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Our Readers Share
Their Opinions 

This year, perhaps more than 
any previous year, the survey 
results provide a backdrop to the 
necessity of technology in our lives. 
Try to imagine, if you will, getting 
through the past year without the 
use of technology. From Zoom calls 

and file sharing to project manage-
ment to the boxes of hardware so 
many accountants moved from 
their offices to their bedrooms and 
kitchens; from helping our children 
with remote learning and dogs 
barking during conference calls to 

electronic signatures and distance 
audits; from scheduling and tax 
planning to timesheets and, yes, 
even hospitalizations – we relied 
on technology every step of the way.

The programs and solutions 
that our readers chose in this year’s 
survey are the tools that actually 
got us through the past year – these 
are more than experimental choices 
– these solutions saved our careers, 
our families, our client and personal 
relationships. Look carefully at this 
year’s results, because the compa-
nies that made these products and 
offered these services allowed us to 
survive. Without them, we all would 
have suffered so much more than 
we did.

They are too numerous to list 
here, but please read carefully 
through the complete survey results 
on pages 12-20 noting the names 
of, not just the winners, but all of 
the companies represented in the 
survey. On behalf of the CPA Practice 
Advisor readers, we would like to 
thank every one of the companies 
that provides the tools we need to 
do our jobs.

Be sure to see the results of 
our 2021 Readers Choice Awards at  
w w w. c p a p r a c t i c e a d v i s o r .
com/21215751  ■

— Gail Perry, Editor-in-Chief

EACH YEAR, WE conduct a reader survey that results in the Readers’ Choice Awards, a 

ranking of favorite programs and services used by our readers. Not only do we encourage 

everyone who stops by our site in the early months of the year to cast their votes, but 

we also encourage those companies who have skin in the game to rally their users to 

show their support by voting for the products they use.



APRIL 2021   ■    www.CPAPracticeAdvisor.com       5

 

AMY VETTER, CPA.CITP, CGMA
Mindful Technologist &

Keynote Speaker
@AmyVetterCPA

THE LEADERSHIP ADVISOR

Diversity, Equity and Inclusion 
for the Modern Firm

The benefits of a diverse and inclusive work-
place are numerous. Young people want to work 
for companies with strong values that reflect a 
DEI-focused approach to hiring and culture. 
Diverse workforces are also statistically proven 
to generate more revenue, and the numbers are 
drastic and significant in this respect. The same 
is true of diverse teams and their performance. 
Emphasizing DEI within your firm, then, is a win 
in every respect, not to mention simply being 
the right thing to do. There are hardly any busi-
nesses that don’t want to be seen as inclusive and 
forward-facing when it comes to these issues, but 
far too many simply pay lip service to the idea 
without doing what it takes to really understand 
the challenges and implement policies 
that make a difference.

DEFINING DIVERSITY, 
EQUITY, AND INCLUSION
Before you begin to enact DEI initiatives 
in the workplace, you should take the 
time to grasp what each of the three 
terms mean. Diversity, the broadest 
of three terms, simply means having 
many different types of people in your 
workplace. While that’s pretty straight-
forward, people still make mistakes 
when talking about diversity. Promoting 
diversity at your firm is more than discussion 
on the topic, but filling positions with people 
from different backgrounds that have equal 
opportunity for success at your firm.

Beyond diversity is equity, which involves 
ensuring that all of your diverse employees are 
treated fairly. As Forbes notes, “Equity requires 
an organization to acknowledge that everyone 
has different needs, experiences, and opportuni-
ties and respond accordingly.” In other words, 

we can define equity as acknowledging different 
experiences in order to provide an equitable 
experience for all.

Inclusion is the act of making all types of 
people feel comfortable and accepted in the 
workplace. Creating an inclusive firm will require 
you to tackle both big-picture ideas and granular 
details. Little details, down to the words we use 
to communicate to one another, can have a mas-
sive impact on how included people feel in the 
workplace. Oftentimes, we aren’t even aware of 
little ticks of language, behavior, or policy that 
can make people feel excluded. Addressing these 
concerns will help make everything you do make 
all of your team feel welcome.

PUTTING DEI INTO ACTION
Once you understand the pillars of DEI, you can 
begin to craft policies and initiatives that reflect 
them. The easy part is discussing inclusion and 
making it one of your core values; the harder part 
is living those on a day-in, day-out basis. You 
have to be willing to assess every aspect of your 
operations in light of DEI principles. Otherwise, 
you’re at risk of being rightfully called out for 
talking the talk, but not walking the walk.

An obvious and crucial place to start is with 
your hiring practices. Firms should strive to 
have a workplace that is reflective of the places 
they are located, which can include hiring and 
promoting candidates from myriad backgrounds 
and lifestyles. Many companies become less 
diverse as you work your way up the corporate 
ladder. Equity should be present at every level 
of the company. 

You should look outside your own doors when 
it comes to assessing DEI practices. Everything 
from the vendors you work with to the charities 
you support paints a picture of where you stand 
on DEI. In an always-online and data-obsessed 
world, people can do the legwork and see sup-
ports the principles it espouses.

Additionally, setting up a system of checks 
and balances, where you are rigorously asking for 
feedback and reviewing how everyone is doing 
around these values and policies in place is key. 
Putting them in place but not being tested on 
their effectiveness can make the effort futile 
and leave employees disappointed. Having an 
independent review process periodically to stay 
on track and make changes as necessary can 
help with your success.

Most of all, though, a focus on DEI has to 
come from the hearts and minds of the leaders 
at your firm. It has to be an animating aspect of 
who you are as a firm and the example is from 
the top. The adaptation process may not happen 
overnight, but it’s something you can strive for.■

EVERYONE WANTS THEIR CPA firm to be a modern workplace equipped for the challenges of 
tomorrow. Turning this dream into a reality is a wide-ranging and multifaceted effort, touching on 
everything from technology and remote work policies to branding and service offerings. Perhaps 
the biggest and most imperative way to modernize a firm, however, involves the people you 
hire and the way you treat those people. Without taking the time for a thorough understanding 
of diversity, equity, and inclusion (DEI), your firm may be up against some tough times ahead.
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FROM THE TRENCHES

So, how can collaboration improve 
the practice of accounting while 
enhancing the final work product and 
deliverable? How can collaboration 
save time, money, and effort? Do you 
have a proactive way of working col-
laboratively? You may do a lot of work 
on your own. But how do you know 
those who consume your work don’t 
have to overcome challenges? Most 
importantly, how do you work with 
clients to make their interactions 
with you as seamless as possible? 

How do you improve your client and 
team member experience?

For example, in writing this 
column, I’m starting the process in 
Word. Wouldn’t it be easier on the 
editors if I could write this inside the 
content management system used 
for editing, website publication, and 
press runs? Why should they have to 
translate this document into various 
formats using their talents in clerical 
translation when they could spend 
more time improving my writing 

technique and making it easier for 
you, the reader, to consume this 
content?

HOW DO WE COLLABO-
RATE ON INFORMATION 
WITH CLIENTS?
First, let’s look at some milestone 
productivity technologies and their 
release dates. Among these is the 
release of what is now Google Work-
space, initially released on March 9, 
2006, as Google Docs and Sheets, 

and updated on August 28, 2006, 
as Google Apps for Your Domain. 
Many small businesses use Google 
Workspace exclusively.

Microsoft had some collaboration 
in mind with the release of SharePoint 
on March 28, 2001, but this was 
released primarily as a document 
management and storage system. It 
was not until Office 365 was released 
on June 28, 2011, as a response to 
Google’s success with the features of 
Google Sheets improving and multiple 
people editing those Sheets, and that 
the Google Workspace product was 
starting to become a threat to Excel, 
that Microsoft took this suite seri-
ously. Co-authoring for Excel didn’t 
arrive until March 2017 with the 
release of Microsoft Teams.

I can’t imagine developing a work 
product in Word, Excel, or PowerPoint 
today where I don’t use co-authoring. 
Collaboration reached a new peak 
for Microsoft with the name change 
from Office 365 to Microsoft 365 as 
a superset of Enterprise features 
on July 10, 2017, and consumer and 
small business rebranding on April 
21, 2020. One could argue that even 
though Adobe Cloud wasn’t released 
until 2013, prior versions of Adobe 
had some co-authoring features as 
early as 2004 with the LiveCycle 
Designer. Of course, Zoho Corpora-
tion is celebrating its 25th anniversary 
this year. Zoho One contains Zoho 
Docs, Sheet, and other collaborative 
productivity competitors that have 
also been in the market for over ten 
years too.

CLIENT
EXPERIENCE 
FOR TODAY

Collaboration 
Is the New

“Must Have”
WHEN DID COLLABORATION become a “must have?” While many milestone releases of 

products could be shown as the starting line, working simultaneously together on the 

same file is an attitude. It is different this decade than it was at any time before. While I still 

despise getting large documents via an email attachment, now I don’t want attachments 

or links based on the security risk alone. Not to mention the lost work and rework that 

occurs when people don’t work together! Also, there is a strong connection between 

collaboration and providing advisory services in a satisfactory way to all parties involved.
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 FROM THE TRENCHES

But one of the most significant 
breakthroughs came with Microsoft’s 
Azure cloud. It took the vision of Bill 
Gates in 2005 to assign Ray Ozzie (who 
helped create Groove and Lotus Notes), 
along with Amitabh Srivastava and 
Dave Cutler, to invent a cloud operat-
ing system for Microsoft. Microsoft 
Azure was released on February 1, 
2010, after being announced in 2008. 
Our K2 team was one of the first busi-
nesses installed on Microsoft’s original 
email hosting platform called Business 
Productivity Online Suite (BPOS) in 
2008. Today’s Azure cloud and the 
Groove-like synchronization of data 
provide the collaborative capability to 
a whole new generation of products. 
This low-level data synchronization is 
more than just the hosting you can get 
from competitors like Amazon Web 
Services.

As noted in my March column, 
collaboration with meeting technolo-
gies erupted in 2020 with Microsoft 
Teams in particular. Teams’ popu-
larity was not an overnight success 
after the March 2017 release. Still, 
Microsoft went from 0 to 115 million 
users in the same time Slack grew 
to 12.5 million users before being 
acquired by Salesforce for $27.7 
billion on December 1, 2020. Based 
on the various meeting technologies 
required to effectively work together 
from anywhere, including Google 
Hangouts, Google Meet, GoToMeeting, 
WebEx, Zoho Meeting, and Zoom, the 
popularity of collaborative meetings 
during the pandemic was no surprise. 
You can learn to manage collabora-
tion culturally among your team in 
the new book from Bart Barthelemy 
entitled Collaborative Innovation.

WHAT DOES IT MEAN TO 
COLLABORATE?

 ■ Share accounting software or 
financials

 ■ Cooperate on Business Development 
and CRM to nurture relationships

 ■ Coordinate workflow between team 
members

 ■ Share documents internally and 
with clients

 ■ Co-authoring so multiple people 
can work on data at the same time

 ■ Meet virtually online
 ■ Work any time, any place, any 
device

 ■ And do all these things with 
appropriate security

Why all this history? It has been 
only 10, 15, or 20 years that we have 
collaborated with productivity tools. 
However, I was lucky to help start the 
path of collaboration in Financials, 
Relationships, and Workflow in the 
1980s and 1990s, now between 30 
to 40 years ago, depending on the 
technology.

As I reflected on each tool where 
I was fortunate enough to help the 
designers, developers, marketers, and 
executive management team, we have 
been building collaboration for a new 
digital world. While assisting design-
ers of QuickBooks Online, Xero, Zoho 
Books, Sage Intacct, NetSuite, and SAP 
Business by Design in financials, I 
promoted the idea of collaboration 
in financials. It also happened with 
ACT, Goldmine, and other contact 
managers before CRM became a focus 
area with Siebel and the predecessor 
products of Dynamics CRM and Sage 
CRM in relationships.

The evolution of products that 
assisted in the workflow in public 
practice firms evolved with XCM, 
FirmFlow, Jetpack Workflow, and oth-
ers. Each of these products developed 
in silos, and now they are starting 
to connect effectively. You’ll see 
more announcements in 2021 about 
technical connection improvements.

WHAT ARE WE TRYING 
TO ACCOMPLISH USING 
COLLABORATION WITH 
CLIENTS?
There should be a purpose for col-
laboration within your team and 
with your clients. Together, we can 
do more. I was recently reminded 
of how we can accomplish things 

that we can’t do by ourselves with 
the Mars Perseverance rover landing 
when a team has a common goal.

Note that Financials could con-
tain Time and Billing as well as AP 
and AR. If you consider what a CRM 
solution can do for your Relationship 
Management and business success, 
a system to manage this is key to 
your success. Business Development 
is a four-letter word for many firms. 
Still, there are many excellent CRM 
products for firms, including Fibre-
CRM, Symphony with Client Sense, 
and many more. When I perform 
CPA firm consulting, I’m typically 
selecting from at least ten different 
solutions, but rarely do I recommend 
Salesforce, which does not culturally 
fit most professional firms.

Business development sounds like 
a good topic for another day. We have 
written about and promoted workflow 
since the 1990s as a critical element 
for success, and several consultants 
have delivered Six Sigma training 
for tax and to optimize processes. 
Business process management 
(BPM) and document flow have a 
relationship illustrated in my March 
column (www.cpapracticeadvisor.
com/21210414) on portals and docu-
ment exchange.

Technology products like 
Liscio, Suralink, Karbon, Canopy, 
Clarity Practice Management, and 
SmartVault all aid in the portals, 
document exchange, and workflow. 
Rarely is there enough capability in 
a Practice Management system to 
handle Financials, Relationships, and 
Workflow. Additionally, these three 
areas support our communications, 
billing, and time management.

Clients were much more patient 
before the collaborative Digital Revo-
lution because it was apparent to all 
concerned that delivering the basics 
of accounting, tax, and audit, took a 
lot of time and personal expertise, 
and education. The accounting 
profession’s uniqueness in compli-
ance simply doesn’t apply as much 

today, where software can now do 
most things that were once solely an 
accountant's domain. Clients today 
are tech-savvy and understand 
much more than they used to about 
financial management and even tax. 
It’s a different world!

Let’s further reflect and remind 
ourselves of the critical ingredients 
of the business model of accounting 
firms. These were, or in many cases, 
still are:

 ■ Primarily a client ‘needs’ driven 
model - with a provision of services 
that clients need because they have 
only one choice: which accountant?

 ■ An efficiency model - people costs 
against recovered chargeable hours 
equals profitability

 ■ A traditional services model - tax 
returns, audit, and accounting 
services, delivered to the market 
as compulsory purchases

These three scenarios represent 
what was traditionally delivered by 
professional accountants: accounting, 
tax, and auditing. But the previously 
listed tasks can be truly advisory 
or consulting services rather than 
compliance delivery services. It’s 
subtle but will become a powerful 
shift in client perspectives if your 
firm handles Advisory services 
correctly. Digital solutions will 
merely place extra emphasis on 
these needs and clients’ wants for 
Advisory positioned services. Unlike 
the demise of accountants predicted 
in the past, computer software can’t 
wholly replace people, and let’s hope 
it never will.

As most of us know, the business 
model of accountants for decades was 
supported by clients’ need for the 
financial expertise that accountants 
bring to the table. The key strategic 
questions for an accounting firm 
were often:

 ■ “How big do we want to grow, and 
how many partners do we want?”

 ■ “How hard do we want to work?”
 ■ “How efficient can we be?”

