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My Daily Checklist

There are a several steps to keep 
in mind when creating a checklist 
that can get you through the day. 
(I’ve put these steps into a list….)

 ■ Create your daily checklists when 
you are relaxed and unrushed. If 
your mind is racing and you’re on 
your way to your next task, you’re 
likely to skip over important items 
that should be on your list.

 ■ Create your daily checklists for 
several days in advance. I make 
my checklists for the entire week 
ahead on Sunday.

 ■ I like handwritten lists in my steno 
pad, but you can use your online 
calendar or any list-making app for 
your checklist. Just make sure it’s 
something that you keep close at 
hand and can refer to often.

 ■  Schedule your day in chunks of 
time. I use 1-hour chunks, but 
you can use whatever fits in 
your schedule. If I need to, I can 
schedule multiple chunks for a 
single project, or I can schedule 
multiple short projects in one 
chunk.
 ■  When making your checklist, 
assign your projects into 
specific time chunks, so you 
know exactly what you will be 
working on at any particular 
time of the day.
 ■ Allow extra t ime for your 

projects. If a project is likely to take 
45 minutes, give it an hour on your 
list in case it takes longer than you 
expected or you have interruptions. 
If that 45 minute project takes only 
45 minutes, you’ve got an extra 15 
minutes to catch your breath, start 
another project early, or choose 
small items from your master list 
to fill in the time.

 ■ Maintain a master to-do list of all 
the projects you need to complete. 
Most people have more work to do 
than they can accomplish in one 
day. Your daily checklist is the 
manageable list of the number of 
hours in the day you are committing 
to work. Your master to-do list 
is the overall list of all items you 
need to complete. You should refer 
to the master to-do list regularly to 
make sure those items are getting 
scheduled into your daily checklists.

 ■ Keep a list of useful and/or produc-
tive things you do with small bits of 

extra time. If you finish a project 
early and have a few minutes to 
spare before you jump into the 
next project, go to your list (mine is 
called my Small Bites list) and use 
that time to take care of a few little 
projects that aren’t time-sensitive.

 ■ Be flexible. If your day changes and 
you can’t meet the expectations 
you set for yourself on your daily 
checklist, give yourself permission 
to move something onto a future 
checklist instead of beating yourself 
up about not getting everything 
done that you had planned.

 ■ Leave open spaces on your 
checklists to allow for unexpected 
yet urgent projects. If you have an 
open time chunk coming up soon on 
your list, head over to your master 
to-do list and fill in the blank with a 
project that would have been placed 
on next week’s checklists.

— Gail Perry, Editor-in-Chief

I’M A LIST person. I make lists for just about everything I do. Of course there are shopping 

lists, errands lists, personal to-do lists, lists of books I want to read, and so on. But the 

lists that are most front and center, and necessary, are my daily work checklists. I have 

found that when I start the day without a list of projects, the day quickly gets away from 

me and my productivity level is low.
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THE LEADERSHIP ADVISOR

HYBRID 
AGE

TECH AND 
POLICIES FOR 

COLLABORATING 
IN THE

Creating an ideal foundation 
for teamwork requires leaning in 
on a combination of policy and 
technology. You need to establish 
ground rules that keep everyone on 
the same page but also maintain 
enough flexibility that nobody 
feels uncomfortable or boxed in. 
It’s not an easy task, as evidenced 
by a recent WeWork study (https://
tinyurl.com/xj9tbvs7) that found 
brainstorming dipped by at least 
15 percent during the pandemic. 
Luckily, we have more techno-
logical tools than ever before to help 
smooth the transition and allow for 
all types of collaboration. Think 
creatively, listen to your team, lead 
with confidence, and you too will be 
able to devise a system that works 
for your firm.

PRIORITIZE SAFETY AND 
AVOID CONTROVERSY
The first step toward fruitful col-
laboration is ensuring that all team 
members feel comfortable. Maybe 
you’re fortunate enough to have an 

entirely vaccinated staff who all feel 
okay about working in the office. 
Most workplaces aren’t so lucky, 
though. And if you try to force 
people with different views about 
health and safety to comply with a 
unilateral policy, you’re only going 
to cause resentment and foster 
antagonism. Your strategy needs to 
allow for the entirety of the team 
to feel secure, whether that means 
allowing everyone the option to 
work from home or only opening the 
office to those who are vaccinated 
or test negative for Covid.

MAKE TIME FOR SMALL 
TALK
With everyone’s calendar full of 
Zoom links, it’s obvious that we’ve 
figured out how to have meetings 
remotely. But what do those meet-
ings look like? Does everyone arrive 
in time for a formal discussion and 
leave as soon as it’s over? If so, 
you’re losing the benefits of casual 
conversation, which can sometimes 
generate powerful and important 

ideas. Try leaving 10 minutes at the 
end of the meeting for an unguided 
session of chit-chat. You may also 
want to leave open sessions for 
members of teams to get together if 
they want, creating a  virtual water 
cooler of sorts, a place where people 
can freely collaborate without the 
pressure of a formal meeting.

USE ASYNCHRONOUS 
TOOLS
Asynchronous collaboration means 
allowing collaborators to work on 
the same project at different times. 
A classic example is the relation-
ship between writers and editors. 
In many working relationships, a 
writer submits a piece, an editor 
edits it, and it’s then sent back to 
the writer. This process can happen 
in all sorts of team environments, 
especially in a world where we have 
the tools to share nearly everything 
in the cloud. Sometimes, everyone 
on a team will need to work on 
something simultaneously. But 
more often than not, giving folks the 

time and space to work on projects 
when it makes sense for them will 
yield better rewards. Users can ask 
questions via commenting features, 
share thoughts in suggestion mode, 
and brief their coworkers on what 
they’ve been up to. Allowing for a 
certain amount of asynchronous 
collaboration will also give team 
members the freedom to do their 
jobs in a way that makes sense for 
them.

HAVE LEADERS CHECK 
IN INDIVIDUALLY
There are always going to be some 
workers who flourish less in a group 
setting, especially when that setting 
is part virtual. It’s a good idea for 
members of leadership to reach 
out to their team on a one-on-one 
basis to check in on everyone. These 
check-ins will make team members 
feel seen and heard, and they may 
also provide crucial feedback about 
improving your hybrid policies.

MAINTAIN A FLEXIBLE 
MINDSET
I probably don’t have to tell you at 
this point that everything regarding 
work policy is subject to change at a 
moment’s notice. Hybridity allows 
us to adapt quickly, but only if we’re 
willing to do so. ■

WITH THE DELTA variant and 
the end of summer ensuring that 
we’re still a long way off from “back 
to normal,” whatever that even means at 
this point, most firms will be dealing with a hybrid 
work environment for at least the rest of the year. While we’ve all had time to adjust our 
own personal working habits to the unprecedented circumstances caused by the pandemic, 
many businesses are still figuring out how we can best work together while most of us are 
still spending a lot of time apart. Putting a comprehensive plan in place can be the difference 
between seamless hybrid collaboration and endless back-and-forth frustrations.

https://tinyurl.com/xj9tbvs7
https://tinyurl.com/xj9tbvs7
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A C C O U N T I N G  F I R M S  N E E D  T O  A C T  O N  S A L E S  TA X  C O M P L I A N C E
As we hit the 3-year anniversary of Way-

fair, the Supreme Court ruling that forever 
changed sales taxes, a new survey shows that 
millions of small businesses in the U.S. aren’t 
complying with state sales tax laws.

According to the 2021 Accountants Confi-
dence Report (https://tinyurl.com/td2wzedc), 
which was commissioned by CPA Trendlines 
and Avalara, accounting and tax pros are 
confident that only a little more than 2% of 
their business clients are fully compliant with 
interstate tax issues. While 51.4% think their 
clients are compliant with “some” or “most” 
sale tax reporting requirements, that is hardly 
consolation. Imagine if your business clients 
were only halfway in compliance with their 
income tax reporting.

One of the greatest challenges for these 

businesses is that, unlike with income taxes, 
they are mostly going it alone on interstate 
sales tax reporting. This is because even 
most tax advisors are under-informed and 
unequipped to help their clients because of 
the complexity and diversity of reporting 
requirements to the various states.

As a result of the Wayfair ruling, busi-
nesses selling sales-taxed products to custom-
ers in any state can be required to collect and 
remit sales taxes to that state. That means 
a company in Oklahoma selling auto parts 
to a customer in South Dakota has to report 
to South Dakota. And a clothing retailer in 
Washington state has to report its sales to 
Florida customers and remit the taxes to 
Florida. Compounding the complexity, each 
state sets its own rules on what is taxable, 

what rate it is taxed at, and how much sales 
it takes to require sales tax reporting.

As the world emerges from the COVID-19 
shutdowns, these new reporting obligations 
are going to be a shock to U.S. businesses 
trying to rebound their sales. And not only 
U.S. businesses face these requirements: Any 
business, domestic or international, selling 
into the various states is required to be in 
compliance. During the pandemic, many busi-
nesses moved into, or expanded, their online 
sales, which further increases their risk of 
non-compliance.

While businesses of all sizes face this 
risk, smaller entities with no guidance may 
have the most exposure, according to Sona 
Akmakjian, head of global accounting partner-
ships for Avalara.

“A lack of knowledge and the diversity of 
state tax rules and thresholds, is making it 
very difficult for businesses to be in compli-
ance,” she said. “Most don’t know if they are in 

A TSUNAMI OF trouble is on the way for millions 
of businesses, and most don’t know it’s coming.

