activity in a time 
efficient manner

 ■ Believe that the price charged 
was fair

While different clients have 
different expectations, search for 
expectation lists made by others: 
5 new expectations you must meet 
now, The Top Five Tips For Manag-
ing Client Expectations, Customer 
Expectations: How to Meet (and 
Exceed) Expectations, Top 10 Tips 
for Exceeding Customer Expectations, 
6 Tips to Managing Client Expecta-
tions, How to Deliver Great Customer 
Service to Accounting Client?, or the 
learning from Rainmaker’s use of 
Clearly Rated in Service Measurement 
to Service Excellence: 3 Client Service 
Lessons for Accounting Firms in 2018.

The team at your firm needs 
to know how to provide excellent 
client service. It should be clear to 
them what the firm’s expectation 
is and that you enable each person 
to provide excellent client service. 
Consider building your own list of 
excellent client service expectations, 

and then work toward exceeding 
all those expectations. Technology 
tools can make each client service 
interaction easier, more seamless and 
professional.

What type of client interaction 
points should you consider improv-
ing? Think about how you handle 
these items today: email including 
timeliness, signature and appearance, 
phone calls including auto attendant, 
live answer, voice mail, headset use 
and call quality, video conferencing 
including picture and sound quality, 
ease of connection and clarity, por-
tals including security, ease of use 
and completeness, web site including 
ease of locating information, naviga-
tion and appearance, mobile apps 
including HTML5 enabled, native 
or single purpose apps, meetings 
including effectiveness, comfort 
and follow-up, client deliverables 
including graphics, professional 
packaging (even electronically), and 
clarity, billing and payment includ-
ing ease of payment, clarity of the 
invoice and agreement on terms, and 
finally professionalism in appear-
ance, quality of materials used, tools 
and all surroundings, experience and 
“feel.” Each one of these items has 
multiple competitors, yet there are 
few dominant competitors in each 

category. Improvements are made 
continuously in the applications, but 
opportunity still exists because no 
one vendor has a complete solution.

IS CLIENT SERVICE 
WORTH IT?
You tell me. Think about your 
favorite restaurants, web sites, 
stores, events or experiences. Why 
do you like them? Why do you go 
back? Is money a big object? How 
do you feel that you’ve been treated? 
How do you want your clients to feel 
like they have been treated? Does 
technology get in the way or is it a 
help? Consider the tablet ordering at 
an Applebee’s, the kiosk ordering at 
a McDonalds, or the self-checkout 
at your local grocery store or home 
building store. Better or worse?

CPA firms value client relation-
ships. The client relationships lead 
to long-term value to the client and 
to the firm. Profitability of the client 
increases with the services offered 
and the satisfaction level obtained. 
The value of the service you provide 
is enhanced by the client service 
you provide. And the client service 
is enhanced by the technology tools 
your people use and the attitude of 
the people involved. Is it time to tune 
up your client service?   ■



8       MAY 2019   ■    www.CPAPracticeAdvisor.com

 By Mary  
Girsch-BockREVIEW: INVENTORY MANAGEMENT SYSTEMS

Inventory: Most Valuable Asset
by Mary Girsch-Bock 

If you sell a product, you need 
proper inventory management soft-
ware. Along with tracking inventory 
levels, a good inventory management 
application can provide business 
owners with the details they need 
to effectively run their business. 
Features such as product movement 
allow business owners to purchase 
inventory accordingly, keeping the 
most popular items in stock, while 
ordering less of those that are not. 
After all, no one wants a warehouse 
full of products that aren’t selling, yet 
thousands of businesses each year 
find themselves saddled with items 
they can’t sell. A good inventory man-
agement application can prevent that.

Inventory management can be 

just as important to manufacturers, 
where an out-of-stock item can hold 
up the entire manufacturing process. 
Service businesses can also benefit 
from a good inventory management 
solution, tracking parts and equip-
ment. Other businesses can utilize 
an inventory management system to 
track computers and other internal 
assets, particularly those issued to 
employees.

The bottom line is that if you own 
any type of inventory, whether it’s for 
resale, utilized in the course of busi-
ness, or provided as part of a service, 
you need to have a method to manage 
that inventory properly.

Today, businesses have the oppor-
tunity to choose from a variety of 

inventory management applications; 
some designed for smaller businesses 
while others work well with multiple 
locations and multiple warehouses. 
The reviews included in this issue 
can be a good starting point in your 
search for the inventory management 
application that is best suited for your 
needs. The products included in this 
month’s Inventory Management 
review include:

  ■ Acctivate Inventory for QuickBooks
  ■ AdvancePro
  ■ Asset Panda
  ■ EZOfficeInventory
  ■ Fishbowl
  ■ inFlow
  ■ WASP Inventory
  ■ Zoho Inventory

As we indicated earlier, various 
businesses use inventory manage-
ment to perform specific tasks. While 
reviewing the above products, we 
looked at a variety of features such as 
deployment options available, mobile 
accessibility, barcode functionality, 
labeling features, kitting capability, 
asset tracking, the option to assign 
multiple pricing levels to inventory 
products, as well as the ability to offer 
separate pricing for different levels of 
customers. We have also included a 
handy chart that displays the avail-

ability of these and other features 
typically desired in an inventory 
application.

If you own or operate a business, 
chances are that inventory manage-
ment software would be beneficial. 
Most of the products reviewed also 
offer a free trial period, making it 
easy to try a product out prior to 
purchasing.

Inventory is one of the most valu-
able assets any business owns. Be sure 
you’re managing it properly. ■

Mary Girsch-Bock is a freelance writer 
specializing in business and technology 
issues and is the author of her first book, 
several HR handbooks, training manuals, 
and other in-house publications. She can 
be reached at mary.girschbock@cpaprac-
ticeadvisor.com

IMAGINE THE FOLLOWING scenario: You spend thousands 

of dollars advertising a new product, causing hundreds of 

people to immediately place an order. The good news is 

that your advertising campaign worked. The bad news is 

that due to a lack of improper inventory control, you find 

yourself with only ten of the advertised items in stock, 

leaving you with ten happy customers and hundreds of 

unhappy potential customers who are now unlikely to 

purchase anything from your business in the future.
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ACCTIVATE INVENTORY X X X X X X X X X X X X X X
ADVANCEPRO X X X X X X X X X X X X X* X
ASSET PANDA X X X X X X X X X
EZOFFICEINVENTORY X X X X X X X
FISHBOWL X X X X X X X X X X X X X X
INFLOW X X X X X X X X X X X X X X
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* OPTIONAL MODULE
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 By Mary  
Girsch-Bock INVENTORY MANAGEMENT SYSTEMS: REVIEW

www.acctivate.com
Designed exclusively for QuickBooks, 
Acctivate Inventory for QuickBooks 
offers complete integration with desk-
top and online versions of the popular 
accounting application. Acctivate offers 
both on-premise and cloud deployment 
and can be used by retail businesses 
and distributors. Along with inventory 
management, Acctivate also includes 
order management and purchasing 
capability.

Acctivate offers numerous mobile 
add-on applications including Mobile 
Inventory Management, Mobile Order 
Picking, Mobile Receiving, and Mobile 
Sales Orders. The Mobile Inventory 
Management add-on offers barcoding 
capability, making it easy to track 
inventory at any location.

Acctivate includes inventory 
dashboards that are fully customizable 
and provide users with easy access to 

vital company metrics such as sales, 
incoming orders, inventory trends, 
and overall profitability levels. Users 
can easily manage inventory from the 
product screen, which offers detailed 
information on current inventory 
levels, inventory on order, inventory 
committed, inventory reserve levels, 
and allowed product substitutions. 
The product allows users to set both 
minimum and maximum inventory 
levels for each product, triggering an 
automatic re-order option when levels 
reach a certain level. The Matrix inven-
tory feature allows users to easy track 
specific attributes for products such as 
color, size, style, or pattern. Users can 
track inventory levels for both single 
and multiple warehouses, and mul-
tiple currency and multiple language 
options are available as well. Users can 
assign multiple product codes to each 
inventory product, and two product 
descriptions can be included for each 

product. Users can choose to track 
products using a variety of methods 
including product name, part number, 
UPC, SKU, or serial number.

Barcoding capability is available 
through Acctivate’s mobile app, which 
makes it easy to check inventory in and 
out. The app also allows users to create 
and print custom barcodes if desired. 
Users can easily attach product photos 
to the product file, along with any 
other documents such as invoices, 
warranties, or notes. The product also 
supports Bill of Materials, Kitting, and 
Assemblies, as well as batch process 
manufacturing.

Acctivate offers multi-tiered pric-
ing, with an unlimited number of tiers 
supported. Users can easily assign 
pricing discounts to specific products, 
or add a discount to multiple products 
that are assigned to a group. Pricing 
can be temporary, such as for sales, 
with an expiration date set. Users can 

also assign special pricing to specific 
customers, and all pricing levels can 
be overridden if desired.  Acctivate also 
supports a variety of inventory valua-
tion methods which include Average, 
Standard, LIFO, FIFO, Landed Cost, 
Added Cost, Management Cost, Vendor 
Cost, and for retailers that use serial 
numbers, Specific Identity.

Acctivate offers more than 70 
standard reports and 30 standard 
documents, with Acctivate users able 
to easily customize any report using 
Crystal Reports. All reports and docu-
ments can be modified with custom 
images and elements, and customer 
documents such as purchase and sales 
orders can be customized as well.

Read the full review  
for this product online at: 

www.CPAPracticeAdvisor.com/ 
21078179

www.advanceprotech.com
AdvancePro Supply Chain Management 
is best suited for mid-sized to larger 
manufacturing, distribution, and 
wholesale businesses, though the prod-
uct can be used in retail businesses as 
well. AdvancePro offers a long list of 
standard modules, with a good selec-
tion of add-on options available as well.

AdvancePro offers users multiple 
deployment options with both on-
premise and cloud-hosted options 
available. A mobile app is also available 
that offers convenient mobile inventory 
management capability and can be 
used with both iOS and Android smart 
phones and tablets.

AdvancePro offers a long list of 
core modules, including Inventory 
Management, Warehouse Manage-
ment, Product Management, Customer 
Order Management, Pricing/Discount 
Management, Customer Relationship 
Management, Purchasing Manage-

ment, Accounting and QuickBooks 
Integration, Reports/Business Intel-
ligence, and Administration. Available 
as an add-on are Manufacturing, AP 
Wireless Warehouse, AP Labels, 
Lot and Serial Tracking, and Web 
Services/E-Commerce modules.

AdvancePro’s Inventory Manage-
ment module offers excellent tracking 
and management capability, with users 
able to track inventory in multiple 
warehouses, viewing inventory levels 
by warehouse or by overall total. Users 
can easily view inventory information 
through the Products tab, where prod-
ucts can be added or edited as well. 
Users can easily transfer inventory 
between locations, and will be noti-
fied when inventory levels drop below 
a pre-determined level. AdvancePro 
also offers real time stock availability, 
so users will always know exactly how 
much inventory is available at any 
moment.

AdvancePro can track inventory by 
lot or serial number, with users able 
to easily assign a lot/serial number 
to a product when it is added into 
inventory. Customers can be assigned 
a default warehouse, and a large num-
ber of orders can be processed using 
the batch process. AdvancePro also 
integrates with both UPS and FedEx 
to simplify the order/shipping process.

The optional Wireless Warehouse-
AP Mobile module syncs in real time 
with the core product, allowing users 
to receive both incoming orders while 
also processing customer shipments. 
Users can use the mobile app to scan 
any product for further details about 
that product, and the optional AP 
Labels module allows users to create 
over 30 types of barcodes using the 
included preformatted label templates.

Users can easily add product 
images to any product file, and can also 
attach documents such as warranty 

details, invoices or notes. AdvancePro 
supports both kitting and full manu-
facturing capability including bills of 
materials, labor cost tracking, and 
build to order. Product assembly is also 
supported, with users able to serialize 
assembly items when completed.

Three versions of AdvancePro 
are available: Essentials, which runs 
$85 per user, per month; Profes-
sional, which costs $130 per user, per 
month; and Enterprise, which can be 
purchased for $14,995 per year, and 
with unlimited warehouse manage-
ment, along with unlimited products, 
vendors, and customers. In addition, 
all add-on modules are included in the 
Enterprise edition.

Read the full review  
for this product online at: 

www.CPAPracticeAdvisor.com/ 
21078178

Acctivate QuickBooks Inventory

AdvancePro Supply Chain Management
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www.assetpanda.com
Asset Panda is a flexible online asset 
management tracking program best 
suited for businesses that have a 
variety of asset types that need to be 
managed. Asset Panda also offers easy 
mobile capability and is compatible 
with iPhone, iPad, and Android smart 
phones and tablets. The mobile app 
offers complete integration with the 
online application and includes easy 
inventory/asset check in and check 
out capability.

Along with complete asset 
management capability, Asset Panda 
recently released four new modules; 
Inventory Management, Purchase 
Orders, Request Tickets and Vendor 
Management. The new Inventory 
Management module enhances 
inventory management capability in 
the application, combining it with its 
asset management platform that can 

be utilized across multiple locations. 
The inventory module also allows users 
to manage inventory in multiple ware-
houses, combine inventory and assets 
into a custom configuration for better 
tracking, transfer inventory levels 
between multiple warehouses, and 
track both assets and inventory using 
a product UPC code, serial number, 
or model/asset name. The product 
also offers a variety of customization 
capabilities, with users able to add 
custom fields to insurance records, 
work orders, and warranty listing 
pages, add custom calculation fields, 
and create both work order and check 
out forms for assets.

Along with standard inventory 
tracking, Asset Panda tracks all 
assets and related information such 
as warranty, insurance policy details, 
repair and maintenance records, and 
depreciation, along with the ability 
to check assets in and out, assigning 

them to employees as needed. Users 
can also add photos, videos and other 
documents directly to any asset 
tracked in Asset Panda. Users can also 
import assets from another application 
directly into Asset Panda if necessary.

Asset Panda’s mobile app allows 
users to easily scan assets in and out 
of the system using the mobile barcode 
scanner. Assets can also be tracked 
using GPS for quick location and Asset 
Panda supports a variety of barcode 
types including QR Codes, EAN-13, 
EAN-8, UPC-A, UPC-E, Code 128, Code 
39, Code 93, and LOGMARS.