Continued On Page 10
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The Workplace of the Future

HYBRID WORK IS HERE 
TO STAY 
The workplace has changed forever. 
Employees now go to the office for 
social interaction, team building, 
personal preference and comfort or 
to get back into routine, but they do 
not have to be in the office for all 
work. Organizations will thrive with 
a combination on onsite and remote 
working expectations. According to 
the 2020 Anytime, Anywhere Work 
Survey from management consult-
ing firm Convergence Coaching, 81 
percent of firms expect an increase 
in people working from home 
post-pandemic.

COVID-19 also disproved the 
notion that client-firm relationships 
require consistent face-to-face inter-
action. There is now an opportunity 
to serve clients from anywhere, at 
anytime, as well as expand talent 

pools geographically.
Working remotely is here to stay 

within a hybrid model. According to 
Gallup, employees’ optimal engage-
ment occurs when they spend 
60-80 percent of their time working 
remotely. The future will likely con-
tinue to be a combination of onsite 
and remote-work environments, 
and organizations need to adjust for 
this. Clients may not expect firms 
to physically be anywhere, and the 
need for in-person interaction will 
not always be essential to many job 
functions.

RELATIONSHIPS ARE MORE 
IMPORTANT THAN EVER 
Interpersonal relationships will still 
play a role, however, and remain 
foundational to success. Prior to 
the pandemic, innovation largely 
focused on creating efficiencies, 

improving service delivery models 
and quality or leveraging resources. 
Today, firms will need to innovate 
how they communicate and interact.

The pandemic mandated a quick 
response to disruption, but it now 
provides the opportunity to open the 
world back up in a new way. To stay 
ahead of the curve, companies may 
need a new office environment that 
offers the flexibility to which people 
have become accustomed. Offices 
should have a full spectrum of uses 
in mind: larger open-collaboration 
spaces, places for socialization and 
even smaller spaces for independent 
working.

Protocols, frequency and trans-
parency of communications — and 
the platforms for them — are also 
essential to a seamless remote-work 
environment and create a valuable 
client experience. Millennials, for 
example, continue to enter the 
workforce as Boomers retire, and 
each have different ways of con-
necting. Firms will have to adapt 
to new ways of communicating 
across generations just as much as 
geographies.

CONFIDENCE AND TRUST 
IS FOUNDATIONAL
Transparency of messaging and 
action as well as trust in people and 
culture, particularly when working 
remotely, is paramount to being 
successful in the future workplace. 
According to Great Place to Work, 
all companies that make their “Best 
Workplaces” list have high-trust 
cultures.

Through a client lens, the most 
successful firms previously had 
long-standing relationships, busi-
ness contacts or a trusted brand 
identity in the marketplace to 
leverage. Now, there is a clear need 
to leverage expertise in niche areas 

to truly be an expert.
Firms must consider their digital 

footprint and build strong online 
brands through social media, web-
sites and thought leadership. A silver 
lining of working remotely is that 
expert content can be created from 
anywhere and cast a wider audience. 
There is an opportunity to reach 
untapped areas by leveraging niche 
expertise. Historically this online 
presence was “nice to have” — now, 
it is a “need to have.”

LOOKING TOWARD A 
BRIGHT FUTURE 
The world has changed more rapidly 
in the past 12 months than in the 
previous few decades. Small and 
mid-sized firms have the luxury 
of being more nimble than their 
larger counterparts. This creates 
a unique opportunity to be able to 
adapt quickly and compete for both 
business and talent.

As with anything else, a strate-
gic plan serves as a beacon for the 
future. A new hybrid workplace will 
emerge from the pandemic that is 
built from innovation surrounding 
team development, relationship 
building, communication, engage-
ment, collaboration and more. The 
future looks promising and full of 
opportunity. ■

Tom Barry is managing partner at GHJ, 
a Los Angeles accounting and advisory 
firm that specializes in nonprofit, food 
and beverage, health and wellness, 
and entertainment and media 
companies. Tom’s role is a com-
bination of entrepreneur, partner, 
consultant, mentor and business 
advisor. He provides audit and 
accounting, tax and general busi-
ness consulting services to clients 
in a variety of industries including waste 
management and recycling, manufac-
turing, distribution and the restaurant 
industry. He can be reached at tbarry@
ghjadvisors.com.

THE LAST YEAR has come with unprecedented challenges 
but also brought great opportunities for innovation and 
growth. For small to mid-sized accounting firms, the 
workplace of the future will continue to evolve and look 
different than the past. How firms respond will become 
either a permanent setback or setup for long term success.

By Tom Barry, CPA, Managing Partner, GHJ 
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THE LABOR LAW ADVISOR

Paying People Properly

The FLSA has existed since the 
Great Depression. In addition to 
mandating a federal minimum wage, 
it mandates overtime pay of one-and-
one-half times an employee’s regular 
rate of pay for all hours worked over 
40 in a workweek. The overtime 
requirement was intended to create 
more jobs in response to massive 
unemployment by making employees 
working long hours more expensive. 
By requiring a 50% premium for an 
employee working more than 40 
hours, as was quite common, it was 
thought employers would find it 
cheaper to hire additional employees 
to work more hours at straight time 
pay. Today, the FLSA applies to virtu-
ally every workplace.

The primary reason employees 
allege FLSA violations as the basis of 
so many lawsuits is that violations 
are easy to prove. Additionally, an 
award of damages normally includes 
liquidated (double) damages, as well 
as attorney’s fees. Class or “collective” 
actions involving unpaid overtime 
have resulted in multi-million-dollar 
judgments and settlements covering 
thousands of employees of some of 
the nation’s largest companies.

MISCLASSIFICATION
Perhaps the largest cause of liability 
for unpaid wages is the misclas-
sification of employees as exempt 
from overtime. The so-called “white 
collar” exemptions under the FLSA 
set out categories of employees 
exempt from overtime pay, which 

are executive, administrative, 
professional, computer employees, 
highly compensated employees, 
and outside sales exemptions. To be 
exempt, the employee must generally 
be paid above the minimum salary 
and perform certain, specified duties.

SALARY RULES
The minimum salary required 
for exempt status under the 
FLSA is currently $684 per week 
($35,568 annually). The “computer 
employee” exemption has two, 
separate minimum pay limits 
under different FLSA provisions. 
There is a minimum salary similar 
to the other exempt categories, as 
well as an hourly rate of no less 
than $27.63 per hour. The “outside 
sales” exemption has no minimum 
salary requirement.

DUTIES RULES
The required duties for the execu-
tive, administrative and profes-
sional categories sound relatively 
straightforward. To be an exempt 
“executive,” the employee must 
have as their primary duties the 
management of the enterprise or 
a recognized department thereof, 
the direction of two full-time 
employees or their equivalents, 
and have the authority to hire, fire, 
promote, or to effectively recom-
mend such action. To qualify for 
the “administrative” exemption, 
an employee must have as their 
primary duty the performance of 

office or non-manual work 
directly related to manage-
ment or general business 
operations.

The person must also 
exercise discretion and 
independent judgment 
with respect to “matters of 
significance.” Exempt “profes-
sionals” generally fall into two 
primary categories “learned” 
and “artistic/creative.” By 
far the most common are 
“learned” professionals. They 
must perform work requiring 
advanced knowledge in a field 
of science or learning, which 
generally involves a prolonged 
course of specialized instruction.

Only computer professionals 
performing high-level technical work 
such as systems analysis, computer 
systems or program design, and simi-
lar, specialized functions qualify. To 
qualify for the “outside sales” exemp-
tion the employee must regularly be 
engaged in sales functions away from 
the office. Inside sales personnel do 
not qualify for the exemption.

INDEPENDENT 
CONTRACTORS
In this age of Uber, Lyft, and 
countless gig economy jobs, the 
question of who truly qualifies as 
an “independent contractor” is a 
hotly contested issue. The issue has 
arisen regarding Microsoft contract 
workers, Uber and Lyft drivers, 
Fed Ex and Grub Hub delivery 

personnel, and numerous others. 
In 2019 the Department of Labor 
(DOL) issued revised guidelines on 
who qualifies as an independent 
contractor. The Biden Administra-
tion has put these guidelines on 
hold for further review. They will 
likely be rescinded in favor of what 
is referred to as the “ABC test.”

Under that test the relevant 
factors are: 1) whether the worker is 
free from control and direction of the 
hiring entity; 2) whether the worker 
performs work that is outside the 
normal course of the hiring entity’s 
business; and 3) whether the worker is 
customarily engaged in an indepen-
dently established trade, occupation, 
or business of the same nature as that 
involved in the work performed. The 
goal is to make proving independent 
contractor status more difficult.

THE FAILURE TO correctly pay employees as required by the Fair Labor Standards Act 
(FLSA), as well as similar state wage and hour laws, causes the most frequently filed 
style of lawsuits by employees against their employers. The claims made in these 
cases are more often than not proven true. The Biden Administration has announced 
its intention to focus more aggressive enforcement efforts at these wage and hour 
compliance issues. It is the proverbial low hanging fruit.
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OFF-THE-CLOCK WORK
In addition to employee misclassi-
fication, another cause of overtime 
liability is the failure to pay for all 
hours worked by an employee. In 
most cases it involves preliminary 
or postliminary functions that are 
part of the employee’s principal 
activity. It is not uncommon for a 
conscientious employee to engage 
in preparations before punching in. 
It could be setting up a machine, 
gathering needed supplies for 
the day’s work, sorting through 
daily work orders or production 
schedules, or similar preparatory 
functions. Similar activity can 

occur at the end of the workday, 
after the employee punches out. 
It could involve completion of 
production reports, a meeting 
with employees coming on shift 
about problem issues or similar 
work-related activity.

In addition, modern business is 
largely conducted through e-mail, 
text, and similar electronic com-
munication. Reliance on I-Pads, 
I-Phones, and laptops can mean that 
the workday is never really finished. If 
a non-exempt employee spends time 
completing a report or responding 
to e-mails or texts before or after 
regular work hours, there is potential 

overtime liability being generated.
The circumstances that cre-

ate liability are as varied as our 
workplaces. If work is performed, 
what is normally unpaid time would 
become worktime necessary for 
inclusion in properly calculating 
overtime. Employers can avoid much 
liability for off-the-clock work by 
maintaining policies prohibiting off-
the-clock work, requiring employees 
to promptly report any unrecorded 
work, and ensuring not to prevent 
or discourage employees from 
reporting any worktime. Employers 
should prominently post notices 
regarding these policies and should 

also periodically remind employees 
about them.

As these various examples make 
evident, the potential for improper 
pay exists in a wide variety of cir-
cumstances. Off-the-clock claims 
are one of the most frequently filed 
lawsuits employers confront, and 
one the Biden DOL will target for 
enforcement. By adopting proactive 
policies and monitoring for potential 
off-the-clock work by employees, the 
risk of facing such lawsuits can be 
drastically reduced. ■

These factors were simple, 
familiar, reassuring, and reliable 
and have led to what you could call 
‘The Busy Paradigm.’ For many of us, 
busy meant successful, and when you 
charged per hour and clients accepted 
this approach, it worked well, and you 
don’t see many poor accountants. 
Billing by the hour and staying busy 
continued merrily along until outside 
forces started to intrude, in the form 
of course, of the Digital Revolution.

Rather than providing accoun-
tants with leisure time, this IT 
revolution seems to have resulted in 
accountants working harder than ever 
before and for marginally improved 
earnings and results. In fact, in terms 
of a new resilient business model 
fit for the Digital Age, ‘busy’ could 
be a four-letter word. A large firm’s 
very successful managing partner 
describes “busy” as a gold badge not 
to be worn as it is a “Fool’s Gold”!

The biggest threats are not future 
changes driven by technology because 
they will occur anyway. It’s that while 
firms are still doing well, accountants 
will wait too long to strategically plan 
forward and start to refine their busi-
ness models to reflect what’s coming 
in this new collaborative digital world. 
It’s easy to get left behind when you 
are doing well and are comfortable 
with the status quo.

The future strategic change 
is about going from a traditional 
services model to a client-focused, 
effective Advisory model. Of course, 
efficiency and effectiveness are 
not the same things. The strategic 
answer for accountants appears to 
be a simple two-pronged drive.

 ■ EFFICIENCY - become hyper-
efficient with traditional compli-
ance services using technology 
and Cloud online accounting and 
tax services.

 ■ GROW TH - effect ively grow 
advisory services.

This two-pronged approach is 
a reasonable path forward because 
all the technological benefits have 
resulted in increased efficiency. Tech-
nology changes provide opportunities 
for increased capacity, but only if we 
use them properly. Today, Advisory 
is not a value-ADDED service. It is 
a CORE service that is vital to the 
future success of a firm. Did the 
non-value-added services where we 
provided clients advice in response 
to questions provide no value? Of 
course not! The term ‘value-added 
services’ is a lazy and misleading 
way of describing non-compliance 
with ‘valuable’ services! When you 
collaborate with clients, the value of 
your advice increases. As additional 
benefits, your client retention and 
realization rise, too.

SO, WHAT CAN WE DO 
TODAY?
We must enable collaborative work. 
While in the past, working together 
was enabled because of hosting, 
in the collaborative digital world, 
this can be accomplished with 
SaaS applications, running in silos, 
connected with digital plumbing. 
The connections have become more 
reliable, robust, and secure, and 
more are promised this year.

You’ll see that throughout 2021 
and beyond we’ll discuss client and 
team member experience because we 
are too comfortable in our old ways 
of doing things. Plus, our clients need 
our help now more than ever. Now 
is a time of improved collaboration, 
where we can leverage financials, 
relationships, and workflow. What 
type of experience are you going to 
create for you, your team, and your 
clients?  ■

Continued From Page 7

CLIENT EXPERIENCE FOR TODAY
COLLABORATION IS THE NEW “MUST HAVE”
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THE STAFFING & HR ADVISOR

Hosting Video Calls in a  
Changed Business World

 ■ No agenda, no meeting — Having an 
agenda is vital for keeping attendees 
on task at any meeting. But in a forum 
where people are often distracted 
and tempted to multitask, following 
an agenda is even more critical. 
Create a PowerPoint presentation 
that can hold people’s attention and 
make the first slide a depiction of the 
agenda. Include the purpose of the 
meeting, the objectives that need to be 
achieved and how long the discussion 
will last. After a brief on-camera 
welcome, share your screen and start 
the PowerPoint deck you’ve prepared. 
Refer back to the agenda throughout 
the meeting as a visual reminder of 
what’s next as the meeting progresses.

 ■ Use visual stimuli — The rest of your 
PowerPoint can include infographics 
of the main points you want to make 
to your CPA team. This gives them 
something to focus on while you’re 
speaking. Just be careful when you 
share your screen that you have 
minimized anything that’s not for 
public eyes.

 ■ Have a backup plan — Technical 
issues can be a headache and a huge 
waste of time. In your meeting invite, 
include a phone number that people 
can dial into should the video call fail. 
Being ready to revert to a telephone 
conference allows discussions to 
continue with minimal disruption. 
If you don’t, you could lose valuable 
time and cause people to tune out 
even before you’ve begun.

 ■ Get everyone involved — Keep 
an eye out for anyone not actively 
participating and invite them to share 

their thoughts.
 ■ Set some ground rules — To help 
the meeting run smoothly, kick it off 
by letting attendees know how and 
when to ask questions. They can, for 
example, raise a virtual hand or use 
the chat function. Advise them to turn 
off their microphone when they’re 
not speaking.

 ■ Video on, sound off — If bandwidth 
allows, ask participants to keep their 
cameras on. Not only does this allow 
you to read visual cues but it makes it 
easier to spot if someone isn’t paying 
attention. Let them know your plan 
in your meeting invitation so people 
know in advance they’ll be on camera.