By Isaac M. O’Bannon 

Top Trends in State Sales Taxes and Policies
by Gail Cole 

Change is afoot as we come to the end of 2021. 
As COVID-19 relaxes its stranglehold on the 

United States, states are considering how tax 
policies can be adjusted to help mitigate the worst 
effects of future crises. Across the Atlantic, the 
European Union is preparing to launch a sweeping 
ecommerce tax package to reduce tax evasion and 
level the playing field for local businesses.
States reopen and reconsider COVID tax relief policies
The effectiveness of COVID-19 vaccines encouraged even 
the most cautious states to reopen at the beginning of sum-
mer, with retail sales showing strong signs of a rebound. 
However, as these states started to lift restrictions for vac-
cinated individuals and businesses, some states reimposed 
mask mandates as the Delta variant emerged. 
As some businesses put an end to work-from-home orders, 
states are rescinding certain COVID-19 tax relief measures. 
For example, Massachusetts maintains nonresidents who 

worked in the Bay State prior to the start of the COVID-19 
pandemic owe Massachusetts income tax on wages earned 
while working from home in another state.

States examine benefits of broadening the tax base
With business largely back to normal and Americans 
eagerly hitting the road, lawmakers and tax officials 
throughout the country are considering how different tax 
strategies could help minimize the negative effects of any 
future events.

For example, Hawaii is looking into policies that could 
encourage businesses to relocate to the Aloha State, which 
is so reliant on tourism it suffered greatly during the COVID-
19 lockdown. Vermont recently voted to extend a program 
that pays people to move to Vermont, an option open to 
more people now that many employers see the long-term 

benefits of a remote workforce.
Broadening the sales tax base is another option, in 

Vermont and in other states. For example, the Vermont Tax 

Structure Commission has determined that “the broader 
the [sales tax] base, the less likely a particular crisis is to 
have a disproportionate negative effect.” Of course, this 
can be a hard sell; Louisiana and Nebraska are among 
the states that unsuccessfully tried to expand sales tax 
to services this spring.

Nonetheless, similar efforts in other states may prove 
more successful as economic conditions improve. Indeed 
Maryland was able to enact the nation’s first tax on digital 
advertising services, and several other states are trying to 
do the same. This is a contentious issue in the U.S. — Mary-
land’s new tax has already been challenged — but globally 
the trend is moving toward taxation. Digital services are 
already subject to tax in many other countries, including 
France and India.

Taxing other digital products and services, especially 
streamed content, is under consideration in Kansas, 
Wyoming, and several other states. Meanwhile, Colorado, 
Georgia, and Maryland are among the states that recently 
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A C C O U N T I N G  F I R M S  N E E D  T O  A C T  O N  S A L E S  TA X  C O M P L I A N C E
compliance or don’t know the risks of 
non-compliance. And without guid-
ance from a professional, they don’t 
know how to become compliant.”

TAX PROFESSIONALS 
NEED TO FILL THE GAP
Most small businesses know that 
they have income tax reporting 
requirements and turn to their 
financial advisors for assistance. 
But most tax and accounting firms 
have traditionally avoided sales tax 
compliance services. The survey 
shows that only slightly more than 
5% of firms provide all sales tax 
compliance services for their clients. 
If firms get more involved they can 
proactively guide their clients back 
into compliance. This means a new 
service offering for firms, with a 
resulting new revenue channel.

New cloud technologies are 
making this more achievable for 
firms and more profitable, including 
tools that help automate the process 
of determining which clients need 
to file in which states, and then 
determining sales tax rates, rules, 
deadlines and thresholds.

The survey also showed that 
business advisors are starting to 
realize the impact of Wayfair on their 
own practices, with 55% saying that 
firm technology and workflows must 
be adapted to be more virtual and 
online. And 41% said they need more 
cloud-based software to help them 
provide these compliance services 
to their clients.

OTHER SURVEY FINDINGS
Accounting professionals have con-
fidence that their own clients, their 

firm, and their personal finances will 
improve over the next 12-18 months, 
but they are pessimistic on the out-
look overall for small businesses and 
the U.S. economy in the same period.

Overall, the survey showed that 
56.3% of professionals believe that 
the outlook for U.S. small businesses 
in the next 12-18 months will get 
much worse, somewhat worse or 
remain the same. But when asked 
about the outlook for their own 
small business clients, more than 
52% believe their situation will get 
somewhat or much better.
• 52% think it is more important 

than ever to keep up with cloud 
technologies

• 45% say clients need to be flexible 
and innovative

• 39% say a transition to more online 
sales is critical

When nearly 98% of accountants 
think the majority of their small 
business clients are in some degree 
of non-compliance with sales tax 
rules, it’s way past time to act.

“Companies and firms have the 
same challenge,” said Akmakjian. 
“What technologies can I leverage to 
be more efficient, whether as a small 
business or as an accountant provid-
ing business services and guidance 
to those businesses?”

The answer is cloud-based tech-
nologies that simplify and automate 
the management of the entire sales 
tax process, so that accounting 
firms can knowledgeably guide their 
clients through compliance. ■

COVER STORY

opted to apply sales and use tax to certain digital products. 
This should come as no surprise. When people couldn’t go 
to concerts, movies, shows, or brick-and-mortar stores 
— or even visit with family and friends — consumption 
of digital goods and streamed content surged. States that 
taxed those revenue sources faired better than those that 
didn’t.

The same holds true for the states that had economic 
nexus and marketplace facilitator laws in place.

Final holdouts pass remote sales tax bills
Ecommerce has comprised an ever-growing portion of retail 
sales since its inception two-and-a-half decades ago, but its 
use exploded during the pandemic. Though sales through 
all other channels declined when the coronavirus confined 
us to our homes in 2020, ecommerce grew by 44%. The 
few states unable to tax online sales by companies with no 
physical presence in the state were at a clear disadvantage.

The economic impact of the pandemic on sales and use 
tax collections likely contributed to the relative ease with 
which Florida passed an economic nexus and marketplace 
facilitator law this year. The Sunshine State started taxing 
remote sales and requiring marketplace facilitators to collect 

and remit taxes on behalf of third-party sellers on July 1, 
2021. Missouri Governor Mike Parson followed suit, with a 
new marketplace facilitator reporting requirement that takes 
effect starting in 2023. Florida and Missouri aside, states 
have been remarkably quick to respond to the Supreme 
Court of the United States decision on South Dakota v. 
Wayfair, Inc. Just three years after the pivotal sales tax ruling, 
nearly every state in the Union is taxing remote online sales.

Europe levels the playing field
American states aren’t alone in amending their laws to 
account for ecommerce and marketplace sales. To help 
level the playing field between local brick-and-mortar and 
remote online businesses, the United Kingdom overhauled 
its value-added tax (VAT) rules for ecommerce: Online 
retailers selling to consumers in the U.K. had to comply 
with new VAT calculation and collection obligations as of 
January 1, 2021, and online marketplaces are responsible 
for the VAT on certain third-party sales. Similar reforms took 
effect throughout the EU during the summer as a result of 
the 2021 EU ecommerce VAT package.

These changes should also help reduce tax evasion, 
which is rampant in Europe.

U.S. to crack down on tax evasion
The U.S. has a different plan to crack down on tax evasion. 
Presidenwt Joe Biden wants to give the Internal Revenue 
Service an extra $80 billion to hire additional employees and 
get serious about rooting out tax scofflaws. His plan also 
calls to improve technology that can help the IRS identify 
tax evasion.

Whether new zeal for tax audits trickles down to the 
state level remains to be seen. It could depend in part on 
what the IRS finds if it undertakes this plan.

You can read the full 2021 report at https://tinyurl.
com/95c9epwn. ■

Gail Cole is a Senior Writer at Avalara. 
She’s on a mission to uncover unusual tax 
facts and make complex laws and legisla-
tion more digestible for accounting and 
business professionals.
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Transaction Tax Will Take 
Bigger Piece of State  
and Local Revenue Pie 
By Michael Bernard

Thankfully, due to federal aid, most states 
continue to weather the economic and fiscal 
challenges they face as a result of the pandemic. 
But without the guarantee of more money from 
Congress, states and other local districts and 
jurisdictions are looking for ways to build up their 
revenue streams in order to fund operations.

In more daunting cases, a handful of states 
whose revenues rely on taxes generated by energy, 
transportation, tourism and other hard-hit 
industries still face steep budget gaps. Many local 
jurisdictions are struggling to rebound as well.

Broadening the tax base through new trans-
action taxes or raising transaction tax rates is 
proving to be a popular way to handle both of 
those situations.

THE YEAR SO FAR
Tax authorities have one of two levers with 
which to generate revenue in response to budget 
shortfalls—they can raise tax rates or expand 
the tax base. So far, in the very beginning of the 
COVID era, it appears that more tax jurisdictions 
are leaning toward base expansion.

New district sales taxes have been rising 
at a rapid clip this year. These include school 
districts, fire districts or any public service 
not contained in a city, state or county budget. 
Through the end of July, 163 new district taxes 
have been enacted. During the first six months 
of 2020, only 88 new district taxes materialized.

If the current pace continues for the rest 
of the year, 2021 would see the enactment of a 
record number of new district taxes, exceeding 

the 237 new district taxes that appeared in 2017.
Beyond that, both districts and cities have 

seen elevated levels of sales tax rate changes. 
Through July, there were 34 district rate changes. 
That’s compared to 36 for all of 2020. Cities are 
set for a record pace of sales tax rate changes. So 
far there have been 191 through July. The record, 
set in 2017, stands at 254 city rate changes.

WHAT COMES NEXT
Sales and transaction taxes already represent a 
substantial component of total state and local 
revenue—an average of 33%—in jurisdictions 
that charge sales and use tax. Compared to income 
and property taxes it’s far easier to administer, 
collect and audit sales tax since there are fewer 
exemptions and collections happening on a more 
frequent basis.

Because of that, sales tax will continue to 
proliferate and probably become a greater part 
of the overall revenue picture for state and local 
governments. That doesn’t just mean higher 
sales taxes. In fact, it will most likely mean new 
transaction taxes. Various forms of digital taxation, 
including extending sales taxes to streaming video 
and music services will continue to proliferate tax 
policy discussions in 2021 and beyond.

Indirect tax teams should also continue to 
monitor ongoing post-Wayfair VAT changes inter-
nationally. For example, in Europe, marketplaces 
and online vendors had a very short window to 
prepare for VAT e-commerce changes that took 
effect in the European Union (EU) on July 1, 2021.