 Designed to track company assets 
of any kind, including tools, books, 
equipment, computers, and appliances, 
Asset Panda does not currently support 
a manufacturing environment of any 
kind, and the product is not really 
suited for distributors. Asset Panda 
does not currently offer multiple pric-
ing levels or discount pricing options.

Asset Panda includes a complete 
user guide as well as easy access to 
product help from anywhere in the 
application. A searchable knowledge-
base is available, and users can access 
white papers, the Asset Panda Blog, 
brief product videos and FAQs directly 
from the vendor’s website. Product 
support is available during regular 
business hours, with both toll-free 
telephone support and email support 
options offered.

Asset Panda pricing can be 
obtained directly from the vendor upon 
request, with interested parties able 
to request a free 14- day trial, which 
can be updated to a full subscription 
if purchased.

Read the full review  
for this product online at: 

www.CPAPracticeAdvisor.com/ 
21078177

www.EZOfficeInventory.com
EZOfficeInventory is an online asset 
tracking and inventory management 
application that is designed for busi-
nesses that have a large number of 
assets or internal inventory that need 
to be tracked. Not well-suited for 
retail businesses or online merchants, 
EZOfficeInventory is scalable, with 
three plan levels available, making 
the product suitable for the smallest 
business to enterprise level operations. 
All plans offer a mobile app that is 
compatible with both iOS and Android 
smart phones and tablets.

New features added in EZOfficeIn-
ventory include the option for users 
to acknowledge receipt of an item, the 
addition of custom fields for purchase 
orders, work orders and carts, and an 
optimized reservation process that 
better tracks equipment movement. 
Best suited for businesses that check 

large numbers of assets in and out, 
EZOfficeInventory can be utilized in 
multiple locations, with users able 
to receive an alert when available 
stock becomes low. Users can also 
transfer stock between locations when 
necessary, and GPS technology can be 
utilized to track asset location at all 
times.

EZOfficeInventory offers basic 
inventory tracking, allowing users to 
track inventory from multiple ware-
houses. Users can enter Add Stock 
pricing, as well as pricing for when 
the item is removed, such as during a 
sale. Users can assign a default vendor 
to each stock item, and create a low 
stock total option which notifies man-
agement when stock gets low. Users 
can easily add inventory stock using 
the Request Stock option, and update 
the stock totals when an item is sold 
or transferred to another warehouse. 
Users can also choose to reserve stock 

if desired.
The mobile app allows users to 

track assets at any location, with the 
ability to classify all assets into groups 
and sub-groups if necessary. The app 
is also compatible with an external 
RFID reader that makes it easy to 
scan a large number of assets into 
EZOfficeInventory in seconds.

Users can also create professional 
grade labels in a variety for formats 
using the label designer which is 
included in the application with users 
able to process multiple bar codes on 
a single page.

EZOfficeInventory is optimally 
designed to track company assets 
rather than retail or online sales, so 
kitting, multiple pricing levels, manu-
facturing options or multiple valuation 
options are not available, though item 
bundling is available. The product does 
offer a tool for easy asset grouping, 
making it easy to check in and check 

out multiple assets simultaneously.
EZOfficeInventory offers three 

plans to choose from: A la Carte, which 
is designed for those that wish to create 
a custom plan, and starts at $806.22 
per year; Unlimited Users, which starts 
at $1,620 per year; and Enterprise, 
with supports for unlimited users on 
a private cloud, with Enterprise level 
pricing available from the vendor. 
Users can also download a free, 15-day 
version of the application to try out 
prior to purchasing. All plans include 
the Inventory Management module, 
GPS, Mobile Apps, and Reports and 
Analytics.

 
Read the full review  

for this product online at: 
www.CPAPracticeAdvisor.com/ 

21078176
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www.fishbowl.com
Fishbowl Warehouse is an on-premise 
inventory management application 
available in U.S. and Canadian editions, 
with warehouse and manufacturing 
options available. Designed to integrate 
with QuickBooks applications such as 
QuickBooks Desktop and QuickBooks 
Online, as well as Xero, Fishbowl can 
also be used as a stand-along inventory 
management application as well.

Mentioned earlier, Fishbowl is 
offered as an on-premise solution, but 
users can choose to purchase Fishbowl 
Anywhere, a plugin that offers remote 
access to the application from any-
where. Also available is Fishbowl Go, 
a mobile app that is designed to work 
with iOS and Android smartphones and 
tablets, allowing users to perform stan-
dard inventory management tasks from 
any warehouse. For smaller or online 
businesses that desire complete online 
product access, Boxstorm, an online 

inventory management application 
from Fishbowl is available.

The latest version of Fishbowl con-
tains a variety of product updates and 
enhancements including the addition of 
new reports, various module improve-
ments, a new Work Order module, a 
new Quick Fulfill option, and improved 
address validation.

Fishbowl Warehouse offers com-
plete part tracking, supporting inven-
tory tracking for multiple warehouses. 
The product offers an unlimited number 
of custom fields, with users able to track 
the details they wish. Multi-currency 
capability is offered in the application, 
and the product supports customer 
discounts and variable pricing. Product 
reorder levels can be set in Fishbowl, 
and users can assign a substitute prod-
uct should inventory be depleted prior 
to restocking. The product also supports 
multiple ship-to addresses, and tracks 
complete product history from initial 

purchase order to product sales.
Fishbowl also includes serialized 

tracking of all inventory, with users able 
to track inventory by vendor, lot, revi-
sion, or tag number. Users can also track 
inventory by barcode, using the mobile 
app. Along with barcode tracking, users 
can create and print custom barcodes 
in Fishbowl if desired. Images and other 
documents can be added to any product 
file, and the manufacturing edition of 
Fishbowl includes build-to-order capa-
bility, multi-level bill of materials and 
both standard and configurable kitting 
and assembly capability.

Fishbowl also includes a Pricing 
Rule module in the Sales group that 
allows pricing to be automatically 
adjusted based on variables such as 
order quantity, customer, day, product 
purchased, or average cost. Pricing can 
also be set in tiers if desired. The Apply 
Price Adjustment feature offers a vari-
ety of pricing options with adjustments 

made for markdowns, margin, percent, 
or fixed price and customer groups can 
be created, with special pricing rules 
applied to each group. Fishbowl also 
supports multiple inventory valuation 
methods including LIFO, FIFO, Average, 
and Standard Cost.

Fishbowl Warehouse is a scalable 
warehouse/manufacturing application 
that is well suited for mid-sized to larger 
retail businesses, and online merchants. 
Both Fishbowl Warehouse and Fishbowl 
Manufacturing start at $4,395 per year 
for a single user, with final pricing 
based on pricing based on the number 
of system users and the support plan 
chosen. Fishbowl offers a free 14- day 
trial for those interested in learning 
more about the application.

 Read the full review  
for this product online at: 

www.CPAPracticeAdvisor.com/ 
21078175

www.inflowinventory.com
inFlow Inventory is best suited for 
small to mid-sized retailers and 
online merchants, as well as product 
distributors. inFlow is available as a 
cloud application or can be installed 
on-premise if desired. inFlow also 
offers iPhone and Android apps that 
allow users to check inventory levels, 
check products in and out, and use 
the included barcode scanner. inFlow 
is scalable, with five plans available to 
choose from, including two team plan 
options that are ideal for businesses 
with multiple users.

inFlow Inventory has several 
product additions and enhancements 
over the past year including the abil-
ity to create a sales order from a web 
browser; perfect for those using the 
on-premise version of inFlow. Other 
additions include improved navigation 
for tablet users, the ability to create 
barcodes using inFlow Cloud, and the 

addition of a new History Inventory 
report and a new Work Order report. 
inFlow has also improved serial num-
ber tracking functionality, and most 
recently added the ability to fulfill and 
pay sales orders directly from the web.

inFlow Inventory easily manages 
both retail inventory and internal 
business assets, and supports multiple 
warehouses. Users can assign each 
product or asset to a pre-defined cat-
egory, and custom fields are available 
for users to track other details. When 
adding a product, users can assign a 
default vendor to that product, making 
automatic product reordering simple 
when stock falls below a specified 
number.

inFlow Inventory supports both 
multi-currency and multiple lan-
guages, and a fully customizable dash-
board allows users to track inventory 
and asset details from a single screen. 
inFlow allows users to use serial 

number tracking, and manufacturing 
businesses will appreciate features 
such as kitting, assembly costing, bill 
of materials, and work order process-
ing. Barcode scanning is available 
with the mobile app, and the vendor 
has recently added the ability to create 
and print custom barcodes and product 
images and other documentation can 
be easily attached to any product file.

Various pricing schemes can be 
utilized with inFlow, and users can 
assign multiple pricing levels to each 
product, including a default price, a 
retail price, and a wholesale price, with 
the original product cost tracked as 
well. Bulk pricing and volume pricing 
options are available, and the product 
currently supports multiple valua-
tion methods including LIFO, FIFO, 
and Moving Average Cost, with the 
appropriate valuation assigned when 
the product is initially entered.

Designed for small to mid-sized 

retail businesses and online merchants, 
inFlow Inventory is scalable, with five 
plans available including Essentials, 
which is designed for two users and 
costs $79 per month. Essentials Team 
is suitable for up to five users, and 
runs $139 per month. Advanced and 
Enterprise plans are available as well, 
with users able to receive a discount if 
they pay annually rather than monthly. 
All plans include product updates and 
support. A free, 14- day trial is available 
for those that wish to try inFlow prior 
to purchasing.

 
Read the full review  

for this product online at: 
www.CPAPracticeAdvisor.com/ 

21078174
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www.waspbarcode.com
WASP Inventory Cloud from WASP 
Barcode Technologies is a good fit for 
mid-sized to larger retail businesses. 
Along with excellent inventory man-
agement capability, WASP Inventory 
Cloud also includes Sales, Purchasing, 
and Production capability. WASP also 
continues to offer their flagship on-
premise inventory solution, with three 
versions of the on-premise solution 
available. A mobile app is also included 
in WASP Inventory Cloud that works 
with both iOS and Android smart 
phones and tablets.

Like all WASP applications, WASP 
Inventory Cloud offers an intuitive user 
interface that is designed to integrate 
with other WASP applications. Users 
can easily add a new product in WASP 
Inventory Cloud manually, assigning 
a unique number to each product, or 
have a number assigned automatically. 
A check-in/check-out inventory option 

is also available for businesses that 
assign internal inventory or assets to 
specific locations or employees. Users 
can track inventory by serial number, 
lot number, product name, date, or 
even pallet, and those using another 
inventory system can easily import 
their current inventory list directly 
into WASP Inventory Cloud.

Users can easily set minimum 
and maximum stock levels, handle 
drop-shipments and request notifica-
tion when stock levels drop below a 
pre-determined level, and the system 
can automatically allocate stock to pick 
orders so that it is no longer displayed 
as available.

WASP Inventory Cloud supports 
multiple warehouses, multiple delivery 
addresses, and multiple price tiers for 
all products. Users can categorize 
products into specific groups, and 
multiple pricing tiers are supported as 
well. Each warehouse can be managed 

separately, with notifications set per 
warehouse rather than per product, 
and users can easily adjust inventory 
levels up and down, assigning a specific 
reason for the adjustment.

WASP Inventory Cloud offers users 
a good selection of help and support 
options. A searchable knowledgebase is 
available for users, as is quick access to 
product upgrades and enhancements. 
There are also a variety of on-demand 
tutorials that cover both WASP hard-
ware and software. Additional training 
options such as On-Site and Web-Based 
training options are also available. 
Users can create a support ticket from 
the website or contact support via the 
toll-free number. Email and chat sup-
port options are also available.

WASP Inventory Cloud is a com-
prehensive inventory management 
application that is well suited for brick 
and mortar retail businesses, as well as 
businesses that wish to track internal 

assets and inventory. WASP Inventory 
Cloud is currently priced at $3,495 per 
year for up to five users (with more 
users addable) and includes a mobile 
app for iOS and Android devices. An 
on-premise solution is available in 
Standard, Professional, and Enterprise 
levels, with prices starting at $795.00 
per year for the one-user Standard 
version. WASP also offers a complete 
system solution that includes software, 
hardware, and labels, along with a 
variety of peripheral items such as 
barcode scanners and barcode printers 
available for purchase as well. Those 
interested in any WASP application 
can request a demo directly from the 
vendor if desired.

 
Read the full review  

for this product online at: 
www.CPAPracticeAdvisor.com/ 

21078172

www.zoho.com
Zoho Inventory Management is a cloud-
based inventory control application 
that is part of Zoho’s suite of applica-
tions designed for small to mid-sized 
businesses. Zoho Inventory allows 
users to centralize inventory, a great 
option for those with both brick and 
mortar and online stores. Along with 
inventory management, Zoho Inven-
tory includes warehouse management, 
order management, order fulfillment, 
and multichannel selling capability. 
Great for those that sell products glob-
ally, Zoho Inventory is available in U.S., 
UK, Canadian, Australian, Indian, and 
Global editions.

The latest edition of Zoho Inventory 
includes numerous enhancements 
and additions, including password 
protected report exporting, the ability 
to process partial drop-shipments, the 
ability to add items in bulk, and the 
addition of an Android app that allows 

users to manage inventory from any 
location. The Android app joins the iOS 
app that Zoho has previously offered.

Zoho Inventory contains a user-
friendly dashboard that allows users 
to manage inventory from a central 
location. The dashboard is completely 
customizable, so users can view the 
information they desire. Inventory lists 
can be imported into Zoho from other 
applications, or users can enter single 
items, assign items to a specific group, 
and create a composite item, which is 
a single product that is composed of 
two or more items. Zoho Inventory sup-
ports multiple warehouses, with users 
able to create a main warehouse with 
subsidiary locations, or simply create 
multiple locations. Drop-shipments 
and back orders are easily processed, 
and users can track items using batch 
tracking or serial number tracking. A 
complete item history for any inventory 
item is also available.