 ■ Keep to time — Communicating on 
a screen is more tiring for the brain 
than in-person discussions, making 
it harder to maintain concentration. 
Turn your camera back on yourself 
regularly during the meeting so 
people aren’t just staring for long 
periods at what’s on your laptop.

 ■ Show empathy. Don’t forget that 
people are stressed in all kinds of 
ways during these long months of 
operating out of their homes. They 
still need a human touch, but how do 
you provide it in a virtual meeting? 
At minimum, start the call by simply 
asking participants how they’re 
doing during this unprecedented 
time. Depending on the relationship 
you have with attendees, maybe it’s 
bringing your child or pet in front of 
the camera to say hello.

 ■ Always follow up — Sending a 
summary of discussion points to 

participants post-meeting where you 
flag any actions and deadlines sets a 
tone of accountability.

 ■ Consider alternatives — Tech issues, 
interruptions and over-scheduling are 
just some of the factors that can lead 
to ineffective discussions and video 
call fatigue. Could that reconciliation 
statement be with an old-fashioned 
phone call? If a group discussion is 
more appropriate, keep the guest 
list to a minimum. The fewer people 
involved, the easier it is to facilitate a 
productive virtual discussion.

Of course, not all the video meet-
ings you host will be with internal 
staff. It’s also necessary to engage 
with clients virtually these days. Here 
are some tips for on-screen etiquette 
that will help all participants get the 
most out of your virtual meetings.

 ■ DO check your tech — Technical 
issues can sabotage any meeting, so 
make sure you’re not the problem 
if they occur. Test out your sound, 
video and microphone in advance 
and troubleshoot any new software.

 ■ DON’T multitask — It’s easy to 
tell when someone is staring at a 
web browser or reading an email, 
compared to listening attentively. 
It is totally unprofessional and 
disrespectful to the people you’re 
trying to communicate with not to 
give them your full attention even 
when you’re not “on.”

 ■ DO check your background — If 
you’re working from home with 
children in the house, rooms can be 
quickly turned upside down. Messy 

backgrounds are distracting and 
make you look unprofessional. If you 
haven’t had time to tidy up, use a 
virtual background instead.

 ■ DON’T use speakerphone — Be 
considerate to other participants by 
speaking as clearly as possible, ideally 
through a headset. Make sure you’re 
in a quiet space where you’re unlikely 
to be interrupted.

 ■ DO come prepared — It might be 
easier to wing it during a virtual 
meeting, but it’s not a good idea. Being 
ready to participate in discussions 
articulately is a basic courtesy to your 
colleagues.

 ■ DON’T interrupt — Bear in mind that 
there’s often a delay during online 
meetings so pause after asking a 
question or listening to someone’s 
response. Unless you’re invited to 
ask questions, use the chat function 
to avoid inadvertently talking over 
someone.

 ■ DO connect on a human level — Even 
though you’re physically distanced, 
remember your colleagues are more 
than just faces on a screen. Life is 
challenging for everyone right now 
so do your best to be kind, tolerant 
and supportive.

Doing business during a pandemic 
is a new experience for everyone 
and there isn’t a rulebook for how 
to navigate this new normal. Many 
virtual meetings can be frustrating 
and ineffective, but with a little 
thought and preparation they can be 
made effective, efficient — and even 
enjoyable. ■

WITH A LARGE proportion of the workforce still confined to their homes, virtual meet-
ings have proven a remarkably effective way for finance and accounting firms to align 
remote teams and keep workers connected. However, best practices for using of this 
technology are still evolving and the learning curve continues. Here are my golden rules 
for professionals charged with hosting video calls:
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FEDERAL/STATE INCOME TAX 
PREPARATION 
Insight: The most voted on category in the 
awards each year, nearly all respondents 
report using a professional tax system. 
Drake Software’s customers always turn out 
in high numbers to vote, resulting in another 
win this year, and showing the loyalty these 
customers have for this company’s tax and 
tax practice management software.

TAX PLANNING SYSTEMS 
Insight: Major tax law changes are now an 
annual occurence, with makes tax planning 
a challenge, and makes having a good tax 
planning system critical. With the major 
changes in the CARES and ARRA laws, both 
for individuals with for businesses (PPP), 

planning for 2021 and beyond will take 
exceptional skill. Tax planning also offers a 
great chance for an additional engagement 
with your clients, helping to create hypotheti-
cal situations based on current and projected 
tax law, phase-ins and outs, and life event 
changes such as variations in income, college 
and other family matters. The result can be 
proactive tax savings.
WINNER: Drake Tax Planner (39.7%)
Runners Up:
• Intuit Lacerte Tax Planner (26.7%)
• Thomson Reuters Checkpoint or Planner CS (10.9%)
• Wolters Kluwer CCH ProSystem fx Planning and fx 

for Small Firms (7%)
• Bloomberg Tax Income Tax Planner (4.2%)
• Corvee Tax (2.5%)
• Other (9%)

TAX & ACCOUNTING RESEARCH 
SYSTEMS 
Insight: To reiterate: major tax law changes 
every year, ugh, making tax research more 
important than ever. Even if the tax law stayed 
the same for several years, there would be 
a need for tax research, since nobody can 
know everything, and periodically you will 
have a situation that you hadven’t addressed 
before, or in years. A comprehensive research 
system should include primary source mate-
rial such as the federal tax code and state tax 
laws, as well as tax court rulings and expert 
analysis of these materials. Some of the 

available tax research systems integrate with 
tax preparation programs, while others are 
used separately and can be used alongside 
any system.
WINNER: TheTaxBook –  
Tax Materials Inc. (60.1%)
Runners Up:
• QuickFinder Tax Handbooks (8.2%)
• Thomson Reuters Checkpoint (RIA) (7.1%)
• CCH IntelliConnect (Wolters Kluwer) (5.3%)
• TaxSpeaker (4.9%)
• Parker Tax Pro Library (4.8%)
• Intuit Tax Research & TaxAlmanac.org (4.7%)
• Tax Talk Today (2.7%)
• Bloomberg Tax Financial (2.2%)

SPECIALTY SYSTEMS & TAX 
PREP TOOLS
Insight: Sometimes even the most compre-
hensive tax prep system doesn’t quite have 
everything you need for uncommon returns 
or your practice’s workflow process. We call 
these tools that fill in the gaps or help amp 
your firm productivty, “specialty systems.”
WINNER: QuickBooks Self-Employed 
(26.7%)
Runners Up:
• GruntWorx (20.7%)
• CCH Axcess, ProSystem fx Suite and  

Scan w/AutoFlow (Wolters Kluwer) (19.7%)
• Canopy Tax Resolution Services (8.7%)
• Thomson Reuters UltraTax CS Source Doc 

Processing (7.8%)
• SurePrep 1040SCAN & TaxCaddy (5.1%)
• DynaTax (3.5%)
• Sageworks E-Tax Return Reader (2.6%)

• Bloomberg Tax 709 & 706 Preparer (2.4%)
• Xero Tax Touch (1.2%)
• Taxfyle (1.1%)
• Other: (0.5%)

TAX DOCUMENT AUTOMATION
Insight: Do more with less, by automating 
some of the data entry. When the source 
documents are scanned, the systems identify 
the data and automatically populate client 
returns with it. Many of these systems also 
prepare digital workpapers.
WINNER: Intuit Tax Import for Lacerte 
& ProSeries (29.3%)
• GruntWorx Populate (22.8%)
• Thomson Reuters Source Document Processing & 

Workpapers CS (10.7%)
• Wolters Kluwer CCH iFirm and ProSystem fx Scan 

with AutoFlow (8%)
• Canopy Tax (7.4%)
• SurePrep 1040Scan Pro, 1040Scan Organize (6.7%)
• cPaperless (4%)
• Corvee (0.6%)
• Other (10.5%)

SALES & USE TAX  
PREPARATION
Insight: Sales taxes can be quite simple for 
very small businesses, with one or two short 
online forms to fill out per quarter. But for 
growing business with an online presense, 
it has always been a challenge to keep up 
with so many jurisdictions. Wayfair was 
supposed to make things easier, but in just a 
few years, it has become the same albatross 

While most accounting firms had 
already at least partially adopted 
systems that would enable this new 
work model, many had to design an 
effective workflow model to ensure 
productivity and client support. At 

the same time, accounting firms 
were often the first line of support 
for clients who were trying to build 
their own pandemic business mod-
els, implementing technologies, and 
learning to work with limited contact 

with their customers. It has been a 
challenge. But because accounting 
professionals truly are tech savvy, 
they were able to meet this challenge 
and help their clients succeed, and 
also make their firms stronger and 
more resilient.

Now in their 17th year, the CPA 
Practice Advisor Readers’ Choice 
Awards year, are a way for our 
readers to spotlight the technolo-
gies they most rely on and trust to 
manage their firms, provide client 
services, and help those clients run 
their businesses. From online tax 

and accounting systems, practice 
management, document automa-
tion and workflow tools, to apps for 
collaboration, mobile productivity 
and research. And, of course, office 
hardware.

The awards also let professionals 
see the technologies and workflow 
systems their peers are using, which 
can help them stay competitive and 
build stronger firms. We thank the 
thousands of professionals that 
participated in voting this year. And 
now, the results are in:

IN-FIRM TECHNOLOGIES

The Tech Getting Us 
Through the Pandemic By Isaac M. O’Bannon 

SOME SAY THE Covid pandemic changed everything. 
Others say, it just rapidly pushed technology adoption to 

move faster. In either case, technology has played an important 
role in the evolution of the accounting and tax profession, and 
remote technologies were critical over the past year, as virtually 
all firms moved to remote work environments that centered 
around digital collaboration with no direct client contact.

1 7T H  A N N U A L

DRAKE TAX SOFTWARE: 37%
Intuit Lacerte, ProSeries or ProConnect 
   TaxOnline: 27%
Thomson Reuters UltraTax or GoSystem RS: 8.7%
Wolters Kluwer CCH Small Firm Services ATX

  or TaxWise: 8.6%
Wolters Kluwer CCH Axcess 
  or ProSystem fx: 5.7%
TaxAct Preparers’ Editions: 3.8%
RCS TaxSlayer Pro: 2.7%
MyTaxPrep Office: 1.9%
Other: 4.6%
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Drake Tax proves that award-winning software and 
customer support don’t have to break the bank.

Great support. Great price.

GREAT SOFTWARE.

Drake’s customer service has built an ‘expect nothing less than the best’ reputation, and 
the various surveys of tax professionals certainly attest to that. Gotta go, I’m about to 
solve yet another client’s tax puzzle with the best tax software of all time!

TEDDY THE TAX MAN™, VALUED DRAKE SOFTWARE CUSTOMER

“
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sales taxes were before it. Fortunately for 
the businesses with more complex sales tax 
needs, many systems now automate much 
of the compliance and reporting processes, 
including applying the correct sales tax rate, 
filing and payments. Most voters in this 
category (20.2%) said they use state tax 
agency websites or use the sales tax func-
tions built into accounting systems (34.6%). 
However, among the votes for specific sales 
tax software, the results were:
WINNER: CFS Tax Software (19.7%)
Runners Up:
• Avalara AvaTax, Avalara Returns for Small Business 

(14.3%)
• eFileSalesTax.com (12%)
• TaxJar (9.8%)
• CCH Wolters Kluwer (SureTax/SalesTaxOffice/

SalesTaxSaaS/STRO) (8.6%)
• Sovos Tax Solutions (8.5%)
• Thomson Reuters ONESource Indirect Tax (5.5%)
• Vertex Inc. (3.8%)
• Bloomberg Tax Sales Tax Rates (3.2%)
• Other (14.6%)

SALES & USE TAX EXEMPTION  
CERTIFICATE MANAGEMENT 
Insight: The number one sales tax audit 
risk (after non-compliance) is exemption 
certificates. Businesses who occasionally 
or routinely make sales to purchasers who 
are exempted from sales taxes must maintain 
a record of these exemption certificates. 
Although most firms in our survey did not 
express a preference or personal use with 
these products, those who did voted as 
follows:
WINNER: Thomson Reuters ONESOURCE 
(35.7%)
Runners Up:
• Vertex Inc. Exemption Certificate Manager (25.9%)
• Avalara CertCapture (15%)
• Sovos Tax Solutions (9.5%)
• Other (13.9%)

ACCOUNTING WRITE-UP 
SYSTEMS
Insight: The cloud has dramatically changed 
write-up, but the basics are still the same: 
ensuring a business’ bookkeeping is accurate. 
Since small businesses are frequently victims 
of internal fraud (or bad bookkeeping), their 
books still need periodic review and reconcili-
ation by a professional.
WINNER: Intuit QuickBooks Accountant 
(54.6%)
Runners Up:
• Drake Accounting (15%)
• Thomson Reuters Accounting CS (5.6%)
• PC Software Accounting Inc. (5.5%)
• Sage One (3.7%)
• Xero (2.3%)
• Client Accounting Suite (Wolters Kluwer) (2.2%)
• AccountantsWorld Accounting Power (2.1%)
• UBCC Real Time Accounting (1.1%)
• Visual Bookkeeper (1%)
• CYMA Systems (0.8%)
• Other (6.1%)

AUDIT ENGAGEMENT TOOLS 
Insight: With the cloud and other remote 
technologies, including helpful automation 
tools, audit engagements no longer take 
weeks or months to conduct.
WINNER:  Wolters Kluwer CCH ProSys-
tem fx Systems and ARM (18.5%)
Runners Up:
• Thomson Reuters Workpapers CS, AdvanceFlow or 

Checkpoint (16.6%)
• AuditFile (9.6%)
• Confirmation.com (9%)
• CaseWare IDEA (8.9%)
• Capital Confirmation (5.7%)
• Suralink (5.4%)
• OnPoint PCR (4.8%)
• Rivio Clearinghouse (4.8%)
• Audit Dashboard Automated PBC (4.2%)
• Audit Confirmations (3.9%)
• Wiley Advantage Audit (3.5%)
• Teammate Analytics (2.4%)
• Other (2.7%)
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TAX RESEARCH PRODUCT!

WebLibrary

TheTaxBook

TheTaxBook delivers real answers, real fast! Save time, guaranteed. 
We compile the mountains of tax information, condense it for quick 

comprehension, and present it in a fast-answer format.
Use the #1 tax research product on the market!

Award-winning tax research solutions
for time-crunched tax professionals.



No More Risky Business
Peer Reviewers reported that over 60% of reviewed audits in previous years identifi ed nonconformity 
substantial enough that the auditor had to go back and do more work. Don’t be one of those fi rms!

With the Integrated Audit Approach you will experience audit technology that delivers new 
e   ciencies and client service, superior quality, and speed. This data-driven audit uniquely focuses 
on risk assessment and documentation while leveraging the power of data analytics. There’s 
no risky business in that.

At Wolters Kluwer, we are committed to moving the accounting profession forward for you.

When you have to be right®When you have to be right®

Learn how the right technology improves your audit workfl ow, 
ensuring higher quality audits that result in successful peer 
reviews. Download ‘6 Tips to Better Peer Reviews’ today! 

        EngageTax.WoltersKluwer.com/ReadersChoice
For a smooth peer review, a reviewer should be able to identify the 
procedures that correspond to each client risk without any further 
questions or explanation needed from the original auditor. That’s 
why every audit program needs to provide a clear linkage between 
the auditor’s assessment of risks and the steps they performed 
in response.