HOW TO DEAL WITH IT
Small and mid-market companies have to find 
efficient and effective ways to track and comply 
with all these new taxes and rate changes. Many 
of them are turning to cloud-based tax technology.

These solutions are attractive for a few reasons, 
including their implementation speed and ease of 
use. Vendors—not tax teams—continually update 
the software to reflect the latest sales tax rules and 
rate changes so nothing is missed.

A good cloud-based tax platform will take 
everything from jurisdiction identification and 
exemption management to compliance and integra-
tions. Beyond that, cloud solutions scale quickly and 
easily, and subscription options mean there’s a good 
fit for almost any company.

Put more simply, a cloud-based system can 
automate the end-to-end tax process to improve 
accuracy and increase internal efficiency. This 
means fewer audits and even fewer surprises.

With states and other local tax jurisdictions 
searching for new sources of tax revenue coupled 
with the record setting pace of new and higher sales 
taxes, companies cannot afford to take on the task 
by themselves.

The ongoing pandemic landscape is still being 
shaped and things are bound to get more complex. 
Finding a technology partner to track and integrate 
every applicable tax change is critical to compliance 
and avoiding costly audits. ■

Michael Bernard is chief tax officer for Vertex Inc.

Nearly 18 months after the pandemic sent states 
and local jurisdictions searching for emergency 
funding to keep citizens services running and help 
prop up economies, the same localities are making 
transaction tax a bigger part of their revenue streams.
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THE LABOR LAW ADVISOR

Paid Family and Medical Leave 
Legislation Gains Popularity
 

The currently proposed Fami-
lies Plan would provide paid leave 
on a basis similar to the Family and 
Medical Leave Act (FMLA), which 
currently provides unpaid leave 
of up to twelve weeks. The paid, 
Families Plan would be a social 
insurance model similar to those 
implemented in several states, as 
well as the District of Columbia. 
Like the proposed Family Act, it 
would be administered through 
a new office to be known as the 
Office of Paid Family and Medical 
Leave within the Social Security 
Administration.

Under the proposed plan, 
most employees would receive at 
least two-thirds of their average, 
weekly wages, up to a maximum 
of $4,000 per month. The lowest 
wage earners would receive a 
minimum of 80% of their average 
weekly wages. The leave could be 
used for the birth of a child, to treat 
an employee’s own serious illness, 
to care for a sick family member, 
to handle the military deployment 
of a spouse or immediate family 
member, and to address issues 
related to sexual assault, stalking, 
or domestic violence.

The amount of paid leave avail-
able would gradually increase to 
twelve weeks by the 10th year of 
the program. Unlike the FMLA, 

which only applies to employers 
with 50 or more employees within 
a 75-mile radius, the provisions 
of the proposed plan would apply 
to employers with 15 or more 
employees.

Recently, more than eighty 
Democrats in the House, including 
several well-known progressives, 
sent a letter to the White House 
urging the Biden administration 
to include paid family and medical 
leave in the proposed infrastruc-
ture bill. They see it as another 
means of helping families recover 
from the effects of the Coronavirus 
pandemic.

While it was not included in the 
infrastructure bill recently passed 
by the Senate, as of this writing, 
preliminary reports are that paid 
family and medical leave will 
be prepared as part of the pend-
ing, 2022 Budget Reconciliation. 
However, the final version of the 
legislation has yet to be prepared. 
Given the numerous other social 
safety net items that are being 
discussed as possible inclusions, 
it is difficult to predict whether or 
not it will be included in the final 
legislation.

Some form of a national, paid 
family and medical leave program 
is supported by a majority of U.S. 
workers. One of the findings sup-

porting the proposed 2019 Family 
Act was that such a program “has 
the support of more than eight in 
ten voters across demographic and 
party lines.”

A Rasmussen poll taken shortly 
before the Family Act was proposed 
found that 51% of Americans 
believe that the government should 
require employers to provide 
twelve weeks of paid family and 
medical leave. Only 29% of those 
responding disagreed. Even during 
the Trump administration there 
was discussion of some type of 
paid family leave. It was reported 
that President Trump supported a 
six-week paid family leave require-
ment, but it never developed into 
a legislative proposal. In addition, 
Ivanka Trump was a vocal advocate 
for paid family leave and worked 
with Senate Republicans to build 
support for such a bill.

While paid family and medical 
leave has had bipartisan support 
for some time, it has yet to result 
in legislation to be voted on. For 
example, in 2018 Senator Marco 
Rubio of Florida proposed a bill 
that would permit parents to 
apply for at least two months of 
paid leave, funded by a delay in 
receipt of Social Security benefits. 
The proposal made little progress 
due to concern that utilizing Social 

Security benefits would erode the 
program and/or lead to the ben-
efit’s use for other non-retirement 
reasons.

At about the same time, Sena-
tors Joni Ernst of Iowa and Mike Lee 
of Utah joined in proposing a paid 
leave bill similar to Senator Rubio’s. 
There was also a bipartisan paid 
leave proposal from Democratic 
Senator Kyrsten Sinema of Arizona 
and Republican Senator Bill Cassidy 
of Louisiana. Also, as noted earlier, 
House Democrats proposed the 
Family Act in 2018, provisions of 
which have been incorporated into 
the current Families Plan.

There is no question that paid 
family and medical leave remains 
a popular benefit that a majority 
of American workers support. In 
fact, several states, generally those 
with Democratic legislatures and 
governors, have already adopted 
some form of paid family leave. 
It remains to be seen whether at 
the federal level the priority that 
Democrats have placed on the 
issue will be sufficient to result in 
legislation that can become law in 
a sharply divided Congress. ■

ON APRIL 28, 2021, in his first Presidential address to Congress, President Biden 
announced his American Families Plan. President Biden intended it as a follow up to 
the American Rescue Plan, which provided relief to families and communities impacted 
by the Coronavirus pandemic. Among the elements in the plan is one calling for a paid 
family and medical leave program. The Families Plan version of the paid leave takes 
several of the elements of the Family Act, which was proposed by House Democrats 
in 2019 but failed to reach a floor vote.
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FROM THE TRENCHES

CLIENT EXPERIENCE FOR TODAY

A Taxing Situation

Because the U.S. market is just opening back up, I have seen many 
of you at events during the past 60 days or so, including Acumatica 
Summit, AICPA ENGAGE, Western CPE events, or one of our K2 CPE events. I 
have witnessed much joy in renewing the relationships among you. Further, 
we didn’t get as much refreshment and relief as expected from the revenge 
spending on a vacation. I note that many accountants seem tired. I encourage 
you to block and take as much downtime as possible after the tax deadlines are 
past. I’ve listened to many stories of COVID deaths, long-haul effects, suicides, 
and other mental health issues which will affect our families, practices, and 
clients for years to come. Would you please do the best you can to care for 
yourself and everyone where you have an impact?

While I’m sure you always have concern for your family, business, and 
clients, note that all may seem appropriately “needy” right now; these needs 
are likely to continue during the recovery period and for much of the next five 
to ten years. In addition, as students return to schools after many were taught 
remotely for the first time, there will be culture shocks for years to come. 
Our culture is changing, and this unspoken stressor will have unpredictable 
outcomes on different people. Resilience can be taught, but don’t be surprised 
if someone you thought was fine turned out to need help as was punctuated 
in the Olympics in Tokyo. Unfortunately, I know a record number of people 
that have committed suicide in 2021. If I had only known, I would have done 
something…

SO, WHAT’S 
CHANGING IN THE 
WORKPLACE?
Almost everything! We have new tools, 
expectations, and an accelerated pace 
of business. Even with my cautions 
above, I remain very optimistic about 
opportunities for you and your clients. But all of us will have to 
change with the times. During my travel for conferences in the 
last few weeks, I’ve had the time to read several books about topics 
that interest me. I also decided to re-read a book from earlier this year. Of note 
and potential usefulness to you were these three: Collaborative Innovation by 
Bart Barthelemy, KPI Checklists by Bernie Smith, and Workquake: Embracing the 
Aftershocks of Covid, by Steve Cadigan. All are quick reads, taking less than two 
hours each, but all my copies have wound up heavily dog-eared because of the 

IT IS NICE to see the last few stressful years fade in the rearview mirror. With the Tax 

Cuts and Jobs Act (TCJA), handling the pandemic, PPP, PPP2, and the changes in tax 

deadlines, most practitioners report that these years 

have been among the toughest on record for them. 

But this time has been very profitable! Additionally, 

there hasn’t been much time to work on the practice 

with business development, technology innova-

tions, or new service offerings. While many of 

you have worked on your practice, this would be 

more of an exception than the rule. Further, a 

significant number of firms are reporting staff 

turnover like they have not seen at any time. 

If this employee disruption is as notable as it 

seems, talent retention and recruitment may be 

the hottest topic of the year for both you and 

your clients.
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valuable insights on collaboration, 
KPIs, and the changing model of 
working.

The most significant impact on your 
practice and your clients’ businesses may 
be the case for human-centered work that Steve 
Cadigan builds in Workquake. Steve suggests that 
work culture has changed and will never go back. In 
other words, we must adjust to the “next normal,” not 
the “new normal.” I’m not going to summarize the 

ideas of any of these books for you, because I believe 
the short time and small amount of money are worth 
your investment. Instead, I suggest you won’t look 
at any of these topics in the same way after reading 
the books. Isn’t that the idea of continuous learning?

We have watched the evolution of Software as 
a Service (SaaS) and private cloud hosting, which 
rapidly became mandatory during the pandemic. 
The ability to work effectively remotely has led to 
new opportunities for employment. Are you living 
where you want to, doing the things you want to? 

The profession went through 
a period of discussing work/

life balance, and we are 
going through a period 
of diversity and inclu-

sion. Isn’t the actual value 
of life around family and true 

friends?
Many of you know that I live 

in Hutchinson, KS, and much 
of my family lives in this area. 

We spend significant time together 
and enjoy our extended families. While 

my Mum has just turned 98 this month 
and continues to enjoy good health, it has 

been a blessing to spend time together during 
the pandemic since our family maintained a 
quarantine pod throughout the entire time. 