Zoho Inventory includes barcode 
scanning capability, but the product 
does not currently offer an option to 
create custom barcodes that can be 
printed in-house. The product includes 
kitting capability using the Composite 
Items feature, and users can also 
perform assemblies by bundling raw 
materials and labor costs together to 
complete the finished product.

The Resources option in Zoho 
Inventory provides users with a variety 
of help and support options including 
in-depth help documentation that 
includes a comprehensive Getting 
Started guide. FAQs, business guides, a 
community forum, and a list of weekly 
webinars can also be accessed from 
the Resources page. Product support 
is available during regular business 
hours, with users able to access sup-
port via the toll-free number provided, 
or via email or chat if desired.

Zoho Inventory is a good fit for 

smaller retail businesses and online 
merchants. Zoho currently offers a lim-
ited free version that works well as an 
introduction to the product. Three paid 
versions offer greater functionality: 
Basic, costs $39 per organization per 
month, and supports up to two ware-
house locations and up to 10 system 
users; Standard, costing $79 per month 
for up to five warehouse locations and 
up to 15 users; and Professional, priced 
at $199 per month and supporting up to 
10 warehouses and unlimited system 
users. All pricing is based on an annual 
payment, with month-to-month 
options running slightly higher. Zoho 
also offers a free 14-day trial for those 
interested in learning more about the 
product.

Read the full review  
for this product online at: 

www.CPAPracticeAdvisor.com/ 
21078173
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4 Strategies for Overcoming Change Fatigue
By Arianna Campbell 

With all of the transformation 
efforts going on these days, firms 
seem to be in the middle of one 
continual change initiative. Your 
team members are understandably 
fatigued for several reasons:

 ■ Change is hard. Change always 
requires work, especially at first. 
Whether you implement new 
technology or new processes, until 
your people learn new ways to 
complete tasks, it takes more work 
and time.

 ■ Problems occur. Some of the 
changes you implement won’t 
work as planned. Your team will 
be tasked with the challenge of 
figuring out what went wrong and 
how to solve the issues.

 ■ Change is continuous. Evolving 
economic demands, professional 
requirements and client expecta-
tions mean change is never going 
to stop. That fact alone can cause 
people to become discouraged.

Recently, I had a conversation 
with a firm leader who wanted to 
discuss opportunities that could 
be leveraged in the coming year. 
However, their firm just finished 
implementing new tax prep soft-
ware, and the team wants to take a 
break from change for a year or two. 
As understandable as this feeling is, 
we need to push back against the 
instinct to pare down the number 
of initiatives or slow down the pace 
of change. Firms who wait a year 
or two between projects will fall 
behind the firms that push through 
the discomfort. Here are four ways 
to overcome change fatigue in your 
firm.

#1. RECOGNIZE AND 
ADDRESS CHANGE 

FATIGUE
I am sure you have heard the Wil-
liam Pollard quote, “To change is 
difficult. Not to change is fatal.” This 
is especially true in a rapidly changing 
environment. We need to get to the 
point where change is the expectation 
instead of the exception. We must 
challenge change fatigue in a way 
that helps people to see the benefits 
that outweigh the perceived pain of 
constant change.

Tune into WIIFM (what’s in it for 
me?) and help your people see what 
they stand to gain from the proposed 
changes. We need to empower people 
to be change agents who are partici-
pating and driving the change in the 
firm instead of just being impacted and 
disrupted by it.

Also, identify whether everyone in 
the firm really has change fatigue or if 
it is just a handful of people who are 
more vocal about their discomfort. If 
it’s just a handful of people, address 
them directly. In most cases, change 
fatigue is not a firm-wide feeling. Paus-
ing change efforts to accommodate a 
small group of people who are averse 
to change is a costly mistake. Find 
your change supporters and let their 
momentum drive change forward.

#2. HAVE A PLAN
Without a plan that allows 

you to pace yourself, there is no 
method to the madness, and you have 
no true vision of what you want to do. 
With a plan, you know what your end 
goal is, and you know when you’re off 
course. This prevents you from spin-

ning your wheels and wasting time 
on efforts that aren’t actually pushing 
you forward.

Every change you initiate, regard-
less of size, needs to begin with a plan 
and intended outcome. Document 
and communicate a clear, concise, 
and concrete end goal that can be 
understood by everyone on your team.

#3. IMPROVE 
COMMUNICATION

During intense change, communica-
tion is essential. Take time to address 
why change is necessary, how your 
team’s priorities might shift, what 
actions people can take to prepare, and 
project goals and progress. Remember, 
sometimes the same information 
needs to be communicated several 
times before it can be absorbed, so 
share your message multiple times 
and in multiple ways.

Communication involves listening, 
not just telling. So discuss initiatives 
with employees – not at them. Then, 
check for understanding. Make sure 
people can answer why the firm is 
changing and where the transforma-
tion will lead them. If employees don’t 
have realistic expectations, you’ll have 
a difficult time getting – and keeping 
– them on board.

#4. TRACK PROGRESS 
AND CELEBRATE 

MILESTONES
Once everyone on the team is crystal 
clear on the goals, you need to moni-
tor progress toward achieving those 
goals. Employees need to know how 
their work and efforts are contributing 
to the company’s future, especially in 

times of change.
Build in successes early in the 

process by identifying and solving 
less difficult challenges early on, 
highlighting and celebrating those 
milestones. This keeps the momentum 
going. Recognize the people and team 
who contributed to implementation 
throughout the process.

Everyone knows change is hard, 
but it’s also necessary. Change fatigue 
is a mindset, rather than an actual 
physical roadblock that holds you back. 
In a time when client needs and wants 
are evolving faster and faster, your 
firm cannot survive without people 
who are enthusiastically transforming 
at the same speed. You cannot afford 
to hit the pause button.

Keep your eye on the ball and keep 
moving forward. We understand it’s 
scary. Be afraid, be unsure, but do it 
anyway.  ■

As a director for Boomer Consulting, Inc., 
Arianna Campbell helps 
accounting firms challenge 
the status quo by leading 
process improvement 
initiatives that result in 
increased profitability and 
client satisfaction. She also 
facilitates the development 
and cultivation of future firm 
leaders in The P3 Leadership 
Academy™. Internally, 
she blends concepts from Lean Six Sigma and 
leadership development to drive innovation and 
continuous improvement within the company. 
Arianna also enjoys the opportunity to share 
knowledge through regular contributions to the 
Boomer Bulletin and other industry wide publi-
cations, as well as public speaking at industry 
conferences.

EYE ROLLS, SHORT tempers, disengagement during group discussions and team meetings, 

and an increase in complaints. When your firm is working hard to transform and remain 

relevant in an ever-evolving profession, these signs of change fatigue can cause your 

initiatives to suffer.
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 NICHE PRACTICEBUILDING YOUR

By Jean Caragher 

How to Revive Your Marketing Efforts After Tax Season

5 Ways Accounting Firms Can Attract Food Store Clients
By Becky Livingston 

 ■ Networking
 ■ Upgrading Website
 ■ Social Media

This is the perfect place to start 
reviving your marketing efforts.

INCREASE YOUR NET-
WORKING ACTIVITIES
Begin with your current referral 
sources. Prioritize your list and arrange 
breakfast and/or lunch meetings. While 
I recommend three meetings per week, 
establish a realistic goal that will work 
for you. One referral source meeting per 
week is better than none.

Depending upon the number of 

referral sources in your network you’ll 
need to add attendance at networking 
functions to your plan.

In The Sales Bible, author Jeffrey 
Gitomer recommends we ask ourselves:

 ■ Where do I network now?
 ■ Where should I network?
 ■ Where do my best clients network?
 ■ What are three organizations I should 
investigate and possibly join?

 ■ How many hours a week should I 
network?

 ■ Who are five prime people I want to 
meet?

 ■ What are my first-year networking 
goals?

 ■ Do I have the networking skills I need?
 ■ Do I have networking tools?
 ■ Who is great at networking that I can 
call and get help from?

Networking is a long-term market-
ing strategy. Done consistently it will 
result in increased visibility and new 
business leads.

UPGRADE YOUR WEBSITE
According to research conducted by 
Greenfield Belser, 76 percent of survey 
respondents say they are likely to be 
influenced by the quality of professional 
service firm websites. Fifty percent put 
professionals on their short list based 
on the information included on the 
websites.

Clients, prospects, referral sources, 
employees and potential employees – 
basically everyone responsible for the 
success of your firm – are visiting your 
website. Here are seven suggestions for 
upgrades:

 ■ Check for broken links and fix them. 

them.

RESEARCH SIC 
CODE 5411

This code is used for supermarkets and 
grocery stores; however, if you’re look-
ing to connect with organic stores, there 
may be a sub-SIC code. Once you’ve 
identified the SIC code(s) you most 
want to target, request a Hoovers, Lexis 
Nexis, or Dun and Bradstreet report on 
the stores, with contact information, 
annual revenue, store locations, and 
more.

Then use a multi-pronged marketing 
approach to reach out to them, including 
a print (e.g., postcard, promotional item, 

or media kit) and an email campaign 
that focuses on one of their pain points 
and how you can solve it. Then, touch 
base with the contacts about those 
communications and to schedule a free 
consultation or to encourage a registra-
tion for a free webinar or local business 

event you’re hosting.

SHAKE HANDS
Word of mouth is a great 

way to reach new clients. Consider host-
ing an event with a buy-one-bring-one 
promotion, where one paid attendee 
may bring another for free. Feature 
one or more of your other clients that 

could also offer services food stores 
might need, such as lawyers, bankers, 
and event planners. Make the presenta-
tion fun by featuring pain points using 
bullet points, charts, and graphics 
featuring foods and beverages. Consider 
a call to action at the end of the event 
to schedule a meeting or to get more 

information.

LEAD GENERATION 
CONTENT

Reaching your target market organically 
can be hard, especially if you don’t have 
engaging content and landing pages to 
capture their information. What’s a 
CPA to do? Develop content that will 
draw food store clients toward your 
brand, with topics such as cash flow 

IF YOU’RE LIKE most small firms your marketing activities were placed 
on the back burner while you studied the TCJA and translated the new 
law for your clients this tax season. Take a breath – or a well-deserved 
vacation – and then dust off your marketing plan to update your 
goals and strategies.According to Gear Up for Growth: The Marketing 
Trends Manual for Accountants three of the top marketing activities 
that firms with 2-50 professionals plan to increase are:

IF YOUR FIRM is adding or expanding food stores to its industry 
clients, here are five marketing munchies you can use to attract 

Building Your  
Niche Practice  

is sponsored by  
Intuit QuickBooks.

Each month we explore the 
advantages and intricacies 
of developing and growing 

a niche practice.  
This month we’re examining 

what it takes to serve the niche 
of retail food stores.

RESOURCES FOR 
THE FOOD STORE 

ACCOUNTANT
•  National Association 

of Convenience Stores 
(NACS)  newsletter: 
https://bit.ly/2Y9kh8W 

•  Changes at the Checkout 
- from Convenience 
Store Decisions:  
https://bit.ly/2Lg7gc8 

•  Modern Times Call 
for Modern Payment 
Systems - from 
Convenience Store 
News::  
https://bit.ly/2H0akDF 

•  How Direct-to-Consumer 
will Redefine Grocery - 
from Progressive Grocer:  
https://bit.ly/2JivVtK
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Broken links – the ones that bring you 
to a page that says “404 error” – are 
frustrating and impact search engine 
optimization (SEO), user experience, 
and conversion.

 ■ Revise your text and use short 
sentences and short paragraphs. This 
makes your website easier to read.

 ■ Add headshots of your team 
members to your bios. This will make 
your website more personal and help 
visitors put a face to a name.

 ■ Optimize your website for mobile 
devices. Mobile browsing is becoming 
more common and this also helps 
with SEO.

 ■ Optimize page speed. According to 
Google, 53 percent of mobile site 
visitors leave a page that takes longer 
than three seconds to load.

 ■ Add landing pages to promote 
specific services, events or offers. 
A landing page is any page on the 
web on which one might land that 
1) has a form and 2) exists solely 
to capture a visitor’s information 
through that form.

 ■ Include a call-to-action on every 

page, including blog posts. A call-
to-action is an image, button, or 
message that calls website visitors 
to take some sort of action.

This list is not comprehensive but 
provides a good start.

BOOST YOUR SOCIAL 
MEDIA PROFILE
When it comes to social media there 
are many options: LinkedIn, Face-
book, Twitter, YouTube, Instagram, 
Pinterest, Google+, you get the idea. 
It’s important to create a realistic 
social media strategy that supports 
your marketing goals and you are 
committed to updating.

Since LinkedIn is the most 
business-oriented social media 
platform let’s spend our time today 
focused on it. Here are five LinkedIn 
profile updates to make right now to 
enhance your business development 
efforts:

 ■ Headshot and Custom Background: 
Your headshot needs to look 
professional with your face looking 
forward, making up about 75 percent 

of the frame. Replace your custom 
background with an image that 
reinforces what you want people 
to know about you. This image 
could promote your firm’s brand, a 
marketing campaign, or event, for 
example.

 ■ Headline: Your headline needs to 
concisely communicate who you 
help and how you help them.

 ■ Summary : L ike your custom 
background, your summary needs 
to tell readers what you want them 
to know about you. Focus on your 
target markets, areas of specialty 
and write it in first-person.

 ■ Custom URL: A custom URL will 
help to increase the overall visibility 
of your LinkedIn account and will 
make it easier for you to share how 
to find you on LinkedIn. For example, 
you can find me at www.linkedin.
com/in/jeancaragher.

 ■ Content: Include two to four pieces 
of content. This can include docu-
ments, photos, videos, presentations, 
and brochures.

Once you’ve updated your profile 

you can expand your LinkedIn pres-
ence by:

 ■ Writing posts on a consistent basis. 
CoSchedule recommends one 
LinkedIn post per day.

 ■ Writing articles.
 ■ Liking and sharing posts.
 ■ Joining and participating in groups.