FACT: 24% of audit issues are due to auditor’s failure to 
address the risks they uncover.7

“What we see a lot of times is folks will fill out their risk 
assessment documentation, as a matter of course, and they 
identify risks and they go through the process of assessing levels 
of risks and likelihood of risk … And then they perform the exact 
same procedures that they would do for any other client. And 
that’s really not auditing in accordance with GAAS. You want to 
make sure your further audit procedures are responsive to the 
risks that you identified.” 

— Carl Mayes

Associate Director of CPA Quality and Evolution, AICPA

Document the Linkage of Procedures to RisksTIP #5

7 Wolters Kluwer, “Bringing the Facts into Focus: Four Audit Myths,” infographic, 2018.
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Public accounting firms in the U.S. that perform audit 

engagements are required to undergo peer review. This 

independent process evaluates a firm’s quality control 

and compliance with professional audit standards.

This eBook demonstrates how to use technology to improve audit 
quality in ways that help ensure higher quality audits that result 
in successful peer reviews. To gather insights about how to avoid 
common missteps discovered in peer review, Wolters Kluwer 
worked with:

• Deana Thorps, Manager of Audit Quality Initiatives, AICPA

• Carl Mayes, Associate Director of CPA Quality and Evolution, AICPA

• Troy Coon, CPA, Partner and Peer Reviewer, Watson Coon Ryan

• David Duckwitz, Director of Quality Control, RubinBrown

• Kyle Rustin, Principal, K•Coe Isom

• Matthew Reiter, Audit Quality Control Partner, Whitley Penn

• Jason Miller, Partner, Anglin Reichman Armstrong
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 FEATURE

BUSINESS VALUATION 
Insight: Business valuations are often neces-
sary during business ownership transfers, 
divorce litigation and family wealth planning. 
Although a small niche, about 10% of our 
voters had a preference in this category.

FIXED ASSET MANAGEMENT 
Insight: Fixed asset management straddles 
the line between being an accounting or a tax 
function. Tracking and maintaining the loca-
tion and condition of assets is one part, and 
properly depreciating them using appropriate 
treatments is the other. As states get more 
aggressive on tax collections, property tax 
assessors will likely become more vigilant 
as well, so strong asset management is a 
must-have.
WINNER: Thomson Reuters Fixed Assets 
CS (26.9%)
Runners Up:
• Intuit ProSeries Fixed Asset Manager (25%)
• Wolters Kluwer CCH ProSystem fx Fixed Assets & 

Fixed Asset Manager (9.7%)
• Sage FAS Asset Accounting (8.2%)
• Pro-Ware Asset Keeper (7.4%)
• Real Asset Management Inc. (4.1%)
• Wasp Barcode Technologies (2.8%)
• Bloomberg Tax Fixed Assets (2.6%)
• Open Systems (2.1%)
• MultiView Asset Management (1.2%)
• Other (10%)

PAYROLL 
Insight: Payroll is a huge category, and we 
don’t even include every possible option on 
the market. These systems have gotten so 
“smart” over the past decade, making payroll 
services a respected revenue channel for 
many firms which are able to process dozens 
or hundreds of payrolls each month with 
systems that automate most of the tasks.
WINNER: QuickBooks Payroll - by Intuit* 
(29.3%)
Runners Up:
• Drake Accounting (10%)
• ADP Payroll Solutions (9.8%)
• Gusto Payroll (6.4%)
• Paychex (6.2%)
• Thomson Reuters Accounting CS Payroll or myPay 

(3.5%)
• PC Software Accounting Inc. (3.4%)

• AMS 1099-Etc Payroll (2.5%)
• Sage 50 (2.4%)
• AccountantsWorld Payroll Relief (2.1%)
• Crest Payroll (1.6%)
• CYMA Payroll (1.5%)
• Cougar Mountain (1.5%)
• Patriot Software (1.4%)
• SurePayroll (1.4%)
• CheckMark Payroll (1.3%)
• Other (Real Business Solutions, Rippling, PenSoft, 

BenefitMall, OnPay, Paylocity, Red Wing Software, 
JustWorks, PayCom, Workful) (15.7%)

* QuickBooks Payroll - by Intuit includes QuickBooks 
Online Self Service Payroll, QuickBooks Online Full 
Service Payroll, QuickBooks Desktop Enhanced 
Payroll, and QuickBooks Desktop Assisted Payroll.

1099/W-2 COMPLIANCE
Insight: Most systems designed to prepare 
forms W-2 and 1099 for multiple clients also 
automatically file them, and help eliminate 
much of the work required to process 
hundreds or thousands of forms.
WINNER: Drake Accounting (15.4%)
Runners Up:
• eFile4Biz (6.9%)
• CFS Tax Tools (6.6%)
• Intuit QuickBooks (6%)
• Track 1099 (5.5%)
• AMS 1099-Etc (5.2%)
• WoltersKluwer W2/1099 (4.9%)
• Greatland Yearli (4.4%)
• Thomson Reuters Accounting CS Payroll Compliance 

(4.4%)
• EagleView (3.5%)
• W2 Mate (3.5%)
• Payroll Compliance Reporting (2.6%)
• 1099 Pro (2.5%)
• Tenenz Laser Link (2.5%)
• AccountantsWorld (2%)
• EG Systems (1.6%)
• Convey Compliance (1.5%)
• Magtax American Riviera (1%)
• FormMagic Tax-Mate (1%)
• Spokane Computer MAG-FILER (0.5%)
• Other (PCSAI, Adams, Tax 1099, Efile My Forms, 

AME, ATX, TFP, Medlin, Sage) (18.5 %)

TIME & BILLING
Insight: Time and billing management 
systems do so much more than the name 
implies, also offering advanced project track-
ing and reporting that can help determine 
productivity, profitability of segments of the 
firm, and identifying roadblocks.
WINNER: TSheets by QuickBooks (26.2%) 
Runners Up:
• OfficeTools Workspace by AbacusNext (8.9%)
• Sage Timeslips (6.9%)
• ImagineTime (6.2%)
• ClockShark (5.7%)
• Bill.com (5.4%)
• Chrometa (4.7%)
• TPS Software (4.6%)
• BQE Software (3.8%)
• PracticeEngine (3.4%)
• AccountantsWorld Practice Relief (2.2%)
• CCH Axcess, iFirm, ProSystem fx (2.2%)
• Bill4Time (1.9%)
• BigTime IQ (1.2%)
• Other (16.7%)

PRACTICE MANAGEMENT 
Insight: We define practice management 
as those with more extensive functions for 
managing firm productivity and workflow 
management, automation of tasks, and 
record maintenance. This year’s winner, 
Financial Cents, is a relative new-comer, but 

has wowed the firms using its system 
enough that they voted it into first place.

ONLINE INVOICING/BILL 
PAYMENT SOLUTIONS
Insight: Stand-alone invoicing tools can help 
firms with AR, while bill payment systems can 
help streamline AP. 
WINNER: Intuit Payments (37.5%)
Runners Up:
• PayPal (16.3%)
• Bill.com (9.1%)
• Invoiced (6%)
• Xero (5.2%)
• ReceiptBank (5.1%)
• Sage Payments (4.2%)

• FreshBooks (3.3%)
• Bill & Pay (2.9%)
• CollBox (2.9%)
• BizPayO (2.8%)
• Zoho Books (1.3%)
• Other: (3.4%)

CLIENT PORTALS 
Insight: Sending client invoices by email is 
a big no-no. It is not secure and can lead to 
fines for the firm for breaching privacy and 
data protection laws. But client portals are a 
safe and efficient way to give clients access 
to not only their invoices, but also virtually 
any of the files you want to share with them, 
including returns, financials and other docu-
ments. They also make it easier for clients to 
submit documents to the firm.
WINNER: Drake Software  
SecureFilePro.com (25.9%)
Runners Up:
• Citrix ShareFile (8.8%)
• DropBox (8.2%)
• Wolters Kluwer CCH Axcess Portal/ProSystem fx / 

iFirm (5.8%)
• ClientWhys/TaxBuzz.com (5.7%)
• Thomson Reuters NetClient CS Portals or Onvio (5.2%)
• Canopy (4.7%)
• SmartVault (4.6%)
• CPASiteSolutions (3.7%)
• Doc.IT Portals (2.1%)
• cPaperless SafeSend (2%)

• eFileCabinet SecureDrawer (2%)
• Suralink (1.5%)
• Box (1.4%)
• OfficeTools from AbacusNext (1.4%)
• AccountantsWorld CyberCabinet (1.2%)
• Other (15.8%)

DOCUMENT MANAGEMENT & 
DOCUMENT STORAGE
Insight: There is a wide range of systems in 
this category, ranging from basic file folders, 
to advanced programs that include client 
collaboration tools, automatic archiving, 
retention functions and multi-worker pro-
ductivity features.
WINNER: Drake Document Manager 
(32%)
Runners Up:
• Intuit ProSeries & Lacerte DMS (11.4%)
• Thomson Reuters FileCabinet CS/GoFileRoom (9.7%)
• ClientWhys/TaxBuzz.com (5.8%)
• SmartVault Document Storage (5.1%)
• Wolters Kluwer CCH Axcess or ProSystem fx 

Document (4.8%)
• eFileCabinet (4.7%)
• Doc.IT – Doc.IT DM (3.6%)
• OfficeTools WorkSpace by AbacusNext (3.1%)
• Doculex (3%)
• Conarc (2.8%)
• AccountantsWorld Cloud Cabinet (2.6%)
• Cabinet SafeCloud (1.4%)
• Suralink (1.4%)
• Canopy (1%)
• PaperlessPlus (1%)
• Personable (1%)
• Other (5.6%)

OTHER DOCUMENT  
MANAGEMENT TOOLS 
Insight: Document management also 
requires special tools that sometimes work 
with the scanner or work with the document 
management system directly for functions 
including OCR.
WINNER: Fujitsu (39.7%)
Runners Up:
• HP (22.5%)
• Canon (10.4%)
• Kofax (9.2%)
• Nuance (8.1%)

• cPaperless Tic-Tie-
Calculate (7.1%)

• ABBYY (2.7%)
• Other (0.3%)

COMPREHENSIVE FIRM WORK-
FLOW SYSTEMS 
Insight: This category is divided into two 
groups: Comprehensive Workflow, and Other 
Workflow Tools, which are designed for aiding 
in specific tasks and engagements and for 
smaller firms. Financial Cents also took first 
in this category, providing firm workflow man-
agement tools that optimize firm profitabitilty.

COMPREHENSIVE WORKFLOW
WINNER: Financial Cents (54%)
Runners Up:
• Thomson Reuters Practice CS Project Management 

(12%)
• Wolters Kluwer CCH Axcess or iFirm (10.6%)
• OfficeTools WorkSpace by AbacusNext (7.3%)

FINANCIAL CENTS: 40%
Thomson Reuters Practice CS: 13.3%
Wolters Kluwer CCH Axcess, iFirm  
  or ProSystem fx Practice: 9.3%
Canopy Tax Practice Management: 8.6%
ClientWhys/TaxBuzz.com: 6.9%
Karbon Workflow Management: 3.5%
TaxWorkFlow: 2%
XCM Workflow: 1.5%
BQE Core or Core AI: 1.4%
Other: 13.5%

VALUADDER: 27.7%
ValuSource Pro, BVM Pro & Express

Business Valuation: 25.1%
SageWorks Valuation Solution: 20.3%
MoneySoft Corporate Valuation Pro,

DealSense & Business 
Valuation Specialist: 10.8%
Other:  
16.1%
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Accounting Is Done 
Better in the Cloud
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 FEATURE

• TaxWorkFlow (4.5%)
• XCM Workflow (3.9%)
• Tax Dome (2.2%)
• Pascal Workflow (2.1%)
• Autonomy iManage Workflow Manager (1.5%)
• Other (1.9%)

OTHER WORKFLOW TOOLS: 
WINNER: GruntWorx (16.6%)
Runners Up:
• Intuit Tax Import or DMS for Lacerte and ProSeries 

(14%)
• Citrix ShareFile for Accountants (10.1%)
• Wolters Kluwer CCH ProSystem fx Systems (10%)
• Canopy (8.2%)
• Thomson Reuters GoFileRoom/Practice CS/

Workpapers CS (6.1%)
• eFileCabinet (5.2%)
• Bill.com (4.7%)
• Expensify (4.6%)
• SmartVault (4.2%)
• OfficeTools WorkSpace by AbacusNext (3.7%)
• Doc.IT (3.6%)
• SurePrep (2.6%)
• Karbon Workflow Management (2.4%)
• Suralink (2.1%)
• Audit Dashboard (1%)
• Tallie (0.9%)

WEBSITE BUILDERS & SERVICES 
FOR ACCOUNTING FIRMS
Insight: Yes, you still need a website. No, 
a Facebook page is not adequate. These 
systems make it easy and affordable to create 
a firm website and keep it up-to-date.
WINNER: GetNetSet (16%)
Runners Up:
• Drake SiteDart Website Services (12%)

• CountingWorks/ClientWhys/TaxBuzz (11%)
• CPA Site Solutions from ProSites (9.8%)
• Thomson Reuters Web Builder CS (7.6%)
• Build Your Firm (7.5%)
• Wolters Kluwer CCH ProSystem fx SiteBuilder (6.5%)
• Tenenz AFSB or Integer (5.8%)
• Rootworks (5%)
• CPASites.com (4%)
• AccountantsWorld Website Relief (3%)
• Network Management Group (NMGI) WebCare (2.9%)
• Other (8.9%)

FAVORITE CPE PROVIDER
Insight: Whether keeping up on the latest 
change in tax, A&A, firm management or 
technology, earning CPE credit is mandatory 
for CPAs.
WINNER: CPAAcademy (15.9%)
Runners Up:
• Drake CPE (12%)
• AICPA (9%)
• Surgent CPE (7.5%)
• MyCPEwebinars (6.5%)
• NATP (5.2%)
• CPA Practice Advisor 

(5%)
• TaxSpeaker (4.7%)
• TaxBook (4.6%)

• NASBA (3.7%)
• Spidell (3.2%)
• Canopy CPE (2.5%)
• IRS (2.3%)
• Becker CPE (2.2%)
• T homson R eu te r s 

Checkpoint (2.1%)
• Western CPE (1.8%)
• Other (11.8%)

HOW DO YOU PREFER TO EARN 
CPE?
Insight: Perhaps with so many working from 
home due to Covid, professionals are missing 
interaction with their peers, since most voters 
had a preference for in-person CPE events. 
There are many other ways to earn CPE, of 
course: online, through conferences, through 
paid events, and via state societies.
WINNER: Live Online Webcasts (40.1%)
Runners Up:
• In-Person Seminars/Conferences (29.4%)
• Self Study with Tests (28.4%)
• Other (2.1%)

WHICH CONFERENCES DO YOU 
ATTEND?
Insight: Remember conferences? While 
most were canceled or went digital in 2020, 
it looks like technology companies are ten-
tatively scheduling their events to take place 
in person again starting later in 2021. Profes-
sionals frequently attend conferences to learn 
of new tax and accounting laws and trends, 
firm management issues and technologies. 
A lot of state society shows were listed in 
the “other” category. Many respondents 
attended more than one conference.
WINNER: QuickBooks Connect (12.0%) 
Runners Up:
• NAEA National Conference (5.5%)
• Thomson Reuters Synergy (3.6%)
• AICPA ENGAGE (Las Vegas) (3.4%)
• NATP (3.2%)

• L.A. Accounting Show (2.7%)
• CCH Connections (2.6%)
• N.Y. Accounting Show (2.6%)
• FICPA Florida Show (2.2%)
• Scaling New Heights (2%)
• AICPA Digital CPA (2%)
• Sage Intacct/Summit (2%)
• ICPA Summit Chicago (1.6%)
• XeroCon (1.5%)
• New Jersey Accounting Show (1.4%)
• Avalara CRUSH (1%)
• Toronto Accounting Show (0.4%)
• Other (59%)

SMALL BUSINESS ACCOUNTING 
SYSTEMS
Insight: There are several sub-categories in 
this group: Below are the top vote-getters in 
each category.