Maintaining our pod minimized the isolation 
for our family. In addition, it minimized the 

risk of COVID infection, although we did choose 
to quarantine at various times due to known 

exposure before we were vaccinated. For example, 
our extended family hung out at the swimming 
pool together during the past week and have had 
multiple meals together. How valuable is that time? 
Can money buy that experience?

Each of the books cited above has driven my 
thinking about Family Experience, Client Experience, 
Team Member Experience, and how the culture and 
market have shifted in the last decade. Further, my 
refined vision of Advisory Services has converted 
my problem-solving view of consulting from nar-
row and deep to high and wide. As noted in earlier 
articles on advisory services, we need to be proactive 
with clients, not reactive. We need to be forward-
looking and spend less time on backward-looking 
compliance. While most practitioners make most 
of their revenue today from tax or audit, and both 
are getting more complex, we will have to figure out 
how to do the more valuable work for our clients 
framed with an Advisory approach. The best overall 

strategy I have seen at this time is Advisory 101, 
a K2 Enterprises program. The program provides 
three levels of certification: Foundation, Diploma, 
and Advanced Diploma plus 12 hours of CPE Credit.

Yes, we’ll have to choose tools to make this all 
work, like The Complete Advisory Solution, portals 
to effectively transfer information such as Liscio or 
Suralink, Practice Management (PM) tools to support 
this style, such as Canopy Practice Management, 
Clarity Practice Management, or Karbon, as well 
as appropriate document management (DMS), 
Client Accounting Services (CAS), workflow, and 
other practice tools. In addition, we may have to 
find new sources of labor such as SurePrep, Taxfyle, 
or Wolters Kluwer CCH/XCM outsourcing. But the 
real difference is understanding and applying the 
forward-looking advisory framework to your personal 
life, your business, and your clients.

SO, WHAT CAN WE DO TODAY?
Take time to decompress. Determine your current 
focus, primary mission, and tasks to accomplish 
that mission. Look to eliminate tasks that you 
don’t have to do. Reducing your work could be 
done by referring work out, contracting to experts, 
or outsourcing. Leverage the tasks you do have 
to do by choosing the best technology available. 
Minimize the number of technologies you use, 
remembering less=more. Automate more tasks 
where possible with tools like Hubdoc, Vic.ai, or 
Dext. Take time to learn how to use the tools 
you do use better. For example, I’m appalled at 
the time professionals waste because they think 
they know how to use email, spreadsheets, word 
processors, workpapers, collaboration tools like 
Teams, portals, or search tools and haven’t taken 
the time to learn the easy way to do it. Further, 
don’t let technologies like email or social media 
distract you.

You know these sayings and the sentiment 
behind them: “If you don’t know where you are 
going, any road will get you there,” a Lewis Carroll 
paraphrase. "Work smarter, not harder," attributed 
to industrial engineer Allen F. Morgenstern. 

While I enjoy playing hard and working hard, I 
do value quiet time and the renewal that a vacation 
in nature brings. Make sure to take some downtime 
so you are ready to face your challenges and assist 
with those of your family, friends, and clients. After 
all, we have just come through a taxing situation, 
and I suspect there is more to come. ■

 Make sure to take 
some downtime so 

you are ready to 
face your challenges 

and assist with 
those of your 

family, friends, and 
clients.
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Does Working From Home Negatively Impact Employee Benefits?
By Doug Ramsthel
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For many people, a perk of all meetings 
taking place remotely has been the ability to 
not just work from home, but also work from 
relatives’ homes, favorite vacation spots, or 
even another country, so long as there was 
strong dependable internet. Some workers have 
gone so far as to make those favorite vacation 
spots a new home.

Employers, eager to ensure continued 
productivity and retain valuable employees, 
have rushed in to support working away from 
the office, making it easier than ever before to 
be productive from anywhere. As businesses 
make decisions about a return to workplaces 
this summer or fall, those that are consider-
ing allowing employees to continue to work 
remotely will need to consider how it will 
impact employees’ benefits.

LOCATION, LOCATION, LOCATION
Benefits are sometimes limited or even very 
restricted by geography. As an example, if 
Kaiser is a company’s primary medical plan, 
moving to a location outside of where Kaiser is 
offered, leaves an employee with no or very lim-
ited medical coverage. Under a PPO plan, a less 
densely populated area may have a very limited 
network or perhaps out of network only cover-
age, exposing both the employer and employee 
to significantly increased claims costs. Dis-
ability may function entirely differently from 
state to state due to state-mandated disability 
coverage. Also, there may be more simple limits 

to the benefits program like participation in the 
company wellness program, health fairs, or flu 
vaccines offered on-site. Understanding these 
limits and communicating these clearly to the 
employee who is looking to relocate is extremely 
important to managing employee expectations 
and ultimately job satisfaction.

Unfortunately, there are a lot of differences 
between states in not just taxes, but also 
required benefits. State short-term disability 
is a common difference. Some states require 
employers to provide this and regulate how it 
is to be provided. If an employee moves to one 
of these states, like New York or California, 
an employer will be required to provide the 
appropriate disability coverage.

The statutory disability coverage can also 
impact any benefits under disability in which 
the employee may currently be enrolled. Some 
states do not allow for the tax-deductibility of 
H.S.A plans, which can be a bit of a shock for 
an employee who has relied on these for tax 
savings and any tax-free employer contribu-
tions. In a place like Hawaii, benefit coverage, 
employee contributions, and plan design are 
regulated, requiring employers to provide cov-
erage to even part-time employees. For employ-
ers new to a geographically diverse workforce, 
knowing, understanding and executing a wide 
variety of benefit plans can be overwhelming 
and it is a maze that must be planned for in 
advance before giving employees the green 
light to pack their bags and relocate.

THE TIME TO EMBRACE  
TECHNOLOGY IS NOW
For the few companies who have not embraced 
technology for enrolling employees in benefits 
and managing changes to plans, now is the 
time to just do it. For too long, employers have 
assumed that not every employee will have 
adequate technology access to use the HRIS/
Benefits Administration system, but almost 
every employee does now with the advances 
that have been made in mobile technology. 
For companies that already use an HRIS/
Benefits Administration system, re-examine 
just how efficient and user-friendly the benefits 
administration system is.

A company’s benefits administration sys-
tem needs to be clear and easy for employees to 
understand and use. With the enhancements 
and improvement of UX (user experience), 

EVEN BEFORE THE pandemic some CPAs worked from home, running 

their own small firms providing services for local businesses and 

individuals. For CPAs who work for larger firms and were in an office 

setting daily, shifting to remote work was a new frontier and one 

that some people really enjoyed. Working away from the office has 

its perks, like the ability to focus and remove workplace distractions, 

such as office drop-ins, impromptu meetings, and office noises.
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Does Working From Home Negatively Impact Employee Benefits?
consider making this tool a magnet for employees as a place 
to go for learning and development, company community, 
and company values and culture. Leaning on these tools to 
fill in the natural office culture and sense of community that 
occurs when everyone is together in a workplace, but is lacking 
when employees work from anywhere, has never been more 
important.

Managing the many complications and nuances of benefits 
that work-from-anywhere requires can be overwhelming. Slow 
down and take the process step-by-step and consider how in 
the long run embracing the virtual workplace can result in 
a more productive, engaged and happy workforce than was 
ever possible within the confines of an office.  ■

Doug Ramsthel is a Partner at Burnham Benefits, a Baldwin Risk Part-
ners Company, one of the top 50 employee benefit consulting firms in the 
United States. He consults employers across the US on their benefit plan 
strategy, design, funding, and communication.
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New Features and Improvements in 
QuickBooks Online Payroll

CHECK YOUR CLIENTS’ PAYROLL 
STATUS ON THE NEW QUICK-
BOOKS ONLINE DASHBOARD
A new payroll dashboard in Quick-
Books Online Accountant shows all 
of your clients’ payroll statuses on 
one screen. The payroll dashboard 
is a new tab in the Client list when 
you log into QuickBooks Online 
Accountant.

“While the addition of the 
payroll dashboard may seem like 
a simple thing, I believe it will 
have a pretty noticeable impact on 
how it will help you and your team 
manage payroll setup, processing 
and reporting,” said Stacy Kildal, 
founder of Kildal Services LLC, and 
a member of Intuit’s Trainer/Writer 
Network. “Seeing everything in one 
place can save you time, give you 
more control over payroll tasks, and 
allow you to access more informa-
tion in one place.”

According to Kildal, the new 
dashboard offers a view of the 
most important payroll activities, 
including when payroll needs to be 

processed, what taxes and filings 
are coming up, and where the client 
is in the setup process - her favorite 
feature she uses in her own firm.

“With these views, you can stay 
on top of the payroll services you 
provide or be proactive on impor-
tant matters impacting your clients 
if they are processing their own 
payroll,” she said. “For example, my 
firm recently had some changes in 
team members as well as added new 
clients. Having one place to check 
the status of all-things payroll is a 
great way to make sure we stay on 
top of getting our clients set up in a 
timely manner, while also making 
sure payroll is processed on time.”

Additionally, Kildal shared that 
the dashboard has also been espe-
cially helpful with her conversions 
when she has moved clients from 
Intuit Online Payroll to QuickBooks 
Online Payroll. Check out this 
video (https://www.youtube.com/
watch?v=l1KvFrrVwSg) Kildal put 
together for the Firm of the Future blog: 
https://www.firmofthefuture.com.

QUICKBOOKS ONLINE 
PAYROLL EMPLOYEE 
ONBOARDING AND FLEX-
IBLE SETUP
Acclimating clients to QuickBooks 
Online Payroll is now much easier. 
As most accountants know, simple 
employee onboarding and flexible 
payroll setup are key requirements 
when considering a payroll service, 
either in your firm or when you 
manage the process for your clients.

QuickBooks Online Payroll now 
gives you increased flexibility with:

  ■ Employee self-onboarding: You can 
invite your clients or employees 
to enter their personal and tax 
information, saving you time and 
making it easier to get started.