Increasing your networking, 
upgrading your website, and boost-
ing your social media profile, three 
solid ways to revive your market-
ing efforts after tax season. Don’t 
attempt to implement everything in 
this article at once. Rather, create a 
plan and execute one activity at a 
time. ■

Jean Marie Caragher is president 
of Capstone Marketing, providing 
marketing consulting services to 
CPA firms. She is the author of  The 
90-Day Marketing Plan for CPA 
Firms: How to Create the Roadmap 
for Your Firm’s Growth and Gear 
Up for Growth: The Marketing Trends Manual 
for Accountants. For more information contact 
her at 727.210.7306 or jcaragher@capstone-
marketing.com.

management, inventory control, 
employee classification, product 
theft, payroll fraud, embezzlement, 
multi-state employees, and more. 
Once you have the content created 
in several media formats (graphics, 
photos, video, and/or text), share it 
with them using a landing page that 
has a simple form to capture more 
information, such as first name, last 
name, company, email address, and/
or phone number. Once captured, 
follow up with relevant leads within 
a few days with a call or an email.

BRAGGING 
RIGHTS

Testimonials can be a powerful way 
to draw in new clients. Ask existing 
clients for testimonials about a way 
in which you helped them with 
a specific pain point. Share that 

information in social media and 
place it prominently on your website. 
If you’re using WordPress, there are 
several testimonial plugins you could 
use to display a series of testimonials 
on your site. Another way to create 
visual testimonials is a video cre-
ation tool—there are many free ones. 
Imbed photos, overlay some music 
and text, and bam—you have a video 
that may be uploaded to Facebook, 
shared on YouTube, or included in a 
referral campaign to existing clients.

SEARCH 
ENGINES AND 
VOICE SEARCH

Listing your firm’s information on 
Google and Bing’s business listing 
service is a great place to start to 
increase your organic search rank-
ing. Those listings appear in search 

results on the first page before 
organic listings. In your listing add 
keyword phrases, such as “grocery 
store accounting firm since [enter 
year],” “specializing in organic food 
markets for more than [enter number 
of years],” “your local food store 
accounting firm,” or include “food 
stores” or “grocery stores” in a list of 
industries you serve.

When it comes to voice search, on 
your website’s About Us, Services, or 
Contact Us page, include one or more 
of these keyword phrases in keyword 
meta tag (located within the site’s 
code), “local food store accounting 
firm,” “grocery store accountant,” 
“grocery store accounting firm,” 
“local food market CPA,” and “organic 
food store accountant.”

According to Google’s Ad keyword 
planner tool, the phrases “grocery 

store,” “organic food store,” and “food 
store,” each respectively has between 
1 – 10 million, and 10,000 – 100,000 
searches within the U.S. monthly. 
Plus, there is low competition for 
those terms organically or via 
paid ads over the past 12 months. 
(Search results for those terms was 
conducted on April 14, 2019.)

Now that you have these five 
marketing munchies, which will you 
begin implementing today to reach 
the food store clients you desire? ■

Becky Livingston has over twenty-
five years’ experience in marketing 
and technology in financial services 
and engineering firms. She is the 
President and CEO of Penheel 
Marketing, a boutique marketing 
firm specializing in social media 
and digital marketing for CPAs.
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Survey Finds Stong Demand for New Hiring  
By Isaac M. O’Bannon, Managing Editor 

There is demand for full-time 
workers, as 50 percent of human 
resource managers say they cur-
rently have open positions for which 
they cannot find qualified candidates. 
However, there are candidates ready 
to take on those roles. Across all 
skills levels, 32 percent of workers are 
looking to change jobs in 2019. When 
asked why they left their last job, 

employees cited 
low compensation 
or a lack of benefits 
(15 percent) and 
poor company 
culture (10 percent) 
as the reason for 
leaving.

 ■ 2019 Hir ing By 
Numbers

“The employ-
ment outlook is 
positive with 40 
percent of employ-
ers looking to hire 
full-time, per-
manent employ-
ees,” said Irina 
Novoselsky, CEO 
of CareerBuilder. 
“While a skills gap 
has created an 
environment where 
employers are hav-
ing trouble finding 
qualified talent, 
employees’ and 
companies’ mutual 
dedication towards 
competency-based 
training indicates 
we have made 
leaps and bounds 
toward eliminating 

these obstacles; we’ve found that 59 
percent of employers plan to train 
and hire workers who may not be 100 
percent qualified but have potential.”

EMPLOYMENT AND HIRING 
TRENDS TO WATCH 

 ■  Candidates’ soft skills are increas-
ingly important when applying 
to jobs. Ninety-two percent of 
employers say soft skills, including 
interpersonal skills, communication 
abilities, and critical thinking, will be 
important in determining whether 
they will hire candidates. Eighty 
percent also said that soft skills 
would be equally or more important 
than hard skills when hir ing 
candidates, since specific technical 
skills are necessary for some jobs. 
The top skills that employers will be 
hiring for in 2019 are the ability to be 
team-oriented (51 percent), attention 
to detail (49 percent), and customer 
service (46 percent).

 ■ Opportunities for job seekers are 
available year-round. Fifty-one 
percent of hiring managers recruit 
throughout the calendar year for 
positions that may open up later on. 
Of those who continuously recruit, 
55 percent say this reduces their 
time-to-hire and 42 percent share it 
reduces cost-per-hire.

 ■ Companies and job seekers are 
willing to invest in tech training. 
Fifty-five percent of employers 
believe that, on average, 50 percent 
or more of all jobs include tech 
requirements, and 56 percent have 
paid for employees to get skills-based 
training outside the office, so they 
can move up to a higher-skill job 
within their organization. However, 

66 percent of employees say their 
company does not offer educational 
opportunities or workshops outside of 
work hours to teach them new skills 
they could use in their jobs. Of those 
employees, 73 percent say they would 
be somewhat or extremely likely to 
participate if such opportunities 
were offered.

 ■ Convenience and culture may be 
more important than compensation. 
Employees cite factors like location 
(56 percent), affordable benefits 
plans (55 percent), job stability (55 
percent), a good boss (48 percent), 
and good work culture (44 percent) 
as more important than salary when 
considering a position.

 ■ Compensation is on the rise. Twenty-
nine percent of employers expect 
the average increase in salaries for 
existing employees to be five percent 
or more in 2019 compared to 2018.

RECRUITING TRENDS TO 
WATCH 

 ■  The job seeker experience is para-
mount: HR managers (36 percent) 
cite improved user experiences 
for candidates, employees, and 
hiring managers as a top priority for 
recruitment and HR management 
going into 2019.

 ■ Efficiency is critical: HR managers 
also say helping recruiters to be more 
efficient in filling roles faster with 
higher quality candidates (29 percent) 
and expediting background checks 
(24 percent) are seen as top priorities 
for recruitment and HR management 
going into 2019.

 ■ Streamlined communication: Twenty-
two percent of HR managers believe 
technology will be most beneficial 

in helping manage and maintain 
regular communication with job 
candidates during the application 
process. To simplify the process, 
CareerBuilder’s new TD Companion 
App enables hiring managers to com-
municate directly with candidates 
through text message and email.

 ■ Speak the same language: Recruiters 
speak one language and candidates 
speak another; it’s no wonder 
39 percent of HR managers say 
technology would be most beneficial 
in helping with sorting through 
applicants to identify top candidates 
and remove candidates that are not 
qualified. CareerBuilder has crossed 
the language barrier with the use of 
AI and semantic search to halve the 
applicant to hire ratio.

 ■ Perfecting the process: Bad hires 
can negatively affect companies, 
and the main ways they impacted 
employers’ businesses last year were 
less productivity (28 percent), they 
negatively impacted employee morale 
(25 percent), and they drove up costs 
for recruiting and training other 
workers (24 percent). Additionally, 
employers who have had a bad hire 
affect their business in the past year 
estimate the average cost of a bad 
hire is more than $18,700.

TOP AREAS FOR HIRING 
As new technologies are constantly 
introduced, legacy industries are 
being transformed and the need for 
workers with specialized, high-tech 
capabilities is on the rise.

 ■ In Demand Areas for Hiring
 ■ Jobs tied to skilled labor: 25 percent
 ■ Jobs tied to data analysis: 21 percent
 ■ Jobs tied to digital marketing: 12 

percent
 ■ Jobs tied to cyber security: 11 percent
 ■ Jobs tied to AI and machine learning: 

10 percent
 ■ Jobs tied to healthy living: 10 percent ■

MORE THAN 40 percent of employers plan to hire full-time, permanent employees this year, 
and 47 percent plan to recruit part-time workers. Hiring for full-time employees and part-time 
or contract workers is on par with the 2018 report, which was 44 percent and 51 percent last 
year, respectively. That’s according to data from an annual study by CareerBuilder.
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24 Million Americans Would Rather 
be Entrepreneurs  

FreshBooks partnered with leading market research 
provider Dynata to collect data from more than 3,700 Ameri-
cans who work full time—either as traditional employees, 
independent professionals or small business owners.

“Tens of millions of Americans have told us that their 
‘dream job’ is to work for themselves,” said Mike McDer-
ment, co-founder and CEO at FreshBooks. “But this is a scary 
proposition for most because the world is in many ways not 
ready for them. The good news is that the payoffs—both 
financial and otherwise—are real. It’s a big part of our job, 
for those just starting out and those who’ve been at it a 
while, to help entrepreneurs realize their full potential.”

Key findings from the report include:
Self-employment is the new American dream— but millions are 
‘stuck’ on the sidelines. What’s holding them back?
24 million Americans—more than the population of 
Florida—want to work for themselves by 2021. There is 
no doubt a significant mindset shift underway; however 
millions of aspiring entrepreneurs say they face barriers 
to making the switch:

 ■ 35 percent worry about inconsistent income
 ■ 28 percent don’t have the cash to invest or need to pay 

down debt first
 ■ 27 percent lack a complete business plan
 ■ 27 percent worry about earning less money
 ■ 20 percent don’t want to give up health benefits

Self-employed Americans are happier, healthier and have no desire 
to return to a ‘regular job’ anytime soon
The study sheds light on why so many want to be their own 
boss. Currently, Americans who work for themselves report 
high levels of satisfaction and well-being:

 ■ 96 percent have no desire to return to a ‘regular job’
 ■ 7 in 10 (or 70 percent) say they have better work-life 

balance
 ■ 61 percent would be happy with their achievements if 

their career ended today
 ■ 55 percent say they have less stress
 ■ 54 percent say they are healthier
 ■ 27 percent spend more time outdoors and travel more

Career control is the #1 reason driving people to self-employment
What is it exactly, that motivates people to abandon the 
security of a 9-to-5 job and a regular paycheck? The major-
ity of people aspiring to work for themselves are seeking 
freedom, flexibility and control:

 ■ 65 percent want to choose when they work
 ■ 56 percent want to choose how hard they work
 ■ 48 percent want control over their own career 

development
 ■ 47 percent want control over where they work
 ■ 1 in 3 (or 31 percent) simply don’t like reporting to others

Small businesses (and their owners) are getting younger 
Two years ago, the ‘typical’ self-employed professional 
was a tail-end Baby Boomer, but we’re fast approaching 
the point where Millennials become the dominant self-
employed workforce. This is not simply due to changing 
demographics, but also because Americans are choosing 
to become entrepreneurs earlier in their careers. The age 
of new business owners in the U.S. has dropped by 4 years 
(from 38 to 34 years old) since 2017.
College education is becoming less of a prerequisite 
Should current trends persist, we might soon see the major-
ity of self-employed Americans thriving without the benefit 
of a college degree. Over the last two years, the number of 
self-employed professionals with a college degree dropped 
by 8 percent. Among small businesses founded in the last 
two years, there’s no difference in revenue comparing those 
with and without college degrees.
Self-employed Americans typically earn more money and are more 
productive after making the switch
While 63 percent of self-employed Americans believe money 
is less important than quality of life, 55 percent say they’re 
earning more of the green stuff working for themselves. 4 
in 10 work fewer hours but are more productive.
A Small Business Brain Drain might be on the horizon 
Who’s most likely to be eyeing self-employment within 
the next two years? Contrary to popular belief, those most 
eager to leave traditional work are not looking to escape 
large corporations or cubicle farms. Actually, the opposite 
appears to be true. A much higher proportion (35 percent) 
of employees working at companies with less than 50 
employees want to work for themselves within the next two 
years, compared to only 25 percent of employees at larger 
companies. This corresponds with another key research 
finding: small business owners currently struggle with 
finding talented staff or contractors more so than any other 
challenge, including finding new clients. ■

A new report shows that 24 million Americans want to leave traditional employment 
to become their own boss by 2021, but face barriers to making the leap. The report, 
“Self-Employment in America Report 2019,” was commissioned by FreshBooks, a 
maker of cloud small business accounting software.

A Year in the Life of a PAYROLL 
Accountant is sponsored by

By Isaac M. O’Bannon, Managing Editor 
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THE FIRM GROWTH ADVISOR

PROMINENTLY DISPLAY YOUR 
CREDENTIALS.
Accountants have a chance to earn many 
certifications (here’s a list of 34 accounting 
and tax certifications https://bit.ly/2V4esrl 

and there are even more software certifications to 
earn https://bit.ly/2V4eXBJ). Once you’ve earned 
them, display them prominently to differentiate 
your firm and staff from your competition.

We recommend placing a ribbon (a thin 
horizontal section) on your home page as well 
as creating a row of them under your partner 
and staff bios on your “About” page. The www.
crulliance.com website has a good certification 
ribbon that features the vendor brands they work 
with, memberships, and the certifications they’ve 
earned:

If possible, try to position the ribbon so that 
it’s “above the fold,” meaning you don’t have to 
scroll to see it. This term originated with print 
newspapers: any big news should have a headline 
in the top half of the paper so that it’s seen before 
it’s folded.

PRESENT THE FAQS.
FAQ stands for Frequently Asked Ques-
tions. It’s a web page you can add that 
helps to answer common questions 
about your firm. An easy way to start is 

to write up the top 10 questions your receptionist 
gets asked with answers into a FAQ web page.

You might have noticed that more and more 
Google search results include one or more answer 
boxes relevant to your search. Google selects what 
it thinks is the best answer to the searcher’s ques-
tion and displays the web page with the snippet 
of the answer. This is prime search real estate to 
have so that your site can dominate more of the 
search result page.

It’s worth spending time on deeper questions 

and putting them on your site in Q&A format so 
Google can find them. You can also add them to 
the new Q&A feature on Google My Business.