SMALL BUSINESS ACCOUNTING 
- INSTALLED PROGRAMS 
WINNER: Intuit QuickBooks Desktop 
(73.5%)
Runners Up:
• PC Software Accounting Inc. (8.1%)
• Sage One, Sage 50 or Sage ERP (5%)
• RealEasyBooks (3%)
• Red Wing Wosftware CenterPoint (2.4%)
• Cougar Mountain Denali (1.1%)
• Acclivity (0.8%)
• Drake Accounting (0.7%)
• A-Systems Visual Bookkeeper (0.7%)
• CheckMark Software MultiLedger (0.5%)
• Other (4.2%)

REMOTE TECHNOLOGIES
ASP/HOSTED SOLUTION 
PROVIDERS

OUTSOURCED TECHNOLOGY 
SERVICES 
Insight: These companies offer a variety 
of hosting and outsourced business 
process services. Of the votes for the 
solutions listed, the results were:
WINNER: Right Networks (29.6%)
Runners Up:
• Network Management Group Inc. (NMGI) (16.9%)
• InsynQ/CPAASP (14.2%)
• CPA2Biz Email Solutions (12.3%)
• CollBox (6.2%)
• Ace Cloud Hosting (6.1%)
• Cetrom (3.6)
• Cloudnine Realtime by AbacusNext (3%)
• AppRiver (2.7%)
• Other (5.4%)

RIGHT NETWORKS: 28.1%
Thomson Reuters Virtual Office CS/SaaS: 17.9%
Drake Hosted: 14%
Network Management Group Inc. (NMGI): 9.5%
Network Alliance: 9.2%
CPAASP/InsynQ: 4.5%

AbacusNext Private Cloud and  
  Cloudnine Realtime: 4%
Ace Cloud Hosting: 2.4%

Cetrom CPA Cloud: 1.1%
Other: 9.3%

GENERAL OFFICE TECH
PRINTERS & SCANNERS 
Insight: Printers are needed even  
in the “paperless” office.
• HP (28.6%)
• Brother (26.3%)
• Fujitsu (13.6%)
• Canon (10.4%)

• Epson (7.2%)
• Lexmark (3.5%)
• Dell (3.1%)
• Other (7.3%)
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 FEATURE

ONLINE SMALL BUSINESS 
ACCOUNTING 
WINNER: Intuit QuickBooks Online/
Online Accountant (69.6%)
Runners Up:
• Kashoo (3.2%)
• Sage Intacct (3%)
• Thomson Reuters Client CS or CS Client Access (2.9%)
• KPMG Spark (2.7%)
• Sage One (2.6%)
• Xero (2.6%)
• NetSuite (2.2%)
• OnBalance Express from Thomson Reuters (2%)
• AccountantsWorld Accounting Power (1.8%)
• FreshBooks (1.4%)
• Wave (1.4%)
• Zoho Books (0.6%)
• Workful (0.3%)
• BizAutomation.com (0.25%)
• Other (3.45%)

EXPENSE AND TRAVEL  
MANAGEMENT SOLUTION
Insight: Even though travel was way down 
in 2020, other operating expenses didn’t 
change much, and they still need tracking 
for accounting and tax purposes.
WINNER: Expensify (22.4%)
Runners Up:
• ReceiptBank (18.4%)
• Concur Expense (9.2%)
• ExpensAble (8.8%)
• ExpenseWatch (7.3%)
• SpringAhead (6%)
• Tallie (4.5%)
• Chrome River (4%)
• Zoho Expense (4%)
• SutiExpense (3.8%)
• Certify (3.1%)
• Xpenditure (3%)
• Other (5.5%)

RETAIL ACCOUNTING/POINT-
OF-SALE SYSTEMS
WINNER: Square (31.8%)
Runners Up:
• Intuit QuickBooks POS (26.6%)
• NetSuite OnSite POS (4.8%)
• Radiant Systems (4%)
• Database Creations (3.9%)
• Cougar Mountain Denali POS (3.7%)
• Keystroke POS (3.1%)
• Celerant Command Retail (3%)
• CAM Commerce Retail STAR (2.5%)
• Vend POS (2.1%)
• AccuPOS (2%)
• AddSum (1.8%)
• Wasp Barcode (1.1%)
• Other (9.6%)

NOT-FOR-PROFIT ACCOUNTING 
WINNER: Intuit QuickBooks Premier 
Nonprofit (51.9%)
Runners Up:
• Sage Intacct (5.3%)
• GMS Software (5.2%)
• Blackbaud Financial Edge or Fundware (4.9%)
• Fund E-Z (4.2%)
• OneNFP (3.9%)
• CYMA Systems (3.6%)
• Cougar Mountain FUND Suite (3.3%)
• Aplos (3.1%)
• Araize (3%)
• Open Systems TRAVESE (1.9%)
• AccuFund (1.6%)
• Abila MIP (1.6%)
• Serenic Navigator (1.2%)
• Other (5.5%)

OUT-OF-OFFICE
FAVORITE FORM OF  
PHYSICAL EXERCISE DURING 
TAX SEASON
WINNER: “Who has time to  
exercise?” (32.1%)
• Walking (10%)
• Jumping to Conclusions (8.5%)
• Bicycling (7.8%)
• Jogging/Running (7.7%)
• Weightlifting (7.5%)
• Yoga (6.5%)
• Aerobics (5%)
• Racket Sports (2.8%)
• Team Sports (2.8%)
• Other (9.3%)

HOW REMOTE ARE YOU?
How “remote” are you? How many 
hours per week do you work on cli-
ent engagements or firm business 
while away from the office (at a 
client, at home or anywhere else)?
1. “My office is in my home or car:” 42.6%
2. Between 1-9 hours per week: 16.3% 
3. Less than 1 hour per week: 16.1%
4. Between 10-19 hours per week: 9.8%
5. 20+ hours per week: 15.2%

How “social” are you? Which social 
media tools do you use in conjunc-
tion with your work? 
About 40% of our voters said they don’t 
use any social media tools for business 
purposes. Of those who do, the break-
down is as follows (multiple responses 
were allowed):
• Don’t use any social media for business 39.6%
• Facebook 36.6%
• LinkedIn 32.4%
• Twitter 11.2%
• Instagram 11.2%
• Google+ 9.5%
• Yelp 5.3%
• Pinterest 4%
• TikTok 2.6%
• SnapChat 2.4%
• Reddit 1.7%
• Vine 1.6%
• Other 2.2%

Thank YouThank YouThank YouThank You
to the more than 4,700 tax and accounting  
professionals who participated in this  
year’s Readers’ Choice Awards.
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 FEATURE

Do You and Your Clients Have the
Correct Permits and Licenses to Run a Business?

Federal Tax ID. Most sole propri-
etorships use their SSNs to file their 
tax returns and register a business 
for licenses and permits. However, 
businesses with employees or those 
structured as a corporation, an LLC, 
or a partnership, must get a Federal 
Tax ID number or an Employer 
Identification Number. And in most 
cases, you can’t open a business 
bank account without having one 
of those. An EIN can be obtained 
online on the IRS website or through 
companies like www.CorpNet.com.

Federal Licenses and Permits. 
If one of your clients’ businesses is 
regulated by a federal agency, they’ll 
need a federal license or permit. For 
example, businesses selling, manu-
facturing, importing, or wholesaling 
alcohol are regulated by the Alcohol 
and Tobacco Tax and Trade Bureau.

State and Local Licenses and 
Permits. It’s vital to understand 
what state and local licenses and 
permits are required. Check with 
your city, county, and state business 
development offices. Most cities 
require all companies, even sole 
proprietors, to acquire a business 
license. Typically, cities want to 
know the business’s structure, the 
names of the company and own-
ers, the business address, number 
of employees, the federal tax ID 
number, and projected revenues. 
They likely will provide information 
about zoning laws and may charge 
a small annual fee. For certain 
businesses, local governments may 
require safety checks and adherence 

to health regulations. Certain res-
taurants are partially regulated by 
the Food and Drug Administration 
(FDA), but local restaurants have 
additional regulations, such as 
obtaining a sidewalk café permit. 
Parking lots require permits, as do 
businesses providing entertainment 
and businesses that impact the 
environment.

Specialty Licenses, Permits, 
and Certificates. Just as your CPA 
practice requires special licenses, 
so do various other professional 
and niche businesses. Securing a 
specialty license gives the business 
permission to practice a specific 
skill, as is the case with hair and 
nail salons, legal firms, plumbers, 
electricians, collection agencies, 
daycare, pesticide dealers, and 
more.

Sales Tax License/Reseller Per-
mit. Depending on where your CPA 
firm is located, you may be required 
to charge sales tax. Because regula-
tions vary from state to state, your 
clients may need to collect sales tax 
in some states where they make a 
sale. They should check with the 
state tax authority office in those 
states to find out if they need a sales 
tax license. For businesses selling 
taxable products on a wholesale 
basis to retailers, a reseller license 
(resale certificate) is required. The 
reseller license permits the com-
pany to purchase taxable products 
without paying sales tax.

Compliance for Employers. All 
employers must register with their 

states to pay unemployment taxes. 
Businesses may also need to register 
to pay unemployment taxes in any 
state their employees live in, if the 
employee works in that state, even 
if the company is not located there. 
Employers must also register with 
the state’s department of revenue 
if the state mandates state income 
taxes be withheld. Some states 
have reciprocal agreements where 
registration is not required.

Moving to Other States. Busi-
nesses relocating to a new state 
must cancel local business licenses 
and permits before applying for new 
ones in their new home. They also 
have to withdraw their business’s 
name from the Secretary of State’s 
office and submit a change of 
address to the IRS. If the business 
is a corporation or LLC, the business 
owner can dissolve the corporation 
in the old state and re-register in the 
new state or file a foreign qualifica-
tion in the second state. A foreign 
qualification permits a company 
to conduct business in a different 
state than its home state. Business 
owners must submit a Certificate 
of Authority application form and 
pay fees to the Secretary of State. 
Finally, the owner may want to hire 
a registered agent in the new state 
to handle official correspondence, 
tax notices, and corporate filing 
requirements.

Amendments and Modifica-
tions. Most states require an 
Articles of Incorporation amend-
ment or Articles of Organization 
amendment if a corporation or 
LLC is making any of the following 
changes to the company:
• Company Name
• Registered Agent Information
• Company Business Address
• Director or Member Information

• Number of Authorized Shares
• Business Activities of the Company

Closing a Business. If you or 
one of your clients has closed or is 
planning on shutting down a busi-
ness, it’s crucial to close the busi-
ness legally. If the company is not 
officially closed, it is still required 
to file annual reports, state/federal 
tax returns, and maintain various 
business licenses. Corporations 
and LLCs must file a form called 
“Articles of Dissolution,” “Certificate 
of Termination,” or “Certificate of 
Dissolution,” with the Secretary of 
State’s office in the state where the 
LLC/Corp was formed.

Reinstatements. If a Corpora-
tion or LLC lapses on complying 
with its corporate requirements, the 
company will lose its good standing 
with the state and may be dissolved 
or placed in non-compliant status. 
To be reinstated, the company must 
file a reinstatement document with 
the Secretary of State’s office.

As you and your clients get 
back to business, don’t worry about 
obtaining and renewing the correct 
licenses and permits. Most state 
agencies and departments have 
pivoted to offer online services 
through their websites. As always, 
every business is different so it’s 
best to consult a business attorney if 
more complicated situations arise. ■

Nellie Akalp is a passionate entrepre-
neur, business expert, and mother of 
four. She is the CEO of CorpNet.
com, a trusted resource and 
service provider for business 
incorporation, LLC filings, and 
corporate compliance services 
in all 50 states. Nellie and her 
team recently launched a part-
ner program for accountants, 
lawyers, and business professionals 
to help them streamline the business 
incorporation and compliance process 
for their clients.

WHEN RUNNING A business, it’s easy to forget about 
obtaining and renewing the many permits and licenses 
required to keep up with federal and local regulations. 
The following is a helpful checklist to make sure you and 
your clients’ businesses stay in compliance.

By Nellie Akalp 
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THE MILLENNIAL ADVISOR

What To Do Next? Too Many Options

Since we all feel this same way, 
it is time that we find a better way 
to deal with options and provide a 
clear process that we can all use 
to take the added stress out of our 
already stressful lives. We all know 
the pain of having too many choices 
and being paralyzed, unsure which 
one to choose. Let’s learn how to make 
decision making easier. 

EVALUATING THE IDEA
The key to taking the confusion away 
is to pragmatically evaluate the ideas 
you are faced with. We will review the 
three simple steps you need to take in 
order to see the solution. The first step 
is to list all of the options out in front of 
you. For accounting firms in the spring 
of each year, that means post-busy 
season changes. Sometimes that list 
of changes is daunting, resulting in 
inaction. Instead, start with simply 
gathering that list by requesting input 
from everyone involved – this is the 
easy collaborative part. Once the 
list has been created it is time to get 
serious. 

REVIEWING THE IMPACT
The next step is to go through your list 
and identify what impact each change 
will have, from a scale of zero [no 
impact] to ten [monumental impact]. 
Think through each item on your list, 
and review what making this change 
can specifically mean for you, your 
firm, or your team. For example, the 
option to stop returning any individual 
tax return source documents, and 
instead opt to have them available 
upon request, may be a 7 in impact 
to one firm, yet be a 9 in impact to 
another firm based on their clientele. 
The important part is not what the 
“right” number is, but what the right 
number is for you. As a final part to 
this step, review your list and make 
sure once everything is ranked, they 
all fall in a logical order. Make sure to 
take a step back at the end and take 
an overview of your hard work and 
recognize what you’ve accomplished.

GIVING THE EFFORT
Now that you know what each change 
will mean and how it will impact you, 

it is time to really think about how 
much effort each of the items on your 
list will take. Just as before, we will 
rank these from zero [no effort] to 
ten [maximum effort]. The goal here 
is to think about what it will take 
from you and others to make this 
change happen. Sticking with our 
example above, the effort is takes 
to not send source documents back 
to your clients when the returns are 
done is extremely low. It takes more 
work to send the documents back than 
it does to keep them. As a side note, 
we stopped sending the client source 
documents back when the pandemic 
began, and now a year later, no one is 
asking for these documents anymore, 
and few care to inquire about getting 
them back. With this step, put some 
honest thought into the effort it will 
take to address the item, as it will 
pay-off later down the line.

MAKING A CHOICE
Finally with our created list, ranked 
both by the impact and the effort, it 
is time to do a little graphic layout. 
On the X-axis you will want to put 
the impact scale, and on the Y-axis 
you’ll put the effort scale. Then fire 
up Excel to graph out the results. The 
most interesting thing about doing this 
exercise is reviewing the results. The 
whole goal of this process is to lay out 
your options into one of four quadrants 
that makes comparability much easier 
and thus makes your decision making 
process much simpler.

Quadrant 1 – Go – High impact 
and low effort – in other words, they 
will make major change happen with 
little effort. There’s no reason to put 

off doing these items. Don’t wait for 
another year to pass – make these 
changes happen now; they are your 
easy wins and offer large success.