  ■ Flexible self-paced setup: You can 
set up payroll in the order that 
makes the most sense to you, and 
still get your clients and employees 
paid on time. You no longer need 
to enter employee information 
before connecting a bank account 
to payroll or completing other 
payroll tasks.

IMPROVEMENTS TO THE 
PAYROLL TAX CENTER
Another improvement is the ability 
to track and complete upcoming 
tax payments and filings from a 
dedicated payroll tax section.

If you need to view the status 
of filings, or act on a tax item, you 
can get an early heads-up with 
the improved Payroll Tax Center, 
available in the U.S. to all Core, Pre-
mium, and Elite users. This unified 
experience will make key pieces of 
payroll tax information more read-
ily available, so that you’ll be able 
to see all information necessary to 
complete outstanding payroll tax 
tasks in time. 

EXPANDED AUTO PAYROLL 
IN QUICKBOOKS ONLINE 
PAYROLL  
The Auto Payroll workflow has also 
been improved and expanded to 
allow you and your clients to choose 
which eligible employees can enroll 
in Auto Payroll. The enhanced 
flexibility is designed to meet the 
needs of clients who prefer to have 
only a subset of their employees on 
auto pay, rather than all of them. 
This enhancement is available for 
anyone with QuickBooks Online 
Payroll Core, Premium, or Elite.

Another key enhancement is 
that Auto Payroll now comes with 
an employee selection table, where 
you can see and manage Auto Pay-
roll details, such as eligibility and 
enrollment at an employee level, so 
you no longer have to worry about 
a single employee profile change 
affecting Auto Payroll for all other 
employees.

Visit this page (https://tinyurl.
com/nuu7ee9e) for more information 
on QuickBooks Online Payroll. ■

OVER THE LAST few months, there have been a number 
of new features and improvements in QuickBooks Online 
Payroll, all designed to make it easier for you to help your 
clients manage the payroll process in QuickBooks Online. 
Here’s a summary of what you need to know.

The ProAdvisor  
Spotlight is sponsored by
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THE MILLENNIAL ADVISOR

Not only are we familiar with our 
annual long hours of busy season 
each year, many of us now are stuck 
working long hours every month of 
the year, without fail. We seem to be 
forever trapped in a repeating cycle of 
our own making. As we move into the 
new normal, now is the time for you 
to break free of these old habits and 
learn a new skill that you have been 
resisting for far too long… delegation.

For those of you who are not 
experts in delegation, before we go 
any further, let us define this key 
term for you.

Delegation is the assignment of 
authority to another person to carry 
out specific activities. It is the process 
of distributing and entrusting work to 
another person. Delegation is one of 
the core concepts of leadership

LONG ROAD
The term workaholic was first coined 
in 1971 by a psychologist, Wayne 
Oates, who defined the term as a 
compulsion, or the uncontrollable 
need, to work incessantly. Since then, 
and with much study and research 
done, workaholics have been labeled 
to contain an assortment of common 
traits. They are people who struggle 
to not work, and feel compelled to 
work due to internal pressures they 

place upon themselves. They have 
constant thoughts about work even 
when not working. They work far 
beyond what is required or expected 
of them. Does any of this sound 
familiar to you?

It is important to note that a key 
difference exists between workaholics 
and those who truly enjoy working. 
Now you may be thinking of someone 
you work with as you read this article 
and are wondering, are they really a 
workaholic or do they actually love 
what they do? To understand which 
side of the coin they land on, the key 
difference between those two defini-
tions is the underlying motivation for 
the behavior. Workaholics are driven 
by negative emotions, like anxiety and 
fear, whereas those who love their job 
are driven by joy and excitement.

Unfortunately for many of us 
accountants, we fall into the real world 
and clinical definition of workaholics 
far too often. We are caught up in 
the cycle of deadline after deadline, 
always afraid to let someone down 
out of our own insecurities of letting 
people down or not getting the job 
done, even if the expectations we set 
for ourselves, or perceive others have 
set for us, are unrealistic. Alas, the 
high rate of workaholics in the profes-
sion is one of the aspects that drives 

millennials and younger generations 
away from being excited about becom-
ing accountants. For those of us in this 
millennial generation, we have seen 
too many people we’ve worked with 
putting in long hours without reward, 
and we don’t want to have the same 
fate. It’s not all hopeless though. Let’s 
turn to the positives and review what 
can be done to change this cycle as we 
move into the new world if we wish to 
not repeat the mistakes of the past, 
with our new favorite word, delegation.

BREAKING THE CYCLE
Letting go of the fixation to always be 
working starts with your intentional 
decision to change your mindset 
and behavior. Accepting your own 
self, and accepting the fact that you 
will be accepted at work and by your 
friends no matter how much or often 
you work, starts with how your treat 
yourself. Once you accept that you 
can and need to change your own 
perspective, you then need to decide 
what at work you can and should 
delegate away. This is the easy part, 
because it seems that everyone, no 
matter how much they work, should 
be able to think of at least five things 
that can be delgated away. Once you 
have decided what will be delegated 
away to free up your time for more 

critical purposes, then it is on you 
to make that plan happen.

When you delegate work away 
you need to do more than just send a 
text message of “do this” to someone 
else. Communication is necessary, 
so sending texts to send away tasks 
probably won’t work out for anyone. 
You will need to provide both clear 
instructions and guidance to the 
person to whom you are delegating 
these tasks. The good news, however, 
is you can spend a little more time here 
doing some work to help you ease into 
letting go of more work.

Finally, the key to successfully 
delegating away tasks is to avoid 
the dreaded reverse delegation. This 
normally happens when the person 
delegating away the task feels an 
internal fear that if they don’t do that 
task they will not be valued by others. 
It does not usually actually relate to 
a rational belief about the ability of 
others to get the work done, it is an 
irrational belief that if they don’t do it, 
others will look down on them.

Will you be doomed to feeling 
stressed every day grinding away at 
yet another task, afraid to delegate the 
work away, or are you finally ready to 
change your behaviors? No better time 
has existed to make changes happen 
than today. As we deal with this time 
of disruption and adjust to the new 
normal on a daily basis, use this time 
of disruption to change your behaviors. 
Letting go of stress and work can 
provide you new freedom to do more 
of the things you truly love. ■

AS MUCH AS things change, some things always stay the same. Even as we move into the 

so called “new normal,” one thing remains constant: working too much. Many accountants 

always have, and seemingly always will, work long and stressful hours. Unfortunately, for 

most of us who work these long hours, our mental state passes the level of enjoyment in 

what we are doing and falls steadily into the what one would define as workaholic status.

DO I REALLY WORK
TOO MUCH 
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WORKFORCE 2025:
3 TRENDS SHAPING THE FUTURE OF ACCOUNTING

 ■ How can technology help us be more 
productive?

 ■ What kind of digital services do clients 
expect?

 ■ Are there any regulatory changes that 
impact our IT infrastructure?

 ■ Do our people have the right skills to 
make the most of technology?

 ■ Do our employees have any skills we’re 
not utilizing?

Firms and accounting departments 
will answer these questions in differ-
ent ways. However, the following three 
trends are expected to impact the 
industry as a whole, and you’ll need 
to reckon with them if you want to 
build a workforce ready for the future.

 THE WAR FOR TALENT
Despite the record number of candi-
dates on the job market, there is an 
intense battle for people with the 
skills CPA practices need most. In 
the corporate world, around 93% of 
CFOs say they’re struggling to find 
suitable people for accounting and 
finance roles. This struggle is likely to 
continue in the coming years as more 
firms return to growth mode.

One way to improve your recruit-
ment process is to speed the time-to-
hire. If  remote hiring has helped you 
in this respect during the pandemic, 
think hard about the cost-benefits 
before returning to the status quo of 
in-person interviews and onboarding 
experiences. Whatever your search 
methods, remember that the better the 
candidate, the more likely it is they’ll 
be fielding multiple offers. Top talent 

has all the leverage in a skills-short 
market, and your compensation and 
benefits packages will need to reflect 
this.

 EMERGING IN-
DEMAND SKILLS
The line between digital and non-digital 
skills is increasingly blurred. That’s why 
accounting employers everywhere are 
on the hunt for a new type of candidate: 
someone with accounting and IT skills. 
This talent is hard to find, though, 
which is why hiring is so competitive. 
When recruiting, you’ll need to think 
about the kind of digital skills that will 
be essential on your team over the next 
three to five years.

CAUSES FOR OPTIMISM
This is a good time to recruit people 
with up-to-date IT skills. Recent 
accounting and finance graduates, 
in particular, grasp the importance 
of technology, and will emerge from 
college with an understanding of data 
analytics and the cloud.

In a war for talent, you’ll need allies. 
The good news is they can be found. 
A specialized talent solutions firm can 
help you identify permanent or contract 
professionals with today’s in-demand 
skills.

REASONS FOR CAUTION
Recruiting a new wave of tech-savvy 
professionals comes with risks as well 
as rewards. The IT sector has deep-
rooted representation gaps, so hiring 
people with technology backgrounds 

could inadvertently set back your 
diversity, equity and inclusion goals.

The typical accounting team 
members will have to learn to work 
with automated tools and may even 
find themselves partnered with AI 
(a relationship known as symbiotic 
computing). It is absolutely critical 
to supplement your hiring strategies 
with robust efforts to up- or reskill 
your existing team on emerging 
technologies that your firm is adopt-
ing — and will adopt. Upskilling not 
only improves employee performance 
and productivity, but it also makes 
team members feel valued and boosts 
loyalty and retention.

 A MORE FLEXIBLE 
WORKFORCE
The world went through a surprisingly 
successful transition to remote work-
ing, leaving employees cautious — and 
many reluctant — about returning to 
the office full-time. Around 49% of 
workers would opt for a hybrid sched-
ule, ideally with two days in the office 
and three days at home each week. 
How should CPA practice managers 
view these new preferences?

ADVANTAGES OF A FLEXIBLE 
WORKFORCE
Flexible working also means greater 
flexibility for firm managers. You can 
mix permanent, part-time and contract 
professionals to build a more effective 
and efficient team, and you can expand 
your search for recruits by considering 
remote workers in other locales.