LET CLIENTS SET THEIR 
OWN APPOINTMENTS.
Apps like Calendly and ScheduleOnce 
allow you to delegate your appoint-
ment-setting. Once you have the app 

set up, add a website button labeled “Schedule 
an Appointment” with the appointment link and 
let clients self-serve. ScheduleOnce has saved 
me about $20K in admin labor, plus clients like 
having control over choosing the best time as well 
as making changes without having to call.

MAKE FRIENDS WITH 
GOOGLE THROUGH 
SCHEMA.
Schema is a huge advantage for 
improved search results. It’s code 

that labels items on a web page, such as busi-
nesses, people, and services. It allows Google to 
understand the context of the content on your site. 
Schema is invisible to users and doesn’t affect the 
visual aspect of the site. Here are two articles I’ve 
written about Schema:

 ■ Managing Your Online Influencer Presence in 
Google https://bit.ly/2DTYgDa

 ■ Structured Markup (which is another term for 
Schema) https://bit.ly/2VIfBt2

Read more about Schema in general here: 
https://schema.org/.

COMMUNICATE WITH 
VIDEO.
Videos get far higher ROI than text 
or graphics formats. Plus, they don’t 
have to be long or professionally shot. 

Video lengths can range from 10 to 90 seconds. 

The biggest thing is you don’t have to be in them!
Firms that embrace video have an edge since 

most firms don’t know how to get started. And 
while it’s easy to get started, there are many 
guidelines about tools, format, length, content, 
sound, live vs. recorded, and placement that 
you’ll want to learn to optimize your marketing 
spend.

Here’s one course by the author starting in 
late June where you can learn more about video: 
https://bit.ly/2H5NFHt

SPEED UP THE MOBILE 
EXPERIENCE WITH AMP.
AMP stands for Accelerated Mobile 
Pages and is a technical feature that 
should be added to all website pages. 

It’s code that allows web pages to load faster for 
mobile purposes.

Nearly half of all users will see your website 
on a mobile device, and every millisecond counts. 
See how long it takes your site to load on mobile 
(and desktop for that matter; we use the free 
GTMetrix https://gtmetrix.com/). We aim for 
about three seconds on the sites we build. If 
your site takes longer than five seconds to load, 
call your webmaster and ask to have the speed 
increased.

SAVE ONBOARDING TIME.
Post generic intake forms like tax 
organizers and ACH authorizations 
in PDF format online so the client 
can easily download them, complete 

them and send them back. Every website has a 
library area where forms can be stored. Collect 
all of your forms and add links to them on your 
site to save on customer service time.

Try any one (or more) of these ideas, and let 
me know which one you like best. ■

MAY IS THE perfect time of year to finalize your marketing strategy for the rest of 2019. 

Your website is the centerpiece of your digital presence; its 24/7 worldwide reach is the 

perfect place to make a few tactical upgrades to increase your chances of success. Here 

are seven ideas for your consideration.

Profit-Focused Bells 
and Whistles to Add  
to Your Website
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According to survey results from The Finan-
cial Brand published in September, 2019, 41% of 
U.S. banking customers use at least one financial 
app, primarily in the areas of personal financial 
services, budgeting and saving, investment advice 
including robo-advisors, and lending services. We 
surveyed members of the CPA Practice Advisor 
community to find out what financial planning 
apps they like best.

Samantha Mansfield, director of professional 
development and community at CPA.com, told 
us, “Part of financial planning is budgeting, and 
I really like Every Dollar app. Simple to use, it 
allows tracking of every dollar spent to give a 
real record of actual spend. The customization 
of categories is good, it’s easy to roll your budget 
from month to month and see totals at any given 
time.” Every Dollar is created by David Ramsey’s 
companies, The Lampo Group and Ramsey 
Solutions.

Randy Johnston, executive vice president at 
K2 Enterprises and CEO of Network Management 
Group, Inc., recommends Wealthfront. Operated 
by Wealthfront Advisors LLC and Wealthfront 
Brokerage LLC, the app provides a high interest 
savings account you can use to help meet your 
savings goals. Are you setting aside money for 
an emergency fund and want the funds to earn a 
nice return but be very liquid? Wealthfront might 
be the solution you’re looking for. You can also 
find planning advice, investment options, and 
you can open a line of credit at Wealthfront. You 
can start your savings account with as little as 
$1. Once your funds reach $500, you can consider 
opening an investment account.

If you’re looking for a financial planning app 
that incorporates investment analysis, the ability 
to create personal financial profiles, comprehen-
sive reports and charts, and tax computations all 
in one place, Johnston recommends Planmode 
Financial Planning. Produced by Sawhney Sys-
tems, a Princeton, NJ-based company that has 

been developing financial planning software for 
more than 30 years, Planmode allows you to set 
up your own financial goals and then develop a 
plan to achieve them. “It is an integrated financial 
planner that incorporates income, expense, and 
tax integration,” said Johnston.

You can use U-Nest to help save and organize 
funds for a college education. Also recom-
mended by Johnston, U-Nest allows you to set 
up a monthly contribution 
plan, incorporate gifts 
from friends and family 
members, and manage a 
529 college savings plan.

Do you have a global 
portfolio? Pushkar Bhoo-
palam, head of the Tax 
Practitioners Segment at 
Thomson Reuters, recom-
mends MoneyControl. “It 
has all the information 
required for markets trad-
ing in one place: historicals, 
news, asset trends, industry 
trends, etc. MoneyControl has helped me invest 
without the need for a private wealth advisor.” 
With MoneyControl, you can track the latest 
updates on global financial markets. A recent 
upgrade has met with some negative reviews on 
the user interface, but we expect these issues will 
be addressed soon. Many reviewers claim this 
is the best app available for tracking the Indian 
markets.

Are you just getting started with investing? 
Stacy Kildal, founder of Kildal Services LLC, 
and co-creator and host of the QBOShow.com, 
suggests you try Acorns and Stash. “We’ve been 
using Acorns and Stash to do ‘spare change’ 
investing since each came out. We won’t be able 
to retire with either, but both are no brainer ways 
to do simple investing,” said Kildal. Featured as 
an Apple App of the Day this Spring, Acorns lets 

you set up a monthly investment plan for as little 
as $1 per month, similar to Stash. You can open 
an account and begin investing at both Stash 
and Acorns with as little as $5. Invest in ETFs 
and stocks, and learn about the funds and how 
to make investment decisions as you go.

Joshua Lance, CPA, CGMA, managing director 
of Lance CPA Group, recommends Betterment. 
“It’s a great app to automatically transfer money 
to an investment account. Simple easy to use 
and I really like some of the automatic tax 
features it has like tax loss harvesting.” Lance 
also recommends Personal Capital. “I love this 
app because I can see my whole financial picture 
at a glance and it’s easy to understand how the 
financial planning that I have done sets me up 
for the future.”

Caleb Jenkins, EA, CQP, leader of client 
accounting services at RLJ Financial Services, 
Inc., told us, “I use HD Vest eMoney to create 
goals and plans for my financial future, and I can 
track my spending and all my investments using 
this app. It has some really helpful forecasting 
reports to create accurate goals and plans for 
the future.”

If you’d like an app that provides a single view 
of all of your assets and liabilities at a glance, 
Sandra Wiley, president of Boomer Consult-
ing, Inc., recommends Mint Personal Finance. 
“It’s still my favorite for aggregating all of my 
accounts in one easy-to-see location.” Michelle 
Walsh, vice president of client services at XCM 
Solutions, LLC agrees. “Mint is very easy to use 
and allows you to see everything in once place!” ■  

Financial Planning
DO YOU TRUST your money to financial apps? I know many people who find 

online banking risky and won’t use online investing and planning services, but 

others have gotten over the hump of trusting online financial services. As these 

services constantly remind us, they wouldn’t be in business for long if they didn’t 

have the utmost security.
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WITH BUSY SEASON over, now is an 

opportune time to take a fresh look 

at your staff and hiring practices. A new 

hire who doesn’t work out is a drag on budgets, 

morale and accounting managers’ time. That’s why supervisors often 

include on the job description and posting an extensive checklist of must-have skills and 

experiences. Yet in today’s climate of extremely low unemployment among accounting 

and audit professionals, it’s risky to hold out for an applicant who ticks every single box.

4 Tips to 
Overcome 
Hiring 
Challenges 
& Keep Your
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10 WAYS TO IMPROVE EMPLOYEE RETENTION
Every area of the employer-employee relationship in your organiza-

tion deserves your attention. Embrace these key strategies to 
improve your organization’s employee retention and boost employee  
satisfaction:

Onboarding and orientation 
— Every new hire should be set up 
for success from the very start, from 

the first day of work to the first week and 
beyond. The job orientation is just one 
component of onboarding, which can 
last for weeks or months, depending 
on your organization. Aim to develop 
an onboarding process where new staff 
members not only learn about the job but 
also the company culture and how they 
can contribute and thrive, with ongoing 
discussions, goals and opportunities to 
address questions and issues as they 
arrive.

Mentorship programs — Pair-
ing a new employee with a mentor 
is a great idea for onboarding. 

New team members can learn the ropes 
from a veteran with a wealth of resources, 
and the new hire offers a fresh viewpoint 
to experienced staff. Mentors shouldn’t 
be work supervisors, but they can offer 
guidance and be a sounding board for 
newcomers, welcoming them into the 
company culture.

Employee compensation 
— It’s absolutely essential in 
this competitive labor market for 

companies to offer attractive compensa-
tion packages. That includes salaries, of 

course, but also bonuses, paid time off, 
health benefits, retirement plans and all 
the other perks that can distinguish one 
workplace from another. Every employee 
should have a full understanding of all 
the benefits they receive from your 
organization.

Recognition and rewards 
systems — Every person 
wants to feel appreciated for 

what they do. Make it a habit to thank 
your direct reports when they go the 
extra mile, whether it’s with a sincere 
email, a gift card or an extra day off. 
Show your employees you appreciate 
them, and share how their hard work 
helps the organization. Some companies 
set up rewards systems that incentivize 
great ideas and innovation, but you can 
institute recognition programs even on a 
small team with a small budget.

Work-life balance — What 
message is your company culture 
sending? If staff are expected 

to regularly work long hours and be at 
your beck and call, you’ll likely run into 
issues with employee retention. Burnout 
is real. A healthy work-life balance is 
essential, and people need to know that 
management understands its importance. 
Encourage staff to take vacation time, and 

if late nights are necessary to wrap up a 
project, see if you can offer late arrivals 
or an extra day off to compensate and 
increase job satisfaction. Many companies 
offer telecommuting or flexible schedules 
to improve work-life balance for their 
employees.

Training and development — 
In any position and industry, pro-
fessionals want the possibility for 

advancement. Smart managers invest in 
their workers’ professional development 
and seek opportunities for them to grow. 
Ask each of your direct reports about their 
short- and long-term goals to determine 
how you can help achieve them. Some 
companies pay for employees to attend 
conferences or industry events each 
year, or provide tuition reimbursement 
or continuing education training.

Communication and feed-
back — Keeping open lines of 
communication is essential for 

employee retention. Your direct reports 
should feel that they can come to you 
with ideas, questions and concerns, and 
likewise, they expect you to be honest and 
open with them about improvements they 
need to make in their own performance. 
Make sure you connect with each staff 
member on a regular basis — don’t let 
issues build up for the annual review.

Dealing with change — Every 
workplace has to deal with 
unpleasant changes occasion-

ally, and the staff looks to leadership 

for reassurance. If your organization is 
going through a merger, layoffs or other 
big changes, keep your staff informed 
as much as you can to avoid feeding the 
rumor mill. Make big announcements face 
to face, and make sure you allow time for 
their questions.

Fostering teamwork — When 
people work together, they can 
achieve more than they would 

have individually. Foster a culture of 
collaboration that accommodates 
individuals’ working styles and lets their 
talents shine. Do this by clarifying team 
objectives, business goals and roles, and 
encouraging everyone to contribute ideas 
and solutions.

Team celebration — Cel-
ebrate major milestones for 
individuals and for the team. 

Whether the team just finished that huge 
quarterly project under budget or an 
employee brought home a new baby, 
seize the chance to celebrate together 
with a shared meal or group excursion.

A final tip: Remember to assess 
your employee retention strategies at 
least once a year. You’ll want to stay 
current on market salary rates and 
benefits, and best practices in developing 
workplace culture and manager-employee 
relations. Doing so will help you keep staff 
morale high and turnover low while guar-
anteeing your organization’s success. ■

Should you become more flex-
ible in the candidates you consider? 
Or would that be tantamount to 
lowering standards and settling for 
mediocrity? The answers are yes 
to the first question and no to the 
second. These days, relaxing your 
hiring criteria and offering training 
to fill in a candidate’s gaps is likely 
necessary, not “settling.” If you don’t 
take such steps, you’re fishing from 
a candidate pool that doesn’t really 
exist.

Recent research shows many 
organizations are already flexible 
with their hiring demands. In a Rob-
ert Half survey, 84 percent of human 
resources managers said they are at 
least somewhat open to hiring and 
training an employee who doesn’t 
meet the skills requirements for a 
position. Meanwhile, 62 percent of 
workers reported they have been 
offered a job when they didn’t meet 
all the hiring criteria.

To help you land the skilled 

talent you need, here are ways to 
adjust your practices.

 ■ Get back to the basics. You want 
the best person for the job, but a 
long and involved set of require-
ments could put off excellent 
candidates. Focus on the core role 
and determine which criteria are 
genuine must-haves and which are 
nice-to-haves. For example, you 
can train on new financial systems 
and new regulatory compliance 
mandates but not work ethic.

 ■ Prioritize interpersonal abilities. 
Client relations can make the 
difference between a thriving and 
lackluster firm. While it makes 
sense to relax certain criteria 
when hiring staff, soft skills like 
communicat ion, leadership, 
intellectual curiosity and business 
acumen should not be among them. 
Nontechnical abilities are much 
more difficult to train for.

 ■ Emphasize organizational culture 
fit. No matter how talented accoun-
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tants and auditors are, they can’t 
thrive for your firm if they don’t fit 
the workplace culture.