Quadrant 2 – Wait – Low impact 
and low effort. In this case, even 
though they are low effort, making 
this change won’t make much happen, 
so unless you have nothing else to do 
with your time (this is most likely not 
the case), hold off on these or delegate 
them down to anyone with additional 
capacity.

Quadrant 3 – Further Investiga-
tion – High impact and high effort. 
Before you try and do one of these 
items, you need to really commit to 
them. Before you start on any of these 
items, you need to make sure you have 
done everything in quadrant one, and 
then prioritize which of these major 
tasks is most necessary.

Quadrant 4 – Insanity – Low 
impact and high effort. These should 
be the last things you choose to do, 
ever. The idea of doing one of these is 
so crazy, I’m not even going to write 
any more about why you should avoid 
them.

As you move past the end of 
another busy season and look to take 
further steps to improve your firm 
or your life, stop being overwhelmed 
by options and the decision-making 
process. Follow these steps to take the 
guess work out of what you need to do. 
Don’t waste your time and energy on 
pointless tasks. Come out of the season 
and into the second half of the year 
stronger than ever before by tackling 
all your quadrant one items and score 
a win for the future.   ■

HAVE YOU EVER been to the grocery store already stressed, just looking for a simple jar 
of pasta sauce – only to find an isle filled with more options and choices than you are 
prepared to face nor think about? We all have felt overwhelmed by the grip of confusion 
that comes with facing too many options, whether it is as consumers in the marketplace 
figuring out what to buy, or individuals trying to make change happen in our daily lives.
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SPONSORED CONTENT

Premium Apps for QuickBooks Online 
Advanced Speed Workflow

If you’re running your accounting 
on QuickBooks Online Advanced, 
you can help your clients tailor their 
software to work seamlessly with a 
growing suite of best-in-class apps, 
add-ons, and purpose-built integra-
tions offering exclusive capabilities for 
Advanced customers. With Advanced’s 
Premium Apps, QuickBooks becomes a 
hub for managing all of the workflows 
that help your clients work smarter and 
grow faster - all from one place.

For small- and mid-size businesses, 
the manual tasks associated with 
preparing and sending estimates are 
often inefficient and take time away 
from serving customers. Intuit recently 
launched the DocuSign eSignature Con-
nector by QuickBooks to help small busi-
nesses digitally sign estimates directly 
from QuickBooks Online Advanced. In 

addition to time, customers can save an 
average of $36 per contract by reducing 
hard costs and improving employee 
productivity.

DocuSign eSignature Connector by 
QuickBooks allows businesses to:

  ■ Go digital for a faster, more secure turn-
around of estimates using e-signature 
to help close deals quicker.

  ■ Streamline sales by automating the 
estimate process, so growing businesses 
can move from quote to cash faster.

  ■ Stay on top of progress with notifica-
tions of their DocuSign documents, 
so they can follow up with next steps 
immediately.
QuickBooks recently launched 

several other integrations as part of 
its strategy to address the unique 
pain points of mid-market customers, 
and create an all-in-one financial and 

business hub. The DocuSign eSignature 
Connector by QuickBooks application 
is just one of a variety of best-in-class 
apps and purpose-built integrations 
that power growing businesses and 
help them digitally transform. Other 
apps include:

  ■ Bill.com: With Bill.com and Advanced, 
your clients will get more financial 
control over accounts payable with 
customized workflows for faster and 
easier bill pay approvals. With Bill.com 
as a Premium App for Advanced, deep 
linking between bills in Bill.com and 
QuickBooks is enabled, reducing steps 
and increasing the ease of use.

  ■ HubSpot: HubSpot for QuickBooks 
integrates a business’ customer 
relationship management and financial 
management solutions, enabling sales 
and finance teams to work together 
more efficiently. With the Advanced and 
HubSpot integration, you can help your 
clients can set up their own automated 
workflows to move invoices from draft 
to review and approval.

  ■ Salesforce: The Salesforce Con-
nector by QuickBooks seamlessly 
integrates data between Salesforce 
and QuickBooks. Built by QuickBooks 
exclusively for Advanced users, the 
Salesforce Connector is only available 
as one of Advanced’s hand-picked 
Premium Apps.

  ■ LeanLaw: LeanLaw is an industry-
specific app that boosts productivity 
for law firms and legal businesses. The 
LeanLaw integration with QuickBooks 
Online Advanced enables firms to track 
trust accounting, billable hours, and 
client reports, among other functions.
Check out a Premium Apps 

overview video (https://tinyurl.com/
v37r3rpc) to learn more about Pre-
mium Apps and how they integrate 
with QuickBooks Online Advanced. ■

CPAS AND ACCOUNTANTS know their clients would rather 
spend time on their business than on their books. One of the 
ways to do that is to recommend third-party apps that integrate 
with QuickBooks Online. Apps handle tasks, speed workflow, 
enable productivity, and help businesses - and even your own 
firm - be more efficient.

The ProAdvisor  
Spotlight is sponsored by
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How is Intuit supporting accountants during this critical time?
I’m passionate about helping accountants succeed and truly believe 
in the power of our partnership, now more than ever. Like everyone at 
QuickBooks, I am committed to the goal we share with accountants 
and bookkeepers of helping small businesses thrive and prosper.

At Intuit, we know that in the aftermath of the pandemic, accountants 
and the small businesses they serve will be driving forces for economic 
recovery. To support this, we’ve doubled down on our work for the 
accounting community and are delivering a steady drumbeat of 
innovations across QuickBooks Online Accountant and the broader 
QuickBooks Online ecosystem, in addition to further developing the 
ProAdvisor Program.

One recent example of our commitment and investment in the 
community is upgrading all accountants using QuickBooks Online 
Accountant from QuickBooks Online Plus to QuickBooks Online 
Advanced, our most robust offering, to manage their own firms’ 
books. By doing this, we are giving accountants access to a ton of 
new features such as custom reporting and batch transactions -- all at 
no cost, and without the loss of any data or functionality.

With the increased importance of advisory services for small 
businesses, how is Intuit helping accountants adapt to this new 
role and act as trusted strategic advisers for their clients?
Last year brought about massive changes. In 2020, we saw 
tremendous growth in the adoption of cloud and online technologies. 
At the same time, accountants’ roles as strategic advisors and 
counselors were never made more clear as small businesses dealt 
with mass uncertainty.

Right now, small businesses not only need but expect their 
accountants to help guide them through this challenging and difficult 
business environment.

Technology is essential for them to do that. Advanced technology 
that automates tedious, time-consuming tasks like manual data entry 
opens up time for accountants to focus on giving strategic advice to 
their clients. Examples like Month End Review, Statement Auto Import 
and the newly-redesigned Chart of Accounts are features we’ve 
introduced to save accountants time and streamline workflows.

Furthermore, technology arms accounting professionals with real-time 
data insights that allow them to give more informed guidance to their 
clients. This has never been more important than it is today given 

the economic climate resulting from the pandemic. For example, by 
using the power of aggregated, anonymized QuickBooks data, we 
launched the Performance Center in QuickBooks Online Advanced. 
This tool provides helpful industry benchmarks, allowing accountants 
to evaluate client performance against similar companies, and 
offerprovides ongoing strategic advice and personalized insights 
considering factors such as industry and location.

How is Intuit helping to improve the lives of accountants?
The ability for accountants to manage their workload and help small 
businesses through this challenging and ever-changing environment is 
something that 300 people at Intuit wake up every day thinking about. 

Our entire team is focused on delivering innovations that improve the 
daily work of accountants. Core to this is streamlining processes, 
automating manual tasks, and increasing efficiencies, because we 
know every minute and hour we give back to accountants translates 
into more meaningful time they can spend with clients, co-workers, 
and their families.

We also provide free product training and education to help 
accountants grow their businesses, improve efficiencies and better 
serve their clients. Last year, 70,000 accounting professionals took 
advantage of the free training available through the ProAdvisor 
Program. Our free, monthly “In the Know” webinars, designed for 
accountants, provide updates on new and future product features and 
our Firm of the Future blog provides content by accountants, sharing 
best practices and knowledge to help their colleagues succeed.  

ADVERTORIAL

Address: 2632 Marine Way, Mountain View, CA 94043
Phone: 650-944-6000
Website: www.Intuit.com
Number of employees: 10,000 worldwide
Year founded: 1983 

Ted Callahan

Ted Callahan is the Accountant 
Business Leader at Intuit 
QuickBooks, leading the teams 
that develop and improve upon 
the products and services 
specifically designed for accounting 
professionals. This includes 
QuickBooks Online Accountant and 
the QuickBooks ProAdvisor Program. 
He also is responsible for ensuring 
that accountants are top-of-mind 
with teams that develop products 
and services across the QuickBooks 
platform.

ProAdvisors now have 
access to QuickBooks Online 

Advanced for their fi rm’s accounting.

As an accounting pro, you’re used to putting 
your clients fi rst. Now that you’ve been upgraded to 

QuickBooks Online Advanced, you can give Your Books 
the same level of care and attention. Advanced helps 

you work smarter and grow faster with additional 
features like reporting and insights, automated 

workfl ows, and enhanced custom fi elds. 

To explore all of the new features available to 
you and your fi rm, click on the Your Books 

tab in QuickBooks Online Accountant.

For accounting professionals

Seth David
Burbank, California

Your Books 
are about to get
more advanced

http://www.intuit.com/
http://www.intuit.com/
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COMPANY OVERVIEW
AccountantsWorld. Genuinely committed to accountants.
Accountants have lost control of their two core business services 
– accounting and payroll – no thanks to solutions that are being 
sold directly to their clients.

Over 15 years ago, AccountantsWorld made a genuine commit-
ment to bring that control back to accountants, where it belongs.

That’s why we created a fully-integrated suite of award-winning, 
cloud-based professional solutions that put accountants back in 
control of accounting and payroll services. With our Accountant-
Centric solutions, you can best serve the unique needs of each 
client and achieve unprecedented profit margins.

WHO WE SERVE
The primary customers for other accounting and payroll solution 
providers are your clients. You’re their secondary customer and 
an important marketing channel. But at AccountantsWorld, pro-
fessional accountants like you are our only customers. We never 
compete with you or sell our solutions directly to your clients.

This unique commitment to accountants has enabled us to 
deliver major breakthroughs to the accounting profession.

OUR PRODUCTS
AccountantsWorld offers the first fully-integrated suite of cloud 
solutions for accountants. This suite includes solutions for:

• Bill payment and Client Accounting Services

• Write-up and trial balance

• Live payroll

• After-the-fact payroll

• Document management and client portals

• Practice management

• A professional website for your firm

OUR FLAGSHIP PRODUCTS:
Accounting Power. Accounting Power is the first cloud-based 
professional accounting system created with just one focus – 
to give accountants full control over their accounting practice. 
Accounting Power includes write-up and trial balance capabili-
ties, fully customizable financial statements, financial ratios, a 
dashboard, and consolidation. 

Accounting Power also includes bill payment, A/R, A/P, job cost-
ing, and inventory.

Thanks to its remarkable capabilities, Accounting Power allows 
you to offer both highly profitable write-up and Client Accounting 
Services.
Payroll Relief.  In 2004 we created Payroll Relief - the first 
cloud-based payroll processing system – to help accountants 
offer highly profitable payroll services with virtually no compliance 
headaches. 

Payroll Relief delivers what it promises. In a recent survey, 55% 
of Payroll Relief users reported more than a 50% improvement 
in their practice, and 78% reported at least a 25% improvement 
in their practice after moving to Payroll Relief. Rated five stars by 
CPA Practice Advisor for five years running.

 
After-The-Fact Payroll. Built on the same platform as Payroll 
Relief, After-The-Fact Payroll is the industry’s most fully-featured 
cloud-based system for payroll compliance.

CUSTOMER SUPPORT
Our entire team is committed to providing exceptional customer 
service for all our solutions. Customers receive personalized 
service from Practice Development Consultants, ready to help 
with onboarding and data migration. We also offer free unlimited 
technical support, as well as free webinars and training so you 
can make the most of your partnership with AccountantsWorld.

ADVERTORIAL

Phone: 888-760-9990
e-mail: ContactUs@AccountantsWorld.com
Website: www.AccountantsWorld.com
Founded: 1999 

http://www.accountantsworld.com/solutions/accounting-power
http://www.accountantsworld.com/solutions/payroll-relief
http://www.accountantsworld.com/solutions/after-the-fact-payroll
http://www.accountantsworld.com/solutions/after-the-fact-payroll


Trying to build a thriving CAS practi ce on an 
accounti ng system sold to your clients? That’s like 
trying to put a round peg in a square hole. 

Accounti ng systems sold to your clients are designed 
to be so simple that even a novice can use them. That’s 
the opposite of what a sound CAS system needs.

Effi  ciency is essenti al for any CAS practi ce. 
Accounti ng Power delivers the power and speed you 
need to achieve it.

The core of Accounti ng Power is a professional system 
that includes write-up, trial balance, customizable 
fi nancials, fi nancial rati os, comprehensive bill payment, 
analyti cs, and more.

We also built a fully integrated general accounti ng 
system, incorporati ng A/R, A/P, job costi ng, and 
inventory. Use this module within your fi rm, or give 
clients access to it.

With this design, Accounti ng Power allows your fi rm 
to perform all tasks relati ng to a comprehensive CAS 
practi ce – write-up, trial balance, fully customizable 
statements, bill payment, and complete outsourced 
accounti ng services.

Right now, you can get unlimited use of Accounti ng 
Power for your enti re client base for the full fi rst 
year, plus training and certi fi cati on, for just $500 per 
month. Save thousands while you deliver more value 
to your clients. 

Accounti ng Power®

The #1 CAS system 
because it’s a genuine CAS system.

Visit AccountantsWorld.com/CAS
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How to Increase Your Fees with 
Current Clients  By Shahram Zarshenas 

Pricing is one of the biggest concerns 
of a majority of accounting firms right 
now. Some may feel they are overworked 
and undervalued with all the extra work 
they provide. It’s not an easy thing to 
discuss especially if they’re dealing with 
demanding clients. While it may require 
a lot of courage and consideration, an 
accounting firm also needs to think 
about how much value they put in that 
business relationship. If you believe that 
increasing your fees is the right thing to 
do, then here’s what you need to know:

EXPERIENCE ADDS VALUE
Make a list of all the services you’ve been 
providing for your client. This will give 
you a more precise look into how much 
work you put into your service. Have 
you recently expanded your practice to 
incorporate new services? If the answer 
is yes, then it’s a clear indication that you 
need to raise your fees.

Adding more value to your practice 
should be equally compensated. You also 
get more experience through the years, 
which in itself increases your value. For 
legacy clients, you may have started 
with minimal experience and a modest 
fee. Now that your firm has grown and 

gained more experience, it’s time to 
negotiate fees that reflect that growth.

TECHNOLOGY ADVANCES 
ALONG WITH COST
Being in the business for quite some 
time, you’re bound to adopt new tools 
and equipment to help you do a better 
job. You may have switched from a rudi-
mentary form of accounting workflow to 
automation and computerized account-
ing. Updating the accounting software 
you mainly utilize always comes with a 
cost. The price of doing business online 
and using automated systems can be 
expensive.

TELLING YOUR CLIENTS
Now that you have enough justification 
for raising your fees, it’s time to tell your 
clients. Informing your clients that you’re 
about to raise your fees may be daunting, 
but there’s just no way around it. If you 
want your firm to survive and thrive, you 
need to make the hardest decisions.

Everything starts with a sample 
letter for an increase in professional 
fees. Notify your clients with a carefully 
structured letter stating your intention, 
justification, and commitment to provid-
ing a better service.