It has become clear that a flexible 
workforce is a tech-dependent work-
force. Leaders who were previously 
cautious about cloud-based technology 
now have the opportunity to integrate 
it fully across their operations. This is 
also the time to think about emerging 
technologies such as robotic process 
automation (RPA) and artificial intel-
ligence (AI) and determine how such 
systems can help improve your resource 
planning. AI-powered processes such as 
automated data entry and code-free 
accounting can take over much of the 
busywork that fills up office life.

CHALLENGES OF A FLEXIBLE 
WORKFORCE
As previously noted, flexible working is 
entirely dependent on the right technol-
ogy. That means you’ll need people on 
your team who can make the most of 
new platforms and are comfortable 
working with the latest software.

There’s also a very human issue 
with flexible working: office culture. 
Your practice’s culture emerges 
organically from everyday interactions 
between team members. As a leader, 
you have to know how to maintain 
the positive aspects of your company 
culture in an age of hybrid schedules 
and geographically dispersed teams.

Crystal ball gazing is a risky 
business. But one thing I can say for 
sure: The accounting workforce of the 
future will embrace new skills and be 
comfortable with digital disruption. 
Preparing your firm for the challenges 
of tomorrow starts today.  ■

IT’S SAID THAT digital transformation is a journey rather than a destination. But it’s not all 
a smooth, consistent ride, as the pandemic has proven. It was digital technology that was 
forced into rescue mode as it helped us adapt quickly to fast-changing circumstances. 
Today, it has emerged as an even bigger priority for companies.As the journey continues, 
innovations keep creating new opportunities and throwing up fresh challenges. Day-to-day 
life in a CPA practice is no exception. We will always be tackling questions like:
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 MARKETING YOUR FIRM

The Ins and Outs of Webinar Success By Becky Livingston 

According to RingCentral, “The 
2020 pandemic prompted companies 
and marketers to change their strat-
egies. That’s why there’s a sudden 
surge in webinar viewership. 67% 
of marketers invested more time 
on webinars. U.S. brands increased 
webinar offerings by as much as 
36% — that’s just between February 
and March 2020.”

What can you do to make a 
webinar successful, i.e., bring in 
leads and generate income?

13 TIPS TO INCREASE 
SUCCESS
Increase your webinar success with 
these tips:

  ■ Know your audience. Consider who’s 
attending and what their pain points 
are. Once you know this, you can 
weave a story introduction that has 
them nodding their head in agree-
ment. See webinar formula below.

  ■ Keep mobile in mind by making 
font sizes larger and visuals more 
impactful. Test your slides on a 
mobile device before the live date.

  ■ Hook ‘em with the headline. Think 
like your customer and craft 
headlines that would get their 
attention. Not sure how to do that? 
Try a free, online headline generator 
for inspiration.

  ■ Prepare some questions ahead of 
time to lead the Q&A session. It’s 
also important to have someone 
assist you with the webinar to 
capture any questions in chat or on 
social media.

  ■ Consider mixed media during the 
live session, for example, imbedding 

a video, sound bite, or animation to 
drive home a point.

  ■ Be dynamic and conversational. 
Somet imes it helps to have 
another person online when you’re 
presenting so it feels more like a 
conversation. If that’s not possible, 
talk to the camera like it’s a person.

  ■ Pick the right day and time. Accord-
ing to GoToMeeting, Thursday at 
11 a.m. is the best time to host a 
webinar.

  ■ Have a stable Internet connection 
and good headset to help deliver the 
information effectively and clearly.

  ■ Conduct a dry run. This is also a 
good time to record the session as a 
backup in case something happens 
during the live session. If you need 
a script, practice with that. Keep in 
mind, going off script or ad-libbing 
is okay too.

  ■ Create a webinar landing page 
on your website to capture leads. 
Include the topic, date, t ime, 
speaker information, and a few 
topical highlights. Instapage has 
several, high-converting landing 
page examples.

  ■ Announce the webinar on social 
media with a unique hashtag, create 
event notices on your firm’s social 
media profiles, send an email series 
to your list, and include a link in 
your email signature to promote 
the event.

  ■ Post event, follow up with partici-
pants by sending the playback link 
and additional content.

  ■ Track results to determine webinar 
success and growth over time, 
including the number of registra-

tions, top registration sources, actual 
attendee numbers, and time spent 
on the live session.

WEBINAR FORMULA
Begin with a story that has the pain 
point front and center. Add a few 
bullet points about how you helped 
solve the pain point. Then, end with 
a call to action that doesn’t cost a 
dime, such as downloading a case 
study, getting a checklist, calling for 
a demo, etc.

WHAT SHOULD I AVOID? 
Keep in mind, “78% of webinars have 
fewer than 50 attendees,” says Search 
Engine Journal.

If you’ve tried webinars in the 
past, but just haven’t been able to 
break the “attendance” record, it 
might be due to your headlines and 
promotional materials. Or, it could be 
one of these mishaps.

  ■ Leaving out interaction within 
the webinar – people remember 
engaging speakers and activities. 
Include a poll question or two during 
the webinar to increase engagement 
between you and your audience. You 
can do this with a chat, polls within 
the platform, like Zoom or WebEx, 
or by simply asking for a show of 
virtual hands.

  ■ Avoid using your slides as a 
teleprompter. According to Jeff 
Bullas, “Attendees will retain 65% 
of your presentation if you use both 
oral and visual content, compared 

to retaining only 10% of your 
material if they rely on hearing your 
presentation.”

  ■ Lack of webinar promotion. Start as 
early as four weeks ahead of time to 
promote the webinar. Most of the 
registrations will come in about a 
week before your event. However, 
you can encourage promotion by 
asking registrants to share that 
they are attending. Create a series 
of social media posts they can copy/
paste into their social media profiles.

  ■ Sidestep the sales pitch. Sure, you 
can give the audience something 
to remember you by with a call to 
action. However, a hard sales pitch 
is a no-no.

  ■ Dodge the desire to tackle too many 
goals in one webinar. Rather, focus 
on one topic, with three to five bullet 
points you expand upon during the 
session. Then close with a follow-up 
piece in your call to action.

  ■ Passing on the follow up. You’ve 
put a lot of time and energy into the 
webinar. Strike while the iron’s hot 
with the session follow up.
Let’s get started! You have the 

success tips and the pitfalls. What 
you’re lacking is the template. Don’t 
worry. I’ve got you covered. HubSpot 
offers a free webinar planning tool-
kit, including a strategy template, 
checklist, and guide. https://tinyurl.
com/d92bv5px

Looking for some fun, webinar 
social media post ideas? Here are 
some examples from The Bean 
(https://tinyurl.com/398dfrh8) spe-
cifically for LinkedIn. Now that you’re 
armed with what you need, tackle 
your next webinar with confidence 
and style. ■

Becky Livingston is the president and 
CEO of Penheel Marketing, a NJ-based 
firm specializing in social media and 
digital marketing for CPAs.

DURING 2020, WEBINARS skyrocketed. Were you a bit 
envious of your colleagues promoting their new, shiny 
lead generation tool? If so, you too can use webinars to 

drive leads and impact the bottom line.

Story Pain Point
+ Solution

+ Call to Action
= Webinar Success

https://tinyurl.com/d92bv5px
https://tinyurl.com/d92bv5px
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  APPS WE LOVE By Gail Perry, CPA, Editor-in-Chief

• SPOTIFY. The music app allows you to hear 
the music and podcasts that appeal to you, create 
playlists, share with others, and even create shared 
playlists. Spotify will also select options for you 
based on the listening choices you’ve made and can 
even adjust those selections to match the music 
you listen to at different times of day.

• MINT.COM. Switching gears to personal 
finance, the finance apps, including Mint.com 
and others (Personal Capital, YNAB, and so on) 
allow you to view a personal financial statement, 
including up-to-the minute balances in all of 
the accounts you choose to share. In addition, 
you can see your actual spending habits, and 
set and monitor budget limits for yourself. Mint.
com provides you with your TransUnion credit 

score along with information on how to improve 
your score.

• NETFLIX. My Netflix screen is not anything 
like your Netflix screen. I see programs that 
I have started and are in progress, and I get 
recommendations for items to watch based on 
my own viewing habits. Your Netflix homepage 
is also personalized for other members of your 
family who have access to the account based on 
their viewing and selection habits. Even the images 
you see have been chosen based on the types 
of images you respond to in the recommended 
videos, so and your spouse might get the same 
recommendation but you might see a different 
image recommending that video.

• STARBUCKS. It’s not just all about the great 

coffee. Starbucks has raised the bar on the 
personalized buying experience app. Ordering 
in advance and having your beverage waiting 
for you when you arrive at the store location of 
your choice is just the beginning. Starbucks uses 
your shopping experiences to create customized 
suggestions and discounts designed to keep you 
satisfied and coming back for more.

• SMART NEWS. With so much news available 
online, a news aggregator app is a must have for 
those who want to keep on top of what’s happen-
ing in the country, the world, your community. 
Smart News allows you to customize the app 
to provide the types of stories you like to read, 
from the sources you like to use. It also provides 
an option for text alerts about stories in which 
you have shown interest previously. The app 
includes options for local news from thousands 
of U.S. cities.

• GOOGLE SEARCH. You might not think 
something as ubiquitous as Google’s search 
would actually be a customized service, but think 
about it – when you search, Google takes into 
consideration the previous items for which you 
have searched as well as your geographic location 
to provide you with customized answers. If you 
run a search for something that is available in 
multiple locations, Google Search will find the 
locations near you. If you repeat key words from 
previous searches, Google Search will provide you 
with a list of those searches.

This is just a small sampling. If you are think-
ing of creating an app of your own, or looking for 
a personalized experience, here are some tips 
to consider:
• There should be a method for collecting data 

from users.
• The app should be able to save usage history and 

learn from that history.
• The design of the app should be comfortable, 

easy-to-understand  – user-friendly.
• The app should provide different experiences for 

different users based on information collected 
and the user experiences.