This is not to say every new 
hire should possess the same 
attributes and not pose a threat 
to the status quo. On the contrary, 
each employee should bring unique 
perspectives and help disrupt the 
modus operandi for their position 
and team as needed. However, all 
employees must complement the 
firm culture and contribute to a 
positive workplace.

OVERCOMING HIRING 
CHALLENGES
Tweaking your hiring criteria will 
result in a deeper applicant pool, 
but there are additional ways to 
meet your firm’s talent needs:

 ■ Speed up the hiring process. In 

today’s hot job market, skilled 
job seekers move quickly. When 
you come across candidates who 
meets most of your requirements, 
act fast. This means staying in 
close communication with them 
throughout the hiring process, and 
making an offer sooner rather than 
later — contingent upon a reference 
check, of course.

 ■ Pay well. Your salaries should be in 
line with market and competitive 
trends or, ideally, above them. 
Focus on the ent ire package, 
however. Benefits and perks, such 
as telecommuting options, can 
ultimately be what tips the scale 
in favor of your firm.

 ■ Work with interim professionals. 
Using a temporary-to-hire strategy 
allows managers to evaluate 
potential employees firsthand 

before a extending a full-time job 
offer. Project professionals and 
consultants also can help address 
workload peaks and support special 
projects that don’t necessitate an 
ongoing staffing need.

 ■ Train existing employees. Some-
times it’s more efficient to upskill 
members of your current team 
than to hire for specific technical 
abilities. This approach benefits 
your firm in two main ways: You 

develop the skills you need, and 
your recruitment and retention 
rates can rise since talented profes-
sionals value continuing education.

To thrive in today’s challenging 
hiring market, accounting firms 
need to be willing to flex and adapt. 
Loosen a few of your hiring criteria, 
and you could see a sharp improve-
ment in your hiring success rate. ■

Loosen a few of your hiring  
criteria, and you could see a 
sharp improvement in your 

hiring success rate.
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2019
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SPONSORED CONTENT

Getting to Know the 2018 Intuit Small 
Business App Showdown Finalists

by Scott Cytron 

Third-party apps that integrate with Quick-
Books Online (QBO) are among those powerful 
solutions, and now is the time to implement them 
into your practice.

While there are many apps to choose from in 
the QuickBooks App Store, Intuit runs an annual 
contest – the Small Business App Showdown – to 
highlight some of the year’s best and brightest. Eli-
gible apps are listed in a contest at the QBConnect 
Conference where accountants, small businesses 
and app partners can go and vote for their favorite. 
Those votes, along with specific contest criteria 
from Intuit (such as their quality of integration, 
level of innovation, market impact and number 
of connections), determine the contest finalists, 
who go on to pitch their app to a panel of judges 
at QuickBooks Connect San Jose for the chance to 
win a $100,000 grand prize.

Here are the 2018 App Showdown Finalists, 
along with a description of each one. Be sure to 
attend the upcoming 2019 Scaling New Heights, 
June 16-19, in Salt Lake City, Utah, where you can 
meet the people behind these powerful apps to 
get some inspiration and insights to take back to 
your practices.

G1VE – G1VE, also the 2018 App Showdown 
grand prize winner, stands out by integrating into 
QuickBooks Online for the purpose of enabling 
small businesses to be social enterprises, 
strengthen their brand and align with their 
communities. Through the app, businesses give 
a percentage of their monthly revenue – typically 
one percent (thus the “1” in the G1VE name) – to 
their favorite charities. G1VE calculates and 
distributes the donations, provides reports, and 
creates a customizable profile page to showcase 
your giving. By integrating into QuickBooks, 
everything is secure, centralized and seamless 
– one less task for a small business to manage. 
G1VE is developing G1VE 2.0, with new features for 
businesses, nonprofits and accountants (including 
some new donation tracking features and more 

detailed reporting for accountants).
Chaser – Chasing down customers to get 

invoices paid can be time-consuming and trouble-
some, even hurting the relationship at times. 
Chaser automates it for you, without losing the 
human touch. Chaser not only provides tools to 
effectively automate chasing customers to pay 
invoices, but also gives you insights to better 
decide to which customers to grant credit.

chata.ai – With chata.ai, nothing gets between 
you and the insights you need from your financial 
data. This simple-to-use, conversational report-
ing and analytics tool does the “dirty work” for 
your data by connecting directly with your QBO 
account and allowing you to chat with your data, 
getting you immediate answers to your business 
questions. That means no more complex calcula-
tions or searching through spreadsheets.

Flowless – Flowless allows tech-savvy busi-
ness owners to bring maximum efficiency to their 
business through automation. From thank you 
notes, to marketing campaigns, to product deliv-
ery, to bill payments, to so much more, you can 
streamline any business workflow with no tech 
staff or additional resources – easily configuring 
automation of your recurring business actions and 
tracking the results. 

LeaseMate – LeaseMate ensures leases are 
accounted for quickly and accurately, in an 
extremely easy and efficient manner. The app will 
walk you through a lease, step by step, providing 
tips and dialogues along the way to complete lease 
accounting in mere minutes. LeaseMate does the 
math for you, makes sure you have everything at 
your fingertips to know exactly what you’re leasing 
and gets you better deals on your lease.  

Payments Powered by Bolt – Bolt powers 
online payments for QuickBooks invoices by con-
necting QuickBooks to major payment gateways 
around the world. Bolt records payments back into 
QuickBooks for easy reconciliation, allows partial 
payments and provides the ability to save cards for 

quicker processing in the future. The app enables 
users to insert a payment link in their invoices or 
emails, so that there’s no need for another system. 

PayPie – PayPie is an intuitive cash flow fore-
casting and risk assessment app that improves 
finances by helping connect businesses with 
the right investors and lenders. With PayPie, 
accountants are empowered to demonstrate their 
expertise through in-depth guidance delivered in 
a visual, intuitive way. PayPie brings the ultimate 
advisory resource for accountants to excel when 
helping clients achieve better cash flow. 

Penny Inc – Penny makes lost receipts, a 
laundry list of employee reimbursements and 
hours of cumbersome manual data input a thing 
of the past. The app enables small businesses to 
automate securely, control and monitor business 
expenses, all while integrating with QuickBooks. A 
card can be granted, loaded and re-loaded through 
the app securely and instantly.  

SnapDsk – SnapDsk is a simple-to-use, easily 
updated and versatile customer-rolodex web app 
anyone can use. The app integrates seamlessly 
with QBO data and allows for lightning fast 
customer searching, SMS texting, and task and 
job tracking from any device.

Want more info? See these 2018 App Show-
down finalists in person at Scaling New Heights. 
And keep in mind that the App Showdown is 
happening again in 2019. If you know a great 
new app currently in development, or if you’re a 
fan of a new small business app that has recently 
been published to apps.com, learn more about 
how that app can enter this year’s contest at  
www.smallbusinessappshowdown.com. ■

AS YOUR CLIENTS’ trusted advisor, you’re expected to deliver seamless solutions 

to their everyday needs, tapping into the best tools and technology to bring 

their business and your firm long-term success and growth.

The ProAdvisor Spotlight is sponsored  
by Intuit QuickBooks.

Small Business App Showdown –  
to highlight some of the year’s  

best and brightest
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THE MILLENNIAL ADVISOR

Going All In

Busy season is just hard. It feels 
like we are facing an uphill battle 
each year and while marching uphill 
we often think about what we 
should have done differently, but 
in the blink of an eye another busy 
season is upon us and nothing has 
changed. How do we break this cycle 
and stop making busy season be so 
hard and exhausting and instead 
finally conquer it once and for all.

The answer lies in first under-
standing our goal. If we want to not 
just survive another busy season or 
make small changes, but to conquer 
it then it is time to take the plunge 
and make change happen for you, 
your firm, and your organization. In 
order to actually change this cycle, 
we cannot just think about doing 
things differently, we cannot make 
one small adjustment, like using 
a different color pencil, our only 
option if we want to conquer busy 
season 2020 is to commit and go all 
out and drive this change.

We cannot afford to take the 

same path as before, we know the 
outcome of that. We need to fully 
commit ourselves, our organization, 
and our time.

But, before we make change hap-
pen, we need to understand, what 
is holding us back and understand 
how the millennial minds insight 
can help drive this change.

When we look at the issue, we 
see three main trends that hold 
accountants back from making 
lasting change happen. It starts 
with everyone’s favorite reason, 
procrastination. That is right, as 
human beings we all get caught up 
in the trapping of procrastination 
and putting off what can be done 
today for tomorrow. We think about 
making change happen and maybe 
we even talk about it, but we just 
keep putting it off another day, 
week, month and then before we 
know it, it is December and time to 
start things up again. If we can move 
past the lure of procrastination, we 
are often faced with the second even 
more challenging hurdle, SALY.

No SALY, is not a co-worker or 
the newest artificial intelligence 
computer program, SALY or same 
as last year is a phrase that we all 
love to use. It is not just something 

we write down on workpapers, it 
is an attitude that our industry 

has embraced to our detri-
ment. Why do anything 
different when you can 

just keep everything SALY? 
Nothing changes because SALY 

isn’t really a fan of change.

Finally, if we can overcome our 
desire to procrastinate and then con-
quer SALY, we are caught up in the 
third and final challenge, we are just 
busy being busy. Notice, I did not say 
busy executing our organization’s 
vision, adding value to our clients, 
or improving our organization, we 
are simply busy being busy. We get 
caught up in the constant movement 
of deadlines in our profession, be 
those monthly closings or different 
tax filing deadlines, they all serve 
to keep us busy just being busy. We 
need to take a step back and look 
at what we do with our time and 
recognize that to make change hap-
pen, we need to dedicate our time 
and energy to it.

Change cannot be accomplished 
in the last few days of December, 
change needs to happen everyday 
through your commitment to it. Go 
all in on change.

Now if we are going to avoid the 
post busy season let down, we need 
to break the cycle and do things dif-
ferently for once and take a page 
from the millennial mind in our 
approach.

A major millennial trait is hav-
ing an entrepreneurial mindset, 
which translates into being more 
willing and open to taking risks 
and making changes happen in 
our lives. Millennials are willing 
to make changes happen by going 
all in and not just thinking about 
doing things differently, but actually 
doing things differently. Just think 
about how many jobs a typical 

millennial will have by the age of 
40; that number can only come 
about with an ability to look past 
our dear friend SALY. Take a page 
from the entrepreneurial mindset 
of the millennial generation and 
overcome procrastination, SALY, 
and being busy, by simply going all 
in on making change happen.

Because, if we have any hope in 
breaking the cycle, that means we 
need to commit 100% to making that 
change happen. Think about what 
your real underlying pain point is 
and go all in on a solution, be that 
automation of your monthly closing 
process or taking steps to improve 
your firm by finally going lean with 
your tax process. Whatever it is, 
the time is now to get started. We 
cannot make change happen by 
sitting on the sideline or thinking 
about it. We need to take that scary 
step and seek to drive real change 
in the world and our lives.

If the idea of going all in, makes 
you feel uncomfortable, that is okay, 
acknowledgement is a great first 
step. As accountants we tend to be 
black and white thinkers and our 
options in this case are clear. We can 
listen to SALY and if we do, we know 
what busy season 2020 will hold for 
us, the exact same as every one that 
came before it. Or, we can go all in 
on making change happen and get 
a different result and finally finish 
a busy season on a high note.   ■

AS WE REFLECT back on the end of another busy season of the accounting profession, 

we are left as always to ask one simple question: Why is busy season always so hard? No 

matter what happens... software issues, tax law changes, late information, uncooperative 

clients, unreasonable deadlines, nothing changes.
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THE SEO ADVISOR

Website Link Building Essentials

The challenge many face is 
figuring out how to build their back 
link profile. In a perfect world, other 
webmasters and industry influencers 
would be knocking down your door 
asking to feature your latest blog post 
on their site and on social media the 
minute you publish the content. 
Unfortunately, that’s just not how 
it works. The reality is that creating 
quality content is the first step in the 
process. Once it’s live on your site, 
then comes the hard part of finding 
ways to generate back links.

The how of back link building is 
a broad subject and a practice that 
takes time, repetition, and skills to 
master. However, this doesn’t mean 
you need to condemn yourself to 
repeating the mistakes that others 
have made. In fact, there are literally 
dozens of free resources available 
that can walk you through useful 
information in the form of guides 
and how-to articles. This doesn’t 
even include the various free and 
paid tools available to help you along 
the journey.

Whether you are new to link 
building or an experienced pro, I am 
confident you will find some useful 
information in this blog.

LINK BUILDING GUIDES
If you are like me, then you want to 
skip past the high-level, 600-word 
blog posts that scratch the surface 
and instead go right for the deep 
dive. There are several detailed 
guides that will satisfy your appetite 
for more information.

 ■ Link Building for SEO (The Definitive 
Guide) - https://bit.ly/2w4HR98 – 
This free guide provides a heap of 
information on the importance of 
link building, explains how Google 
uses links in its ranking algorithm, 
outlines various link building 
strategies, and gives tips on what 
should be avoided as you commence 
link building. What’s even better is 
that it was updated for 2019 so the 
information provided is current 
and relevant to the latest Google 
updates.

 ■ Advanced Guide to Link Building -  
https:// bit.ly/1NTT8fM– This 
12-chapter guide provides useful 
informat ion not only on the 
importance of link building and how 
to get started but also on various 
link building strategies including 
relationship based, broken link, and 
image link building.

 ■ Your Link Building Guide for 2018 -  
https://bit.ly/2V5s8CB – Published 
by Razor Social, this guide covers 
the essentials of link building 
starting with the basics and working 
up to more advanced strategies. 
Many tactics are explored that 
will appeal to professional service 
organizations (law firms, accounting 
firms, etc.) such as guest blogging 
and interviews. This guide also 
addresses content repurposing and 
syndication.

 ■ Link Building Strategy – The Ultimate 
Guide - https://bit.ly/2Wp8JOr – This 
is a collection of items from Word 

Stream that covers virtually every 
aspect of link building, starting with 
why it’s important and moving to 
advanced techniques for attracting 
high quality links to your website. 
There is so much information here 
that it will be impossible to absorb 
it in a single read.