Here are a few things you should 
consider mentioning in your letter:
• Thank your client for their business, 

and let them know that you value your 
relationship with them.

• Make it clear that initiating a raise is not 
a random move and that it took careful 
consideration and time to arrive at a 
decision.

• Justify the increase. Lay all the details 
of why you decided on a raise and how 

much the workload has changed. Mention 
relevant industry changes and new 
regulations.

• Announce the increase and its effective 
date by stating it clearly in your letter. 
Include a comparison of old and new 
pricing side by side to avoid confusion.

• Enumerate and clarify any exclusions that 
are not covered by the new set of rates.

• Reiterate your commitment to exemplary 
customer service. Let your clients know 
that you are willing to provide a level of 
service they have the right to expect.

The last thing you need to consider 
is when you plan to send the letter and 
when it will be effective. Ideally, you 
should give notice at least two months 
before the actual implementation of 
the new rates. Give them enough time 
to accept your proposition, but not too 
much time that they may seek other 
alternatives.

CONCLUSION
Raising professional fees is a natural 
part of any accounting firm’s growth. 
It’s never an easy decision to make, but 
you’ll experience it sooner or later. As the 
market evolves, your business relation-
ship with any client should also follow 
suit. In the end, your goal should be to 
provide excellent service and obtain fair 
and reasonable compensation for it.

Every accounting firm needs the right 
tools to provide a level of service they 
can be proud of. Financial Cents offers 
CPA practice management software 
and workflow automation apps to help 
you achieve your goals. Get your free 
workflow starter pack and start hitting 
those accounting deadlines today! ■

 Shahram Zarshenas is CEO of 
Financial Cents https://financial-
cents.com.

EVERY YEAR, ACCOUNTING firms across the country take time 
to reevaluate how they handle business with their clients. One 
important discussion point is, “how much are they charging 
their clients for their services, and is it enough?”.
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 FEATURE

States Start Taxing Digital Advertising

MASSACHUSETTS: FOUR 
FLAVORS OF DIGITAL TAX
At least four different digital 
advertising tax bills have been 
introduced in Massachusetts. 
House Docket 3210 would tax 
annual gross revenues derived from 
digital advertising services in the 
commonwealth (i.e., ads appearing 
on a device known or reasonably 
presumed to be used in Massachu-
setts, or when the Internet Protocol 
address indicates the device is in 
Massachusetts).

“Digital advertising services” 
means “advertising services on 
a digital interface,” and includes 
banner advertising; search engine 
advertising; interstitial advertising; 
promoted, boosted, or sponsored 
content; and other comparable 
advertising services. “Digital inter-
face” is defined as any type of soft-
ware a user can access, including a 
website or part of a website, or an 
application or part of an application.

The digital advertising tax 
would apply to a person (aka, an 
entity) with annual gross revenues 
derived from digital advertising 
services in the commonwealth of 
at least $100,000, at the following 
tax rates:
• 5% of the assessable base for a 

person with annual gross revenues 
of $50,000,000 through $100,000,000

• 10% of the assessable base for a 
person with annual gross revenues 
of $100,000,001 through $200,000,000

• 15% of the assessable base for a 
person with annual gross revenues 
exceeding $200,000,001

The tax would take effect Janu-
ary 1, 2022.

House Docket 3601 would cre-
ate a 5% excise tax on the sale of 
digital advertising services within 
the commonwealth. It would apply 
to persons with more than $25 
million in annual revenue from 
digital advertising services in Mas-
sachusetts (i.e., when the ads are 
“received on a user’s device having 
an IP address located within the 
commonwealth”).

Revenue generated by the tax 
would help finance the Local News-
paper Trust Fund. No effective date 
was provided in the initial version 
of the bill.

House Docket 3522 would tax 
online advertising. As of this writ-
ing, the draft is still being finalized 
by House Counsel.

Finally, House Docket 3558 
would establish a special commis-
sion to study the effects of a tax on 
digital advertising displayed in Mas-
sachusetts by companies generating 
over $100 million annually in global 
revenue. By February 15, 2022, the 
commission would present a final 
report that includes:
• Best practices of other states

• Massachusetts tax revenue changes 
resulting from the proposed tax 
revisions

• Tax rates necessary to fund invest-
ment in public infrastructure and 
programming, and ensure economic 
competitiveness

• Total amount of taxes currently paid 
by the identified companies

CAN MASSACHUSETTS 
(OR ANY OTHER STATE) 
STOMACH A DIGITAL 
ADVERTISING TAX?
Although the above bills have been 
introduced for consideration, they’re 
unlikely to gain much traction this 
session.

Massachusetts Governor Charlie 
Baker isn’t interested in raising 
taxes. He’s repeatedly emphasized 
the need to encourage economic 
growth and face the challenges 
resulting from COVID-19 “without 
raising taxes on residents.”

House Speaker Ronald Mariano 
echoes that sentiment. Although 
he’s concerned Massachusetts 
may be “a little short” on revenue, 
he said in February that “taxes 
are not on the table. We have no 
intention of raising taxes.” Senate 
President Karen Spilka also hopes 
to avoid raising taxes, although she’s 
acknowledged there could be a need 

to do so: “We have to see what hap-
pens with COVID.”

There are certainly less conten-
tious ways to increase tax revenue 
than a tax on digital advertising. 
Maryland’s new tax came under 
fire within days of passing. Amazon, 
Facebook, the U.S. Chamber of Com-
merce, and other affected parties 
are suing Maryland and seeking to 
block what they’re calling “a puni-
tive assault on digital, but not print, 
advertising. It is illegal in myriad 
ways and should be declared unlaw-
ful and enjoined.” The complaint can 
be found here.

Meanwhile, Maryland lawmak-
ers are looking favorably upon a bill 
(SB 787) that would exempt digital 
interfaces owned or operated by 
a broadcast or news media entity 
from the new digital advertising tax. 
This could make the discriminatory 
aspects of the tax worse, as the 
same type of service would be taxed 
differently depending on the type of 
business engaged in it.

SB 787 would also push the start 
of the digital advertising tax to Janu-
ary 1, 2022, and prohibit taxpayers 
from directly passing on the cost of 
the tax to certain customers.

Digital advertising taxes have 
been introduced in Connecticut, 
Indiana, Montana, New York, 
and Washington, though the 
Montana measure has already 
been tabled. If any of the above 
bills are adopted, you can read 
about it on the Avalara blog.  ■ 

Gail Cole is a Senior Writer at 
Avalara. She’s on a mission 
to uncover unusual tax facts 
and make complex laws and 
legislation more digestible 
for accounting and business 
professionals.

AS MARYLAND PREPARES to enforce the first digital adver-

tising tax in the nation, Massachusetts and several other 

states are pursuing digital advertising taxes of their own.

By Gail Cole 
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TECHNOLOGY IN PRACTICE

Picassos or Teeny Beanie Babies: 
NFTs Providing “Ownership” of Digital Assets

What makes these sales so 
interesting is that the NFT buyer 
purchased the rights to own a vir-
tual asset, such as an image, video 
clip, song, email or pretty much 
anything that is in a digital format. 
In many cases that exact same asset 
can be searched for on the Internet, 
copied, and shared as easily as the 
original (think about sharing photos 
you take on your smartphone). What 
makes these digital assets unique 
is that the creator/owner of the 
digital asset chose to tie the asset 
to an NFT which uses blockchain 
technology to certify that the bearer 
owns the non-commercial rights to 
“the digital original” or to a “certi-
fied copy” (similar to what artists 
do with numbering reprints of their 
artwork). The benefit to the artist/
creator is they retain the actual 
commercial and physical rights to 
the artwork, but they directly earn 
revenue from selling the digital 
token.

The blockchain documents 
the digital providence of the NFT 
including the current and all previ-
ous owners, providing authenticity, 
the amount of the sale, as well as of 
course the bragging rights to prove 
ownership to your friends. The NBA 
has even gotten onboard by selling 
highlight clip NFTs to sports fans 
that want to “own” a favorite video 
moment in basketball history. Think 
of NBA Top Shot NFTs as being akin 
to collectible trading cards where 

one superfan recently paid $208,000 
for a LeBron James “Cosmic” dunk 
NFT.

Similar to physical art, value is 
perceived by the buyer/market and 
acquisitions are made based on a 
personal desire to own the digital 
asset and/or as a speculative invest-
ment with the hopes of selling it for 
a profit at a later time. Eventually 
the market will have to decide the 

true value of NFTs and whether they 
are Picassos or Teeny Beanie Babies.

However, with NFT sales sky-
rocketing, it won’t be long before tax 
ramifications come into play which 
accountants need to be prepared for. 
Considerations such as whether a 
sale is subject to short or long-term 
capital gains become increasingly 
complex as NFT purchases are con-
summated with cryptocurrencies. 

Most accountants (and the IRS) have 
become increasingly aware that 
sales involving cryptocurrencies 
often come with complex valuation, 
legal and tax jurisdiction questions 
that have not been addressed before, 
so expect to see NFT tax experts 
and lawyers jumping in to espouse 
on the topic by the time the fall 
conferences come around.  ■

HEADLINES OVER THE past few weeks have highlighted a dirge of high-profile sales of digital 

assets via NFTs or Non-Fungible Tokens (also pronounced “nif-tees”). For example, the rights to 

a digital house on Mars sold for $500,000, a digital copy of the first tweet ever sent by Twitter’s 

Jack Dorsey sold for $2.9 million, and a digital collage created by Beeple was auctioned off 

by Christie’s for over $69 million, with sales completed in Ether (Ethereum cryptocurrency).
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Drew Carrick, CPA, director of operations at 
EvolveNow, recommends Pixlr X. “Specifically, 
Pixlr X is an excellent free online tool for edit-
ing of images, graphics, and more! Essentially, 
it provides an intuitive watered down version 
of Photoshop, but for free, and enables users to 
create or design just about anything they can 
imagine. I have been using this application for 
years and it has helped me go from just a CPA 
into a full on content creator!”

Angie Grissom, Owner, The Rainmaker Com-
panies, told us, “I use Moldiv. I love the editing 
features including the ability to make different 
collages, edit the colors and filters, even the 
film style so you can view pictures with various 
looks!”

Rosalind Sutch, CPA with Drucker & Scac-
cetti, PC, said, “ I use an app called Mideo which 
allows me to film while listening to music. This 
helps because I film my workout lifts and using 
this allows me to keep listening to music while 
I lift and film.”

“Here is the one I love – BoomBomb,” said 
Sandra Wiley, president, Boomer Consulting, 
Inc. “I can take quick videos on my app and send 
them directly to clients in their in-box. So much 
better than a normal email. I try not to overuse 
it, but it is very effective when I want to make 
a statement.”

John Higgins, CPA.CITP, chief partnership 
officer at CPA Crossings, LLC, said, “We use 
Camtasia from TechSmith for all of our video 
production. There isn’t anything we have found 
that it cannot do.”

Garrett Wagner, CPA.CITP, founder and CEO 
at C3 Evolution Group, recommends Adobe Pre-
miere Rush. “Video content is king, but like most 
of us accountants and CPAs, creating it is not part 
of our technical wheelhouse. I love Premiere Rush 

because it is very straight-forward and simple. 
With just the basics, I can create high quality 
video content for any media platform.”

“I often use Google’s free Snapseed app on 
my iPhone to touch up photos,” said Blake Oliver, 
CPA, marketing director at Jirav. “The ‘Selective’ 
tool lets you adjust the brightness or contrast of 
just parts of a photo, which is really helpful when 
you have an otherwise great photo where people’s 
faces are in shadow due to a bright background, 
for instance.”

Sandi Leyva, president of Accountant’s 
Accelerator, reports that, “My team uses Adobe 
Creative Cloud since many of them are profes-
sional artists. They are able to do quite a bit with 
clients’ photographs. We have edited team shots, 
adding new people and removing terminated 

people, for clients. We have also created our own 
from-scratch graphics for our major blog posts. 
We also design and refurbish client logos. I am 
not as sophisticated. I have been able to do what I 
need to - crop, recolor, resize - using PowerPoint, 
and then pasting or saving the graphic as a file. 
The go-to app in this category is Canva. It’s pretty 
much the market leader. And while it’s quite 
archaic, Paint, that comes with any Microsoft 
operating system, is quite useful and probably 
highly underutilized.”

Caleb Jenkins, EA, CQP, leader of client 
accounting services at RJL Financial Services, 
Inc., said, “I use Scannable on my iPhone to 
quickly take high-quality images converted to 
scans for items like Receipts, Documents, and 
Presentation Slides, and then I organize them 
in Evernote.”

Lindsey Curley, CPA, CGMA, senior manager, 
firm services at AICPA, told us, “I love creating 
and sharing videos with Animoto. With zero 
video editing experience, you can create profes-
sional style videos with their simple editing fea-
tures. And while they offer tons of stock images 
and music, you can also customize your videos to 
make them your own. I always turn to Animoto 
to quickly create both personal and professional 
videos and have never been disappointed!”

Shehan Chandrasekara, head of tax strategy 
at CoinTracker, said, "I use the inbuilt photo edit 
app on Twitter. Nothing fancy. Since this is inte-
grated into Twitter, it's extremely user-friendly."  

Share your favorite photo and video apps in 
the comments. ■

Photos and Video
by Gail Perry, CPA 

ALMOST EVERYONE CARRIES a camera and a recording device nowadays in the 

form of a smartphone, a tablet or both. Some use the camera sporadically, and 

many of us aren’t taking advantage of the vast array of apps that are available to 

make our pictures and videos more professional. First, be sure to learn the ins and 

outs of your own camera and video software – there are plenty of tools right there 

for editing and augmenting. Meanwhile, we surveyed members of the CPA Practice 

Advisor community to find out their preferences in using photo and video apps.



32       APRIL 2021   ■    www.CPAPracticeAdvisor.com

 MARKETING YOUR FIRM

Social Media Ad Buying Tips for CPAs

BEFORE AD DEVELOPMENT 
Before you start spending money, get 
these ducks in a row.

  ■ Have a company page on the social 
media channel where you plan to 
run ads;

  ■ Establish a clearly-defined business 
objective, e.g., drive people to a 
website landing page, generate leads, 
branding, video views, or engagement;

  ■ Define your success and measurement 
metrics, e.g., clicks, cost-per-click, 
engagement, reach, etc.;

  ■ Know the target audience you want 
to reach, and;

  ■ Develop multiple ad variations to test 
your campaign, e.g., 3-5 headlines, 3-5 
descriptive sentences, and 3-5 images.

THE STRATEGY
Having a strategy makes sense. If you 
leave it up to chance, what do you 
think the outcome will be? Here’s a 
simple, five-point process to help you 
formulate a plan.

  ■ Research your target market
  ■ Determine the social platform(s) on 

which to market
  ■ Create unique and engaging content
  ■ Define a schedule for the ad campaign
  ■ Analyze its impact and results

DIFFERENT PLATFORMS 
ATTRACT DIFFERENCE 
AUDIENCES
Keep in mind, just because Facebook 
has the most members, that does not 
mean it’s where your audience hangs 
out. Here are some other pointers.

  ■ Facebook and YouTube are prime 
places for ads due in part to their 
high-earning user bases.

  ■ The major ity of Instagram and 

TikTok‘s users are millennials or 
Gen Z, signaling the strength of bold, 
eye-popping content that oozes with 
personality.

  ■ Women outnumber men on Pinterest, 
and it boasts the highest average order 
value for social shoppers.

  ■ LinkedIn’s user base is well-educated, 
making it a hub for in-depth, industry-
specific content that might be more 
complicated than what you see on 
Facebook or Twitter.