• The app should be regularly updated based on 
available information.

• The user should be aware of what information 
is being collected and how that information will 
be used to improve the user experience, and the 
user should be able to enhance the experience by 
adding additional information.  ■

THE MAJORITY OF apps are not personalized – you use the app as 

is, and if it doesn’t do exactly what you want, you go out into the 

app universe and try to find something that is a better fit. But some 

apps are more flexible and they allow you to create your own unique 

experience. Then it becomes your app, and you’re more likely to keep 

the app long-term, add your own information, and refer to it often. 

Herewith is a collection of apps you can personalize – you’re no doubt 

familiar with many of these and using some yourself.
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 FEATURE

Ask Your Small 
Business Clients 
This Question

With the increase in business owners 
comes the increase in need for tax and 
accounting professionals. Because, if there’s 
anything the last year has taught business 
owners, new and old, it’s the importance of 
having experts by their side to help weather 
difficult times. While many tax and accounting 
professionals know the ins and outs of helping 
small businesses, today’s clients will likely 
want more support. In fact, a recent study 
by Intuit found that 66% of taxpayers want 
more financial and tax advice from their tax 
professional/advisor.

With more than 30 years of experience 
under my belt, I’ve learned that solving clients’ 
most pressing problems all comes down to one 
question:

 “WHAT IS MOST IMPORTANT TO 
YOU TODAY?”
By asking your clients what’s on their minds 
today, you can tackle head-on their most pressing 
problems first.

This could be a number of things, from 
just trying to keep the lights on, pivoting their 
business to adhere to new customers, how to 
grow after the pandemic, and even getting a 
better understanding of where your client stands 
financially. Not only will asking them about 
today’s worries help you identify and resolve 
short-term concerns, it will also give you a better 
understanding of where your clients’ long term 
goals are and where they’re headed with their 
businesses. If your clients are not actively think-
ing about this, broaching the topic with them will 
immediately show your dedication to supporting 
them and their long-term business health.

Once you have those initial conversations, you 
can begin to evaluate for yourself - is this what 
they really should be worrying about based on 

their current financial situation? Do their most 
important business matters today also impact 
their long-term business goals? From there, you 
can help bridge the gap between their current 
concerns and what they really should be con-
cerned about, creating a plan to work with them 
on improving business health and reaching their 
business vision.

Posing this initial question also showcases 
what you can offer your clients in regard to 
advisory services. By creating long-term goals 
with them and advising them in next steps, 
they are gaining a trusted advisor who has their 
best interest in mind when mapping out goals. 
Have a conversation with them about an ongo-
ing advisory services partnership to ensure the 
answers they gave to your original question are 
achieved, and that you’re continuing to address 
any new concerns or goals that arise.

Asking “what is most important to you today” 
will put you and your client on the right track to a 
very successful partnership. It quickly helps you 
get to the root of your client’s concerns, identify 
areas for improvement, and establish long-term 
goals for success. Especially after the events of 
last year and struggles businesses faced, the 
care and concern this question shows will set 
you and your firm apart and help you cultivate 
even stronger relationships with your clients. ■ 

 
Barry Pennett is senior vice president and general man-
ager of Intuit ProConnect Group.

IN THE LAST year, there has been a significant business boom. According to 

the U.S. Census Bureau, business formation applications are at an all-time 

high, up 18.6% from last year. People have finally had the time and the 

opportunity to pursue their dreams of owning their own business.

By Barry Pennett 

66% 
of taxpayers want more 

financial and tax advice from 
their tax professional/advisor

Study by Intuit
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AICPA NEWS

AICPA Announces 
New CPA Evolution 
Resource Competition
The AICPA has announced a new CPA Evolution Resource 
Competition (CERC). This competition seeks to promote the 
development of teaching resources for the new topics and learn-
ing objectives outlined in the CPA Evolution Model Curriculum. 
The Curriculum was designed to help accounting programs 
transition to prepare CPA candidates for the Core + Disciplines 
CPA Exam structure, which begins in 2024.

The CPA Evolution initiative, a joint effort of AICPA and the 
National Association of State Boards of Accountancy (NASBA) is 
transforming the CPA licensure model to recognize the rapidly 
changing skills and competencies the accounting profession 
requires. The CERC is one of the many ways AICPA and NASBA 
are supporting educators as the profession works towards the 
adoption of the new CPA Exam model.

“This competition is one way 
AICPA can provide accounting 
educators with resources to 
cover, if they choose to do so, the 
new topics and learning objec-

tives outlined in the CPA Evolution Model Curriculum,” said Jan 
Taylor-Morris, CPA, CGMA, Ph.D., AICPA & CIMA Academic in 
Residence.

The AICPA invites accounting faculty to submit their original 
long or short teaching cases, exercises, or other instructional 
materials to be considered for a CERC award of $300 – $1,500 
and inspire future CPAs. The deadline to apply as an individual 
or as a team is Oct. 31, 2021. Submissions can range from case 
studies to course exercises to general instructional materials 
that serve as teaching resources for new topics and learning 
objectives outlined in the model curriculum.

Earlier this year, the AICPA and NASBA issued the Accounting 
Program Curriculum Gap Analysis Report, which found mixed 
results for coverage 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 Organiza-
tion Controls (SOC). Each of these topics could be covered more 
in-depth on the CPA Exam in 2024, pending the results of the 
current CPA Exam Practice Analysis. ■

COMMENTS ON FAIR MARKET 
VALUE OF PARTIAL OWNERSHIP 
INTERESTS
The AICPA has submitted comments to 
Congressional leadership from the Senate 
Finance Committee and the House Ways 
& Means Committee on a proposal in the 
Treasury Greenbook, General Explanations 
of the Administration’s Fiscal Year 2022 
Revenue Proposals, issued May 2021 as 
part of the American Families Plan (AFP).

While the AICPA believes that there 
are many provisions of the proposal that 
need clarification, are overly broad or 
need further thought or discussion, the 
letter focuses on the proposal requiring a 
partial interest owner to provide a value 
that represents a proportional share of 
the fair market value (FMV) of the entire 
entity, which assumes that every share-
holder, even those lacking control over the 

property, has equal access to adequate 
information to determine the FMV of the 
entire property.

“This assumption is contrary to reality 
for many minority interest holders, who 
often are not privy to the same scope of 
data available to controlling sharehold-
ers,” says the letter. “Although the issues 
around access to information by holders 
of partial interests, especially minority 
interests, has been, and continues to be, a 
valuation issue, we are concerned that the 
proposal requires that the valuation must 
be based on the full value of the whole 
asset. This would be a new requirement, 
and in light of difficulties getting informa-
tion to value the whole asset, we think it 
is not reasonable,” it continues. ■

AICPA TIPS TO KEEP CRITICAL 
CLIENT INFORMATION SAFE
Consumers have little faith in 
businesses to protect their per-
sonal and financial information. 
The recent news of the T-Mobile 
data breach – which included the 
names, social security numbers 
and driver’s license information 
of millions of Americans - is likely 
to further erode that trust. And 
that’s a problem CPAs are well 
suited to help their clients and 
companies address.

Nearly nine out of 10 Americans 
(89%) are concerned about the 
ability of businesses to safeguard 
financial and personal informa-
tion, such as credit card or social 
security numbers, according to 
a survey conducted earlier this 

year by The Harris Poll on behalf 
of the Association of International 
Certified Professional Accoun-
tants (Association), representing 
AICPA & CIMA. Further, half (49 
percent) saying they were very or 
extremely concerned.

Data breaches are incredibly 
costly to companies and indi-
viduals. A study by IBM found that 
data breaches cost companies an 
average of $3.8 million, with about 
40 percent of that cost coming 
from lost business. And breaches 
increase the risk of identity theft 
for consumers; 19 percent of 
Americans report being the vic-
tim of ID theft, according to the 
Association’s recent poll.  ■

 AICPA News is a round-up of recent 
announcements from the institute.



SEPTEMBER 2021   ■    www.CPAPracticeAdvisor.com       21

 

One day, you might encounter a sales tax 
audit. Understandably, this can be overwhelm-
ing and intimidating to tackle. Here are a few 
things to keep in mind as you face this hurdle.

UNDERSTAND WHY BUSINESSES 
GET TARGETED FOR SALES TAX 
AUDITS
• Rapid Growth. Some businesses unknowingly 

neglect their sales tax obligations, especially 
during periods of increased sales volume or 
while expanding into new states. Not to mention 
the physical nexus created by having employees 
or contract workers in those locations. These 
fact patterns can trigger a state to investigate 
proper compliance.

• Customer Sales Tax Audits. If a state audits 
your customer and an auditor identifies invoices 
that your business improperly taxed or missed, 
the state is likely to audit your company.

• Location, Location, Location. Some states are 
more aggressive with sales tax audits than 
others. States like California often target 
small businesses such as Amazon sellers and 
eCommerce. New York tends to audit for sales 
tax frequently, and Texas for both sales and 
franchise taxes. However, nothing is guaran-
teed, so it is vital to assess the risk wherever 
there is existing or potential nexus exposure.

PREPARE FOR POTENTIAL 
LIABILITIES 
• Examine the number of sales during the audit 

period to see where potential under-collection 
might have occurred.

• Review the sales tax returns during the audit 
period to ensure sales tax reports reconcile 
with the returns.

• Be prepared to answer when things don’t line 
up. For expenses, make sure to have copies of 
invoices, including purchases made with credit 
cards. Businesses should generally keep invoice 
records for all purchases for at least 3-5 years.

UNDERSTAND STATE-SPECIFIC 
SALES TAX AUDIT METHODS
States typically do not audit a company’s 
entire books and records. Talk to the state 
auditor to see what audit method options 
are available. Many offer a sampling method 
limiting what the state reviews.

While this is usually a safe approach, 
audit results for the limited period will be 
extrapolated for the entire audit period 
upon the conclusion of the audit. Meaning, 
if the sample period contains a significant 
purchase(s) with missing invoice records or a 
sizable sales transaction with erroneous sales 
tax, these errors can get magnified.