LINK BUILDING 
STRATEGIES
These resources are for those who 
want to cut through the explana-
tions and jump right into strategy.

 ■ 3 White Hat Techniques that go Far 
Beyond Links - https://bit.ly/2VUqTHF 
– This is an excellent resource 
written by a former black hat (oh, 
that’s not good) SEO professional. 
He provides detailed information 
and examples on how to implement 
proven strategies to build links to 
your website.

 ■ The Crazy Egg Guide to White Hat 
Link Building - https://bit.ly/2J1r3do 
– This detailed explanation of dif-
ferent link building strategies offers 

the added bonus of examples, tools, 
and an explanation of the essential 
hows and whys of each process.

 ■ Noob Guide to Link Building - https://
bit.ly/2J2xjkS – In this guide, 
Moz prov ides readers with a 
comprehensive explanation of link 
building that covers virtually every 
aspect of the topic, including terms 
and concepts. What makes this a 
useful read is that there is even 
a link building plan that you can 
download, customize, and use for 
your company.

 ■ 10 Small Business Link Building 
Hacks - https://bit.ly/2Jikxyb – This 
is a great read for small business 
marketers that are looking to get 
their link building efforts going. 
It provides actionable steps with 
explanations on where to get 
started and how to use competition 
information to fuel link building 
strategies.

 ■ 8 Unusual Link Building Strategies 
that will Catapult Your Rankings 
- https://bit.ly/2JiOmib – From 
the mind of Neil Patel, these are 
very funny but effective ways at 
building links that you may not have 
otherwise considered. Patel offers a 
creative approach to link building 
not covered in other places.

Continue reading at  
https://bit.ly/2Y1F2mK

LINK BUILDING IS an essential component of any search engine optimization (SEO) program. 
In order to rank well in Google and other search engines, it’s important to have a high 
number of links from other websites. While back links don’t have the same importance 
as they once had (Google currently has over 200 ranking factors), it doesn’t mean that 
marketers should not focus on link building as part of their program. In fact, a study 
featured in Search Engine Journal clearly highlights the importance that quality back links 
play in helping websites achieve a top ranking on search engine result pages (SERPs). It’s 
obvious that quality content is a necessity in order to be a dominant force in SEO, but 
without a robust number of back links it is difficult to reach the top.
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THE 21ST CENTURY ACCOUNTANT

Robotic Process Automation:  
An Introduction

RPA is not an entirely new 
technology – in fact, many concepts 
included in RPA are descendants of 
older technologies like optical char-
acter recognition (OCR) of scanned 
documents, zonal OCR, the “screen 
scraping” tools used for decades to 
extract data from legacy applica-
tions, and macro-based automation 
scripts. Current RPA tools take 
those capabilities to the next level 
by allowing non-programmers to 
create automation scripts and then 
have the RPA tool interact with the 
application the way a human might 
do so in a computer session.

Just as the tasks a novice can 
perform with Microsoft Excel pale 
in comparison with what a skilled 
expert can do with the same tool, 
RPA suites offer increasing levels of 
task automation to users of differing 
abilities. Early generation process 
automation tools are descendants 
of the enterprise architecture appli-
cations (e.g. SAP, Oracle Financials, 
Peoplesoft, Workday, etc.) used by 
multinational enterprises to man-
age the financial, operational, 
and compliance through 

controlling their business processes.
Where customizing first genera-

tion tools used OCR engines, screen 
scrapers, and required expensive 
consultants with programming 
skills, second generation “low code/
no code” RPA suites extend those 
basic tools to allow the software to 
observe and record a human doing 
the work, and the RPA application 
uses these observations to create a 
modifiable script which reperforms 
the task – without having to write 
code (although coding is available 
if you want to use it).

When a script is created and can 
do a repetitive task formerly done by 
a person somewhat autonomously, 
it is referred to as a “bot”. Just as 
a “service” on a computer network 
does a repetitive task over and over 
(e.g. copying files), a “bot” does more 
sophisticated tasks normally per-
formed by a human. For example, a 
scanned invoice might be placed in a 
folder by a scanning application, and 
a “service” on a computer network 
might automatically upload it to 

an accounts payable workflow 
service. A bot might be 

used by the A/P workflow service 
to extract the vendor name and 
address, invoice amount, due date, 
and invoice number for the invoice, 
and then use a scripted routine 
to enter the bill into accounting 
software like QuickBooks or Sage 50.

While both automation tools did 
work, the computer “service” did a 
low level task, like copying a file, 
while the “bot” did a much higher 
level task, including using OCR to 
extract data from an image of an 
invoice and enter the data through 
the accounting software application 
on a personal computer. Some RPA 
suites even allow bots to do work 
inside systems using their own user-
names – and not the account of the 
human who supervises their work.

If accountants are to be success-
ful in this new real-time world, they 
must be working in systems which 
receive data well before they end 
up as recorded transactions in the 
general ledger system. Executives 
must work with current data from 
CRM systems, HR databases, 
operations man-
agement tools, 

and e-commerce platforms if they 
want to maximize their value to 
their organizations.

 Accounting professionals who 
want to remain relevant must 
venture outside of the comfort of 
our ledgers and our accounting soft-
ware. RPA offers accountants a way 
to automate some of the busy work 
associated with our jobs, and as 
the tools improve, bots will handle 
higher level tasks. Professionals 
who embrace the automation will 
direct it, and those who avoid the 
automation will not be as valuable 
to the marketplace.

My next column will move 
beyond this basic introduction 
and will focus on the stages of 
RPA implementation, and help you 
understand how it can change your 
work now and in the future.   ■

 WE OFTEN HEAR about robotic process automation (RPA) in the same circles where 

other consultant-friendly buzzwords like blockchain, artificial intelligence, and machine 

learning are mentioned.



MAY 2019   ■    www.CPAPracticeAdvisor.com       27

 FEATURE

The Audit Risk Model: 
Your First Step in Risk Assessment

In doing so, your first consideration 
is your client’s risks of material mis-
statement (RMM), which is made up 
of inherent risk and control risk. As a 
reminder, inherent risk is the risk of 
material misstatement assuming no 
related controls, while control risk is 
the risk that your client’s controls won’t 
prevent or detect and correct a material 
misstatement. So how do you apply this 
to your audit?

UNDERSTAND YOUR CLIENT 
AND ITS ENVIRONMENT
Because RMM drives your audit plan-
ning and procedures, your first step 
in applying the audit risk model is to 
obtain an understanding of your cli-
ent and its environment. You should 
consider the nature of your client’s 
business, external factors that impact 
it, and how the organization measures 
and reviews its financial performance. 
This includes:
• Nature of the client – Make sure to think 

about business operations, investment 
and financing activities, and financial 
reporting.

• External factors – Consider industry 
conditions, the regulatory environ-
ment, and government policies. How 
competitive is your client’s industry? 
How easy is it to enter? What are its 
revenue characteristics? How quickly 
do products change?

• Organization strategies – How does your 
client address these external factors?

• Financial Performance – Consider your 
client’s financial performance, including 
key ratios and operating statistics; key 
performance indicators; employee 
performance measures and incentive 
compensation policies; trends, forecasts, 
budgets, variance analysis, and com-

petitor analysis; and period-on-period 
financial performance (revenue growth, 
profitability, and leverage).

With each of these areas, make sure 
to document the steps you took to gain 
an understanding, any changes to your 
understanding of the client from previ-
ous years as well as risks identified and 
whether they are significant.

UNDERSTAND YOUR CLI-
ENT’S INTERNAL CONTROL
Your next step in applying the audit risk 
model is to obtain an understanding of 
your client’s internal control. You’ll 
want to know what controls (either 
individually or in combination) are in 
place, if they are designed properly 
to meet their objective, and if they 
have been implemented. Make sure to 
consider the following:
• Control environment: What are manage-

ment’s attitudes and actions related to 
internal control? How much emphasis do 
they put on achieving reliable financial 
reporting?

• Control activities: For all material classes 
of transactions, account balances, and 
disclosures, you’ll need to identify the 
relevant assertion(s), control objective, 
key controls, whether the control’s 
design is effective or ineffective, and 
whether the control is properly 
implemented.

• Your client’s risk assessment, informa-
tion and communication, and monitor-
ing: While smaller entities may not have 
well-documented controls or procedures 
in these areas, they likely still have some 
controls in place. For example, does 
the owner review financial results on a 
monthly basis?

Again, you’ll want to document your 
understanding of your client’s internal 

control, including the control environ-
ment. Then document the steps you 
took to understand it, any changes over 
the previous period, and all identified 
risks.

USE RMM TO DRIVE  
DETECTION RISK
Based upon your assessment of RMM, 
you’ll determine the nature, timing, 
and extent of your audit procedures. 
For example, if you determine that your 
client has low inherent and control risks 
at the assertion level, you might accept 
detection risk at high and thus use less 
rigorous substantive tests (i.e., analyti-
cal procedures or tests of details). On the 
other hand, if your client’s inherent and 
control risks are moderate to high, you 
would plan more rigorous substantive 
tests in order to obtain more persuasive 
audit evidence about the assertion as 
part of your audit.

The key for using RMM to drive 
detection risk is to remember that the 
nature, timing, and extent of further 
audit procedures planned needs to be 
responsive to the RMM identified.

The audit risk model is the basis 
for any audit. For a step-by-step guide 
to help you apply it to your engage-
ments, download our free Audit Risk 
Assessment Tool, listen to the latest 
podcast episode from the Small Firm 
Philosophies series on risk assessment, 
and check out other resources on the 
AICPA risk assessment resources page: 
https://www.aicpa.org/eaq/aicpa-risk-
assessment-resources.html ■

THE AUDIT RISK model is the foundation of any audit. This might 

seem like CPA 101, but are you correctly applying it to your 

engagements?

By Bob Dohrer, CPA 

Bob Dohrer, CPA, 
is Chief Auditor 
at the AICPA. Bob 
previously served 
as the Global 
Leader - Quality 
& Risk for RSM 
between 2012 
and 2018 where he had overall 
responsibility for the network’s 
audit and other attest services 
policies, procedures and guid-
ance. He was also responsible 
for overseeing RSM’s global 
quality inspection programs in 
accordance with International 
Standards on Quality Control.

This blog post first appeared on 
the AICPA’s website. It is the 

third in a series on risk 
assessment, a significant audit 

quality issue. 

View the first blog post at  
https://bit.ly/2DRqgr2,  

and the second at  
https://bit.ly/2Vf1MCR.
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TECHNOLOGY IN PRACTICE

Tax Process Debrief Checklist

Below we identify a number of 
tax process opportunities/questions 
for firms to consider during their 
debrief process. We also highlight 
specific survey findings that are 
trending according to the 2019 CPA 
Firm Management Association 
(CPAFMA) Digitally Driven survey 
(https://bit.ly/2vEcx2s), so firms can 
see how they stack up against peers 

and prioritize projects for future 
implementation. After conducting 
an overview of the busy season, we 
suggest firms inquire and discuss in 
detail each item below.

Managing Workflow: How 
well did the firm’s workflow 
tools manage production 
processes this year? Good 
workflow applications allow 

every firm member to know the 
status of work, what is assigned, 
and how the firm is doing overall. 
By default, this means utilizing a 
digital tool that is updated in real 
time, which the CPAFMA survey 
found 79% of firms had implemented 
prior to this busy season. If workflow 
is not functionally optimally, is it 
because firm personnel need train-

ing, the application was not installed 
properly, or does the firm need to 
adopt a new application?

Data Accumulation: How well 
did client source document 
ingress work this year? Was 
there a difference in efficiency 
between physical paper and 

digital file accumulation that would 
warrant a change in process or 
training of clients?

Document Review: Firms 
should track the receipt of 
client documents within 
workflow including the pro-
cess to review for complete-

ness and management of missing, 
requested items. Did the document 
review process create any issues 
or bottlenecks this year and were 
the appropriate level of personnel 
assigned to each client?

Source Document Scanning: 
How well did our scanning 
processes work this year? Did 
we have adequate personnel 
and equipment resources? 

The CPAFMA survey found that 76% 
of firms utilized an application to 
organize and bookmark client source 
documents, which promotes adher-
ence to a single firm standard.

Optical Character Recogni-
tion (OCR): More than half 
(56%) of firms in the CPAFMA 
survey were also using an 
OCR tool to capture data from 

client source documents and input-
ting the data into the tax return. Is 
the firm using OCR tools and how 
could this process be improved?

AS ANOTHER APRIL 15 passes, the opportunity arises to look back at what went well and 

what didn’t, and to identify opportunities for improvement for firm members to research, 

pilot, and implement during the summer extension season. Many firms have a formal tax 

season debrief process where they survey tax team members with a series of meetings 

and questions, but an additional variation to consider is to actually walk through the 

production process in detail and discuss bottlenecks and propose alternatives.
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Digital Annotation: 82% 
of firms in the CPAFMA 
survey had standardized 
on a digital annotation tool 
such as PDFlyer or Tick Tie 

& Calculate for PDF annotation. Is 
the firm’s use of digital annotation 
tools standardized and are person-
nel consistently trained?

Preparer/Reviewer Worksta-
tions: Did all workstations 
promote efficient production 
and have adequate displays 
for personnel to work effec-

tively? As firms adopt more digital 
tools, it is imperative that each 
member have adequate screen real 
estate, so these applications are 
all viewable concurrently. Firms 
also need to evaluate the increase 
in remote work and the impact on 
workstation replacement (desktop 
vs. laptop) as well as update their 
remote work policies.

Preparer Review: Were pre-
parers adequately trained, 
appropr iately assigned 
returns, and did they follow 
the process to check their 

work before submitting for review? 
Did the preparation process go well 
and if staffing was not adequate 
what changes should the firm 
consider (interns, outsourcing)?

Review Optimization: Were 
returns assigned to the appro-
priate level person and where 
did we experience bottlenecks 
where returns could be reas-

signed? What percentage of returns 
were completed with one review 
and what could be done to improve 
this statistic? Returns completed 
in one review are SIGNIFICANTLY 
more profitable than those that are 
reworked.