WHAT SHOULD I PROMOTE?
Identifying the right content is part of 
the process. If your goal is to gener-
ate leads, then consider the type of 
content people would complete a form 
for (called gated content). The longer 
the form, the less likely someone will 
complete the process. But those that do 
are presumably a hotter lead. Consider 
one or more of these in your campaign:

  ■ Time-sensitive content, such as tax 
filing deadlines, audit requirements, 
trending topics, etc.;

  ■ Existing content that uses a form, such 
as a checklist, ebook or guide, podcast 
or video series;

  ■ Registration for an exclusive or high-
profile event or webinar series, or;

  ■ Consultations

BUDGET
You don’t have to spend a lot of 
money on ads for them to be effec-
tive. You do, however, need to spend 
time on ad structure and creative, 
while being realistic about the target 
market. Unlike boosted, sponsored, 
or promoted posts, ads are not gener-
ated from existing, previously-shared 
content. It includes a landing page, call 

to action, and unique content (images, 
video, text). Plus, it costs more and 
runs for a longer period. Here are the 
minimum ad budgets by platform, 
according to WebFx.com:

  ■ Facebook or Instagram: $1/day for 
impressions; $5/day for clicks, likes, or 
views; and $40 per day for app installs 
or offer claims.

  ■ YouTube: $10/day
  ■ LinkedIn: $2 per click or $10 per day
  ■ Twitter: no minimum
  ■ Pinterest: $2 for impressions, and 

$0.10 for clicks
On average, the cost per click is:

  ■ $0.97 on Facebook
  ■ $3.56 on Instagram
  ■ $3.21 on YouTube
  ■ $5.26 on LinkedIn
  ■ $0.38 on Twitter
  ■ $1.50 on Pinterest

Ad costs are also affected by trends 
and industry highs and lows. During 
tax’s busy season, for example, you 
may pay more for ad clicks than you 
would during the off-season.

MEASUREMENT
Each of the major social media net-
works provides advertising analytics 
to help gauge ad success. This article 
(https://tinyurl.com/52z8cvnn) assists 
you in defining the success metrics by 
the social media platform. No matter 
what your advertising driving factor 
is, these steps will get you started. ■

Becky Livingston is the President and CEO of 
Penheel Marketing, firm specializing in social 
media and digital marketing for CPAs. With 
over 25 years of marketing and tech experi-
ence, she is the author of “SEO for CPAs - The 
Accountant’s SEO Handbook” and the “The 
Accountant’s Social Media Handbook.” In 
addition to being a practitioner, she is a dog 
lover, an active on the Association for Ac-
counting Marketing (AAM) social media com-
mittee, an adjunct professor, and a speaker/
trainer. Learn more about Becky and her firm 
at https://Penheel.com.

WHEN IT COMES to expanding your firm’s brand reach, generat-

ing leads, or announcing a merger/acquisition, social media 

advertising should be an integral part of your marketing strategy.

By Becky Livingston 
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 FEATURE

HOW COVID CHANGED
THE ACCOUNTING
PROFESSION FOR GOOD By Tom Hood

INCREASED ADOPTION 
OF TECHNOLOGY
The increased adoption of 
technology within the tax and 
accounting profession was 
already a trend pre-pandemic, 
but COVID-19 forced this 
process to be significantly 
accelerated. From the use of 
the cloud to virtual client and 
staff engagements and more, 
accounting professionals and 
firms - whether well-versed 
in technology or not - were 
quickly catapulted into full-
remote practices.

There’s an important dis-
tinction here between “doing 
digital” - using technology 
available - to “being digital.” It’s 
critical that the profession isn’t 
just implementing the technol-
ogy and folding it into current 
practices, but that we are using 
technology to reevaluate our 
processes. We need to invest 
in how to use technology as a 
way to transform our business 
to be more effective, efficient 
and to scale better.

Those who thrived dur-
ing the pandemic were ones 
ahead of these technology 
trends, and those who thrive 
after will be the ones who 
continue to stay on top of 
innovations, and use technol-
ogy as an impetus for change 
and transformation.

FLEXIBILITY IS AN 
ASSET 
One important lesson we’ve 
learned in 2020, is that flexibil-
ity can be an asset. From more 
permanent work-from-home 
opportunities to shifting away 
from the typical nine-to-five, 
companies have found benefit in 
giving employees more leeway 
with their schedules. Flexible 
work will continue well after 
the pandemic. This is another 
trend that started pre-pandemic 
and was greatly accelerated in 
the last year. Many firms are 
actively working on a perma-
nent flex-work policy by giving 
employees 2-3 day work-from-
anywhere options.

This work style can also 
solve one of the profession's 
most pressing issues: retention. 
According to the AICPA, finding 
qualified staff and retaining 
qualified staff are two of the 
top concerns for accounting 
firms. With remote work and 
continued flexibility for staff, 
we have the opportunity to 
reach beyond our backyards 
to hire talent across the nation 
and the globe.

CRISIS BREEDS  
INNOVATION
It’s not just the tax and 
accounting profession that 
has innovated throughout the 
pandemic - businesses across 
many industries are using this 
crisis to breed innovation. Busi-
nesses and individuals that are 
struggling financially are seek-
ing ways they could do it better. 
Because of this, our expertise is 
needed more than ever. From 
questions about the CARES Act 
to adjusting business models 
to needing general insights on 

financial health and resilience, 
we can help current and new 
clients find the way through 
the fog. COVID-19 has propelled 
many professionals and firms 
further into advisory services, 
and this need will continue - 
offering a great opportunity for 
the profession.

COVID-19 has led to an 
extremely difficult year for 
everyone across the globe. 
Just as it’s important not to 
lessen hardships faced, it’s also 
important to recognize how we 
have evolved for the better. The 
accounting profession can use 
lessons from the past year to 
continue to flourish this next 
year and well beyond. This is 
our defining moment, to move 
our profession from being 
essential to indispensable.  ■ 

By Tom Hood, EVP Business Engage-
ment & Growth at Association of 
International Certified Professional 
Accountants; and Jasen Stine, Tax 
& Accounting Education Leader at 
Intuit.

AS WE REACH the one year anniversary of stay-at-home 
mandates across the nation, it’s important to reflect on how 
COVID-19 has changed the accounting and tax profession as 
we knew it. For the past year, many of us have been waiting to 
return to “normal,” and to how our work was conducted before 
COVID-19. The reality is: we will likely never return to the old 
“normal.” While it may sound alarming, it is actually a positive 
step forward for the industry, and here’s why.
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BRIDGING THE GAP

THE PANDEMIC ACCEL-
LERATED AN EXISTING 
TREND 
Whatever your experience with 
remote work or working from 
home before 2020, the pandemic 
certainly accelerated an existing 
trend. According to Gallup, 39% 
of employees worked remotely in 
some capacity in 2012. By 2016, 
that number had grown to 43%. 
Another poll during the height of 
restrictions on business and schools 
showed that 51% of Americans were 
working remotely 100% of the time.

While some people want to 
return to the office, it’s clear that 
the work-from-home trend is here 
to stay. When Gartner surveyed 
127 company leaders, 82% of 
respondents said they intend to 
permit remote work at least some 
of the time even after the pandemic, 
and 47% said they intend to allow 
people to work remotely full-
time going forward.

That requires a strategy 
to set employees up for suc-
cess with the right tools 
and processes.

TECHNOLOGY
When firms were 
forced to start 
working from home 
last year, many simply 
had employees take 
whatever technology they 

had sitting on their desks home. 
They had to make it work. Now, 
we’ve had a year to consider what 
is and isn’t working.

Here are the technology categories 
you need to consider:

 ■ Remote access. Employees must 
be able to easily access all the 
applications, documents and data 
they need to perform their jobs 
effectively.

 ■ Workflow and project manage-
ment .  Visibi l it y i s  cr uc ia l . 
Cloud-based workflow and project 
management applications provide 
that visibility and allow people to 

keep track of tasks, projects and 
deadlines.

 ■ Communication. Video conferenc-
ing applications and webcams 
allow people to communicate as 
effectively while working from 
home as they do in the office. 
You should also look into instant 
messaging or chat tools to facilitate 
quick conversations and team 
building.

PROCESSES
Your firm has a stack of processes 
that people use to get work done 
daily. But how well do those pro-
cesses work while your team is 
remote?

We’ve talked to several firms 
that realized their digital, paperless 
processes had a few gaps when people 
weren’t in the office. Identify those 
pain points, address them and ensure 

everyone in the firm follows the 
firm preference rather than their 

individual preferences.

MANAGEMENT 
AND LEADERSHIP

Technology and pro-
cesses for remote 

work are readily 
available. The real 

challenge tends 
to be in manage-

ment and leader-
ship. When people 

work remotely, they 
can feel disconnected 

from the firm and their coworkers. 
Communication is crucial, and it 
needs to be frequent, transparent 
and a two-way street.

Schedule frequent, informal 
check-ins with employees. Conduct 
pulse surveys and allow people to 
share concerns and ask questions.

Pay attention to techno-stress in 
your team. Many people have been 
living in front of a screen for the 
past year. They’re overwhelmed by 
the blurring of work and home and 
feel like they have to be available 
24/7. Make sure they’re taking time 
off, even if they’re not actually going 
on vacation. Leaders need to model 
this behavior in order to ensure their 
teams prioritize their physical and 
mental well-being.

Enabling remote work for the long 
haul isn’t as simple as letting people 
choose whether to return to the office 
or continue working from home. You 
have to consider your firm’s goals, 
organizational culture, technology, 
processes and mindsets. Evaluating 
these areas will help you create a 
sustainable work-from-home culture 
in which people can do their jobs 
efficiently and bring their best selves 
to work wherever they are. ■

WE SEE SIGNS of people returning to the office. You may connect via video conference 

with a client, peer or solution provider and see their office space behind them rather than 

a home office. Maybe you’re back in the office yourself. It’s not exactly a “return to normal” 

but a gradual shift into the new future of work. And no matter where you’re working as 

you read this, we need a long-term strategy for remote work/work-from-home.

What Is Your Long-Term 
Remote Work Strategy?
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AICPA NEWS

College Accounting Programs 
Need to Update Curricula: 
AICPA-NASBA
There are major gaps in college accounting education today, with fewer than half of all 
programs teaching emerging topics, such as IT governance and cybersecurity, according 
to a new report by the American Institute of CPAs (AICPA) and National Association of 
State Boards of Accountancy (NASBA).

Accounting Program Curriculum Gap Analysis Report found mixed results for cover-
age of emerging and technology topics. While more than 60 percent of collegiate 
accounting programs are teaching topics like data analytics and IT audit, fewer programs 
cover cybersecurity, predictive analytics or System and Organization Controls (SOC).

The report also includes responses from more than 300 collegiate accounting 
programs and was intended to gain a broad picture of how accounting programs have 
incorporated new technology and other critical skills within their current curricula, 
especially as the AICPA and NASBA CPA Evolution initiative advances.

In June 2021, AICPA and NASBA, with support of the American Accounting Asso-
ciation, will unveil a model curriculum to guide faculty in addressing the accounting 
coursework needed by those pursuing licensure under the new CPA Evolution model. ■

AICPA SURVEY SHOWS 
FEAR OF INFLATION
With the promise of expanded pandemic-
related relief and an improving vaccine 
rollout, U.S. business executives are 
taking a more optimistic view of the U.S. 
economy for the coming year, according to 
the first-quarter AICPA Economic Outlook 
Survey. The survey polls chief executive 
officers, chief financial officers, controllers 
and other certified public accountants in 
U.S. companies who hold executive and 
senior management accounting roles.

There’s a downside, however, to the 
prospect of a more open-throttle econ-
omy: a greater risk of inflation. Business 
executives’ concerns about inflation grew 
from 24 percent to 44 percent, quarter 
over quarter, the highest level it’s risen to 
since the end of 2018.

Despite that backdrop, there are 
several positive notes from the survey:

Executives’ view of their own compa-
nies’ prospects over the next 12 months 
flipped into positive territory, with 58 
percent expressing optimism compared 

to 49 percent last quarter.
The hiring outlook is improving, with 

38 percent of respondents saying their 
companies have too few employees. Half 
of that group said they planned to hire 
immediately, an uptick of two percentage 
points over last quarter.

Some of the hardest-hit sectors (retail 
trade, hospitality and food service), are 
now projecting increases in headcount 
over the next 12 months, rather than 
declines.■

CLIENTS THANKFUL 
FOR PASSAGE OF 
PPP EXTENSION 
ACT, SAYS AICPA
The AICPA and the more than 44,000 CPA firms it 
represents thanks Congress for final passage of 
the PPP Extension Act of 2021. AICPA has strongly 
encouraged the Small Business Administration 
(SBA) and Congress to extend the Paycheck Pro-
tection Program (PPP) application deadline by 60 
days so that the SBA can address significant loan 
application process challenges, including confusing 
validation and error codes, delayed guidance and 
changes to the PPP loan amount calculation for 
self-employed borrowers.

The additional 60 days provided by the PPP Exten-
sion Act will greatly help small businesses, non-
profits and the CPAs that serve them complete 
existing and file new PPP loan applications. ■

AICPA NAMES FOUR NEW 
ACCOUNTING DOCTORAL 
SCHOLARS
The AICPA has named four new Accounting Doctoral Scholars 
(ADS), which identifies currently practicing CPAs interested in 
becoming accounting professors to assure future accountants 
have necessary and up-to-date skills.

“Firms and businesses alike are seeking CPAs with professional 
skepticism, critical thinking, technological skills, and the ability to 
understand how to leverage data to make informed decisions” 
said Jan Taylor-Morris, CPA, CGMA, Ph.D., academic in residence, 
Association of International Certified Professional Accountants, 
representing AICPA & CIMA. “The profession is evolving, and 
we believe that having recently practicing CPAs join the ranks 
of academics will help inform practice-relevant research as well 
as  allow these Ph.D., CPA professors the opportunity to share 
with the next generation of CPAs  the increasing role data and 
technology play in the profession.”
The following individuals will receive a $20,000 stipend to support 
their doctoral education:
  - Katie Daugherty, Indiana University
  - Brian Forsberg, University of Illinois
  - Lauren Frederick, Cornell University
  - Andrew Jones, Indiana University
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FOLLOW US! FACEBOOK:  
www.facebook.com/CpapracticeAdvisor

TWITTER:
www.twitter.com/CpapracAdvisor

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

May 5 Cinco de Mayo
May 9 Mother’s Day
May 15 Armed Forces Day
May 17 Income Tax Deadline
May 31 Memorial Day

ON THE CALENDAR

ON THE WEB

ON YOUR TIME
LEARN SOMETHING NEW:
NASA’s Mars Exploration Rovers
https://mars.nasa.gov/mer/

SUPPORT A WORTHY CAUSE:
Donate Your Old Business Suits
https://dressforsuccess.org

TAKE CARE OF YOURSELF:
Daydream: Providencia – 
A Tiny Caribbean Paradise
https://tinyurl.com/providencia-island

CPAPracticeAdvisor.com
Alcohol Sellers Face Complex Nexus Rules 
www.CPAPracticeAdvisor.com/21215365
Latest Rules for Retirement RMDs 
www.CPAPracticeAdvisor.com/21214602
It’s Time to Update College Accounting Programs 
www.CPAPracticeAdvisor.com/21214971
Accounting Firm Helps Foster Youth 
www.CPAPracticeAdvisor.com/21214976
Is AP Paying Out Too Much? 
www.CPAPracticeAdvisor.com/21215621
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AICPA NEWS
A round up of recent association news and events. 
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