In addition, while states may allow this 
method for sales and expenses, they usually 
do not offer the same for their review of fixed 
asset purchases.

ESTABLISH PROPER SALES TAX 
COMPLIANCE MOVING FORWARD
There’s no better time than the present to start 
complying. If a sales tax audit exposes under-
payments or under-collections, it’s essential to 
prioritize compliance moving forward.

• Even if a single state sales tax audit reveals no 
violations, be sure to analyze every state for 
possible economic and physical nexus exposure. 
Monitor changes in employee locations, sales 
into new states, and increased transaction 
volume. Or have a trusted sales tax partner 
conduct routine multi-state nexus reviews to 
identify potential red flags.

• Establish a reasonable method to calculate 
use tax from expenses where sales tax is 
mistakenly absent.

• If necessary, explore software solutions 
to automate sales tax calculation with an 
understanding that it is not a one size fits all 
solution. Implementing sales tax software has 
several pros but, without proper expertise 
during and after implementation, it can lead to 
costly errors – like incorrect product mapping.

• Consider all areas of tax compliance that may 
be impacted, like gross receipts, franchise, and 
other local taxes.

Before hitting the panic button, consider 
these steps and, when necessary, seek 
expert advice to help defend or possibly 
minimize the impact of a sales tax audit!  ■  

 
Eric Carrasco is manager of indirect tax for the New 
York City-based firm PMBA.

TAX LAWS CONTINUE to evolve and add new complexities to business 

operations. As a result, stakeholders expect their CPAs or internal tax 

professionals to be prepared for anything. However, as most accoun-

tants know, it is impossible to specialize in every area of taxation or 

understand the liabilities associated with niche challenges like multi-state 

sales and use tax regulations.

How to Help Your Client or 
Business Through a Sales 
Tax Audit  By Eric Carrasco
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How to Build Your  
Firm Around Niches By Colin Horsford, CPA, MBA

AS TAX AND accounting practitioners start or grow their practices, many create 
a one-size-fits-all service model. “Any client is the right client,” but this approach 
soon becomes problematic when they realize they are a jack-of-all-trades without 
a true specialty. In fact, the one-size-fits-all approach should be done in reverse: 
start with a dedicated focus, then expand to other areas as your team grows.

Small- to mid-size firms need to be able 
to focus, adapt, and be agile. As industries 
change, laws change, too, so a firm without a 
focused approach can be left playing catch up 
instead of leading its clients into new ways of 
doing business.

The focused approach I’m referring to is a 
niche – a specialized segment of the market where 
practitioners can offer a high level of service. It 
may sound counterintuitive to focus on a small(er) 
segment, but finding the right niche can increase 
profitability, efficiency, and differentiate your firm 
from others in the profession.

Niches allow firms to become experts in 
certain fields, while allocating the majority of 
their resources to strengthening those areas. As 
more experience is gained in a niche field, the firm 
will become subject matter experts and can lead 
prospects right to their doorstep. Clients will also 
refer business to you once your credibility has been 
established; others will find you as you make a 
name in the industry.

FINDING THE RIGHT NICHE
Survey your interests. When deciding which 
industries or areas you would like your firm to 
pursue, start with something you’re interested 
in. Working within a field you genuinely have 
an interest in will motivate you to increase your 
knowledge and better serve your clients. Maybe 
you like sports and want to work with physical 
therapists, or you love cooking and want to work 
with restaurants. Your niche can also be defined 
by an industry you previously worked in or have 
knowledge about. For example, if you worked in 
manufacturing before starting your practice, that 
can be your niche. You will naturally have more 
knowledge going in and will be able to relate to 
your clients better than a practitioner who is not 
from the industry.

Conversely, sometimes you stumble into a 
niche. You may look at your client list and notice 
that you have built a good rapport with clients 
within a certain industry and enjoy working with 
those clients. Or, you may want to capitalize on a 
new industry such as cryptocurrency. Regardless 
of the area or reason, the goal is to identify an 
industry you have an interest in and to be confi-
dent you can provide exceptional service.

Research your niche. As with any new 
endeavor, acquiring knowledge is necessary. You 
will want to know more about the industry so you 
can speak with authority, as well as understand 
how those businesses work. You will also want 
to be seen as an expert in the industry so clients 
will gravitate toward you. Equally important is 
understanding the profitability of the niche and 
understanding clients in the industry.

Many niches are attractive, but may not be 
profitable. Some are very profitable, but if the 
clients are short on time and patience, it may be 
tough to build quality relationships. Research the 
type of client and the size of the businesses in the 
industry, then target a specific client. You can get 
as granular as working with a specific product, a 
minimum revenue threshold such as $1 million 
or greater, company size, or experience – startup 
vs. legacy brand. The proper due diligence will 
lead you to the right industry and the right type 
of clients. The right niche will be an interesting 
industry, with high profitability and great clients.

TWO WAYS TO OFFER SERVICES TO 
YOUR NICHE
Once you’ve selected your niche, you have to 
decide what to offer them and how you will do it. 
There will generally be a base level of offerings, 
such as compliance, but your practice will need 
to go beyond that to make an impact.

1. TALK TO YOUR CLIENTS 
If you are currently working with clients in a niche 
industry, meet with them to discuss market trends 
and service gaps. A client can identify areas that 
aren’t being served industry-wide or new laws that 
may affect the business. A great example was the 
recent Paycheck Protection Program and stimulus 
loans. That was an opportunity for many to be 
at the forefront of the imminent change. When 
talking to your clients, your goal is to learn what 
you can provide to them, not have them tell you 
what they want. Henry Ford once said, “If I had 
asked people what they wanted, they would have 
said faster horses.” Learn what’s missing and craft 
a solution.

2. INCREASE YOUR EXPOSURE
To grow your business and expand within your 
niche, you will have to get your name and firm 
out there. Attend networking or industry-related 
events so you can meet potential clients. You will 
also learn about market trends and the issues 
affecting their industry. Offer to speak on a panel 
or conference.

On the tech front, you can improve your search 
engine optimization as you increase your client 
base. It’s also important to put out quality content 
on multiple channels for social proof, including 
YouTube, Instagram, Twitter, and others. However, 
do this with caution, as it can be time consuming 
or costly to hire someone to do this for you if you 
can’t find the time. It’s best to know where your 
clients hang out so you can target them on that 
channel.

Whichever niche you ultimately choose, your 
approach will matter the most. Increase your 
knowledge, seek out the right clients, and expand 
your network. ■

Colin Horsford, CPA, MBA, is owner and founder of 
Horsford Accounting & Advisory LLC, where he works 
closely with business owners to ensure their company’s 
books stay clean, organized, and up to date. His motto 
is “Good accounting enables informed decision-making.” 
Colin and his team also advise clients on mergers & 
acquisitions, and revenue strategies helping them grow 
their businesses. He is an Advanced Certified ProAdvi-
sor and a member of the Intuit Tax Council.
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BRIDGING THE GAP

YOUR CLIENTS STILL 
NEED COMPLIANCE 
SERVICES
Unless something drastic changes 
in tax law or financial regulations, 
your clients will continue to need 
tax returns and financial state-
ments. These continue to be profit-
able areas in an accounting firm, 
even as advisory services take up a 
growing piece of the revenue puzzle.

In fact, successfully providing 
advisory services is dependent 
on compliance work. To advise 
and guide your clients, you need 
a foundation of current, accurate 
financial data. Firms can outsource 
and automate many tasks related 
to these services, but the need is 
still there. As long as those services 
exist, your firm will need people to 
do and manage that work.

YOU MAY ALREADY BE 
PROVIDING ADVISORY 
SERVICES
Chances are, your firm is already 
providing advisory services. The 
question is, are you being com-

pensated appropriately for those 
services? Without a clear line 
between advisory and compliance, 
some firms deliver high-value advi-
sory services while getting paid for 
compliance work.

Many firms helped their clients 
survive and thrive during the pan-
demic, not with tax preparation or 
audits, but by helping them secure 
capital and providing general busi-
ness advice. However, if you charged 
by the hour for these services or 
lumped them into the cost of your 
compliance services, you missed a 
big opportunity.

Now is the time to identify the 
advisory services you’ve provided to 
clients over the past 18 months and 
expand them into properly pack-
aged and priced advisory service 
offerings.

MAKE TIME FOR 
ADVISORY
One common argument firm lead-
ers give for not expanding their 
advisory practice is, “We don’t have 
time.” It’s true that you don’t have 

time to grow advisory services in 
addition to managing your firm’s 
people, processes and technology 
and providing compliance services 
for your clients. After all, there are 
only so many hours in a day. Instead 
of thinking about “how” you’ll be 
able to deliver advisory services, 
start thinking about “who.”

Successfully growing an 
advisory practice requires a team 
dedicated to the task — this can’t be 
a side-project for your tax, audit or 
client accounting services depart-
ment. Put someone in charge of 
building out your advisory service 
line and make it their full-time job, 
and you’ll see much faster (and 
more profitable) results.

Every professional in your firm 
today won’t want to or be equipped 
to provide advisory services, and 
that is okay. The firm of the future 
will include both compliance and 
advisory. The key is to recognize 
that advisory is a team sport. Get 
people comfortable with collaborat-
ing to help the firm’s clients rather 
than “their clients.”

If you want to see growth in 
your firm, don’t fall back into “I’m 
too busy.” You don’t have to give up 
providing the services your clients 
need, but you do need to start pro-
viding services they want and value. 
Compliance and advisory together 
will set your firm and your clients 
up for success. ■

Another article about moving from compliance to 

advisory? It’s no wonder accountants are unnerved by 

much of the talk around advisory services. For many, 

advisory services aren’t something they studied in college 

or have experience with doing in their firms. So is it any 

wonder many have learned to tune it out? Today, I want 

to share a different message: don’t think of it in terms of 

compliance versus advisory. You can (and should) do both.

Compliance or 
Advisory?  

You Can 
Do BothDo Both
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