Collaboration Tools: Are 
all firm personnel trained 
on using digital collabo-
ration tools (Skype, MS 
Teams) and what oppor-

tunities does the firm have to use 
them more effectively for tax pro-

duction? The CPAFMA survey found 
that 56% of firms had standardized 
on a collaboration platform.

Securing Access: Are all 
firm members trained 
on securely accessing 
tax applications, aware 
of current secur ity 

threats, and knowledgeable about 
responding to client inquiries? 52% 
of CPAFMA survey respondents had 
implemented multi-factor authen-
tication (MFA) to access the firm’s 
network.

Delivery: What percent-
age of returns were deliv-
ered electronically versus 
physically, and where 
did the firm experience 

bottlenecks? The CPAFMA survey 
found that 74% of firms delivered the 
majority of their returns digitally; 
what can the firm do to further 
promote efficient delivery this 
extension season?

Signatures/Authoriza-
tions: How well did the 
firm’s process to get 
signed authorizations 
work? 57% of CPAFMA 

surveyed firms were using a digital 
eSignature tool; how could the firm 
benefit or improve the process if 
digital signature tools were utilized?

Invoicing: How well did 
the tax invoicing process 
work this year and was 
the firm able to provide 
invoices with completed 

returns where appropriate? The 
CPAFMA survey found that 72% 
of firms created the majority of 
invoices onscreen; what can the 
firm do to streamline, improve the 
invoicing process, and what digital 
delivery options are available?

Payment Options: Did 
the firm make it easy for 
clients to pay with the 
receipt of their return? 
43% of CPAFMA survey 

respondents had implemented 
a “self-service” payment option 

on their website, and 79% 
utilized CheckScan for daily 
direct deposit of physical 
checks.

While the above items 
will help streamline 
production processes 
from now through the 
October 15 deadline, 
below we list a few 
additional items that 
firms may want to 
review and consider 
process changes in 
preparation for the 
2020 filing season 
that can also be 
explored at this 
summer’s conferences.

Organizer Production: Has 
the firm reviewed organizer/
engagement letter delivery 
opportunities to see where 
they can be streamlined? The 

CPAFMA survey found that 31% of 
firms were delivering the majority 
of their organizers digitally which 
would have a significant impact on 
production processes as well as the 
adoption of portal solutions with 
PBC (provided by client) request 
listings such as Lacerte Link, CCH 
My1040Data and SuraLink.

Tax Planning/Projections: 
What percentage of 1040 
clients does the firm do a 
projection for? With the tran-
sition to higher value clients 

and adoption of more consultative 
practices, one of the key indicators 
of success is the volume of clients 
the firm is producing a projection 
for. This is also one of the easiest 
to adopt as the firm already has the 
relationship, data, and knowledge of 
which clients would benefit.

Consulting Opportunities: 
Does the firm have a process 
to discuss tax and business 
consulting opportunities with 
business clients? Expanding 

services with existing clients is 
much easier and more lucrative 

than going after new business so 
what can the firm do to proactively 
increase consulting opportunities?

Optimized Training: What 
additional training should 
be scheduled for firm per-
sonnel to improve next busy 
season?
Scheduled Maintenance: 
What other equipment main-
tenance and/or upgrades 
need to be scheduled prior to 
next busy season? Year-end 

provides an opportune time to re-
evaluate equipment leases and look 
at hardware that has been success-
ful in other firms (i.e. duplicators, 
scanners, phone systems, etc.)

Debriefing tax production should 
be a recurring activity after every 
busy season and provides an oppor-
tunity for firm personnel to identify 
areas for improvement and propose 
solutions or search for alternatives. 
Mixing up the format will help keep 
personnel engaged and open to new 
ideas and technology. ■
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How to Implement a Mindfulness 
Program in Your Practice

As with any concept that promotes 
health and wellness, companies are 
quickly coming to terms with the idea 
that promoting mindfulness can be 
beneficial for their team members. 
With so many benefits, on an orga-
nizational level as well as an indi-
vidual one, investing in mindfulness 
programs is set to become standard 
in much the same way that in-office 
gyms and health reimbursements 
are today. That being said, promot-
ing mindfulness in general is not 
the same thing as creating formal 
programs that employees are able to 
take advantage of and the employer 
can see tangible benefits.

THE STARTING POINT
Many times, businesses do little more 
than encourage employees to research 
mindfulness and take some time on 
their own to practice it. I know of 
situations where employees hear a 
speaker on this topic and are inspired 
to incorporate these tools into their 
workday; however; when long-term 
there is no formalized program 
or monitoring by the company its 
hard to ensure the employees can 
reap the benefits. Encouragement is 
great, but it is no substitute for a real 

implementation. A recent Harvard 
Business Review report on corporate 
wellness plans of all types notes that 
intermittent suggestion rarely works. 
“One of the biggest lessons we learned 
in the process of creating the report 
is one-time events masquerading as 
health promotion programs – that 
is, activities not integrated into a 
comprehensive workplace health 
promotion strategy – are likely to fail.” 

How, then, does one go about 
integrating mindfulness into the 
workplace in a perpetual, actionable 
way that resonates with employees? 
It’s a question many of the biggest cor-
porations in the world are struggling 
with in real-time. To help with this, I 
have been interviewing mindfulness 
leaders at corporations that have 
formalized programs such as LinkedIn 
and SAP, as well as the tech vendors 
that have applications that you can 
utilize to help people decompress 
during the workday.

INSIGHTS FROM THE 
FRONT LINES
What I have found is that these 
mindfulness leaders are tasked 
with “operationalizing compassion.” 
They've been asked to define what it 

means to run a company 
compassionately. This 
operational approach 
helps codify behav-
iors and practices. 
Yes, mindful-
ness may 
involve dif-
ferent activi-
t ies for 
d if ferent 
people, but 
c r e a t i n g 
broad systems and practices allows 
mindful engagement and compassion 
to be ever-present features of your 
workplace culture.

To implement mindfulness at your 
company it begins simply by carving 
out space for it. Dedicating space for 
people to meditate, or simply relax 
with their thoughts shows real invest-
ment in mindfulness. Then operation-
alizing it into the communication and 
rhythm of the workplace is next.

It can be little steps that go a 
long way. An example can be ending 
meetings five to ten minutes before 
the top of the hour to give everyone 
less of a hurried sense that their 
day is one thing on top of the next 
without a single moment to breathe. 

This little adjustment can make a big 
shift in people’s mindsets. Instead of 
having to hustle from one room to 
the next, like when we were in high 
school, we operationalize giving 

time to our employees to reset 
their thoughts, breathe, and 
approach the next task with 
the same energy and vigor we 
did the last. Or, alternatively, 
change the energy if the last 
meeting was a stressful one 
before walking into a new 
meeting.

HOW TO APPLY 
MINDFULNESS 
IN YOUR 
WORKPLACE
It starts with making 
a commitment to not 
grind our teams down to 

a fine pulp in the name of 
productivity. In fact, research shows 
that taking time for mindfulness can 
actually make you more productive. 
By formally providing the time in the 
workday for “mindfulness breaks” that 
could be 10-15 minutes in the morning 
or evening, a space for people to go to 
decompress that is silent and peaceful 
in the office, or starting each meeting 
with 2 minutes of silence to shift the 
energy so everyone can be present in 
the meeting, you should begin to see 
a less stressed, more compassionate 
work culture. In that sense, mindful-
ness presents a win-win opportunity 
for firms. It creates happier employees 
and better work. ■

MINDFULNESS IS A term that can be overused, and often it is not given enough weight as 
a necessary practice in our work lives. The tipping point for the mindfulness movement 
probably came in 2016, when TIME Magazine published a special edition devoted solely to 
the topic. This has become a nationwide reference point, and you can still buy issues today. 
As research into the topic has grown, it’s become clear just how beneficial mindfulness 
practices can be in our hyper-distracted, always-on-the-go age. “Mindfulness is putting 
down our juggling balls for a little bit. It’s about embracing the beauty of monotasking,” 
Mary Elizabeth Williams writes in that TIME piece. That just about sums up what mindfulness 
is, but it doesn’t even begin to scratch the surface of the ways we can and should apply 
mindful practices in our work lives. However; mindfulness itself can seem like 
such a broad area, that many of us our not sure how to implement it.
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BRIDGING THE GAP

Focus on the Digital Client 
Experience and the Revenue Will Follow

Of course, quality work, timeli-
ness and excellent overall service 
go a long way towards high client 
satisfaction. But so does the ease 
with which clients can interact 
with you. Here are some tips for 
effectively leveraging technology to 
provide your clients with a digital 
client experience that makes it easy 
to do business with your firm.

MAKE IT EASY TO WORK 
WITH YOUR FIRM
Provide clients with the tools to 
easily collaborate with your team 
and complete the tasks you request 
of them. Today, cloud-based appli-
cations and mobile devices give 
your clients an enormous amount 
of convenience when conducting 
their day to day business. Banking, 
communications, scheduling meet-
ings and appointments, product 
research, shopping and more can 
be done any time, anywhere with 
a mobile device. Why should your 
firm be the outlier?

Too often, leaders focus on 
technologies that make their firms 
more operationally effective while 
client experience takes a back 
seat. If the firm doesn’t experience 
immediate time savings, they scrap 
the initiative. This focus on opera-
tional efficiency is short-sighted and 
overlooks the fact that providing 
value from the client’s perspective is 
paramount.

We can no longer base all tech-

nology decisions on what works best 
for operating the firm. Putting the 
client first needs to be at the center 
of your technology strategy.

WHAT THE DIGITAL CLI-
ENT EXPERIENCE LOOKS 
LIKE
A digital client experience can come 
in all shapes and sizes. Ultimately, 
the goal is to limit complexity and 
miscommunication. Here are a few 
examples:

 ■ Embed chatbots in your website to 
allow clients and prospects to have 
simple questions answered quickly 
or easily reach a knowledgeable and 
friendly member of your firm for 
more complex inquiries.

 ■ Embed social media into your 
marketing strategy to position 
your f irm as an author ity on 
matters that are important to your 
clients. Post content frequently and 
interact regularly with followers. 
Remember, social media is about 
creating a dialog, not just pushing 
out information.

 ■ Take advantage of technology that 
replaces paper organizers and 
allows clients to answer questions, 
sign engagement letters, access PBC 
lists, and securely send documents 
using their mobile device.

 ■ Utilize software that automates 
tax return assembly and delivery, 
e-signing Form 8879, quarterly 
estimated payment vouchers and 
electronically delivery of K-1s

 ■ Update your f irm’s website to 
ensure the layout and content are 
attractive and the design is mobile 
friendly. Make sure the homepage 
includes your contact information, a 
simple summary of what your firm 
is all about and a call to action that 
tells potential clients what to do 
next (e.g., schedule an appointment, 
download a free resource, etc.)

STREAMLINE YOUR 
BUSINESS PROCESS 
MANAGEMENT
The processes you employ to do 
business with your clients are 
equally as important as the technol-
ogy your team uses. Leading firms 
leverage Lean Six Sigma principles 
to streamline workflow not just for 
compliance services like tax and 
assurance, but for advisory services 
and internal operations such as cli-
ent onboarding and time and billing.

Again, it’s not solely about mak-
ing the accountants’ job easier but 
about making it effortless for clients 
to do business with the firm. Sim-
plify the data collection process and 
provide an easy-to-use system for 
delivering the final work product to 
minimize any barriers clients face 
when interacting with your firm.

MINDSET IS KEY
Have the mindset that improving 
the client experience is a top prior-
ity, while making the firm more 
operationally effective is secondary.

A combination of technology 
and process can provide powerful 
tools for your team and clients, but 
the overall mindset within your 
firm is also critical. Leaders must 
prioritize making clients’ lives 
easier and focus on continuous 
improvement. By recognizing and 
rewarding team members who bring 
ideas to the table in support of this 
goal, this mindset will permeate all 
levels of the firm.

By adopting the strategy of 
always looking for innovative ways 
to digitize the client experience, 
you’ll make it easier for clients to 
work with you and improve client 
satisfaction. In turn, they will 
reward you by engaging your firm 
for more services and refer you to 
family and friends. In the end, you’ll 
realize the growth that everyone 
seeks in today’s competitive envi-
ronment. ■

CLIENT ACQUISITION AND retention are two must-have goals for fueling growth in an 

accounting firm. A lot of emphasis is placed on driving new business, but after you’ve won 

the client, the real work begins. You can’t overlook the value of maintaining and leveraging 

your existing clients. To do that, you need to make sure your base is full of happy clients 

who want to engage you for more services and refer your firm to friends and family.
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SPECIAL SECTION Most Powerful Women in Accounting 

JUNE 4: NATIONAL CHEESE DAY

JUNE 6: D-DAY REMEMBRANCE

JUNE 14: FLAG DAY

JUNE 16: FATHER’S DAY

JUNE 17:  IRS QUARTERLY  
ESTIMATED TAXES DUE

JUNE 19: JUNETEENTH

JUNE 21: SUMMER SOLSTICE

LEARN SOMETHING NEW:  
STARTUP PATTERNS: GET BITE-SIZED 
LESSONS FOR ENTREPRENEURS
http://www.startuppatterns.co/

SUPPORT A WORTHY CAUSE:  
HABITAT FOR HUMANITY 
https://www.habitat.org

TAKE CARE OF YOURSELF: 
STROKE AWARENESS
https://bit.ly/302nV6n

TO 
DO

WWW

CPAPracticeAdvisor.com

FREE CPE DAY: ENSURING SUCCESS - DEC. 12 - REGIS-
TER NOW 
www.cpapracticeadvisor.com/21079304

PWC INVESTS IN UPSKILLING PROFESSORS 
www.cpapracticeadvisor.com/21078016

HIRING LOOKS BRIGHT FOR 2019 GRADUATES 
www.cpapracticeadvisor.com/21078006

BACKUP WITHHOLDING NOW 24%, BONUSES 22% 
www.cpapracticeadvisor.com/21079327

NEW CHINA TARIFFS COULD HURT ECONOMY  
www.cpapracticeadvisor.com/21078004

FACEBOOK:  
www.facebook.com/CPAPracticeAdvisor

TWITTER:
www.twitter.com/CPAPracAdvisor

LINKEDIN: 
https://www.linkedin.com/groups/3927201/
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