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AAM, see Association of Accounting

Marketing
ABA, see American Bar Association
Accenture, 66
Access to capital, 176
Accounting profession, 180
Accounts receivable, 172, 196, 264, 265
ACT!, 97
Address in space, 204
Advertising, 60, 131–136

Elements of a good ad, 134
Objectives of the ad, 133–134
Role of, 131–133

AICPA, see American Institute of Certified
Public Accounts

Alliance and partnerships, 102
Altheimer & Gray, 179, 233
Amazon.com, 236
American Airlines, 236
American Bar Association, 224

Model Rules of Professional Conduct,
224

American Express Tax and Business
Services, 173, 180, 182, 223

American Institute of Certified Public
Accounts, 7, 172, 224

American Lawyer, 233
Andersen Consulting, 66
Anderson, Philip, 188
Aquila, August, 27, 165
Arthur Andersen, 3, 7, 8, 9, 66, 179, 201,

242

Association of Accounting Marketing
(AAM), 76

Articles, 113–116
Difference between legal document and

article, 116
Purpose of, 114
Placing, 115
Reprints, 116
Subject matter, 114
Target publications, 115
Writing, 115

Audit function, 243

B
Baker, Ronald J., 25, 172, 226
Balanced Scorecard, 166–172

Designing, 168
Financial measures, 247, 251
Client measures, 251–252
Employee growth and learning measures,

255
Internal business process measures,

252–253
Interrelated objectives, 168
Linkage diagram, 248
Marketing measures, 253–255
Objectives, 167
Template, 169, 249–250
What it measures, 166

Bates decision, see Bates vs. State Bar of
Arizona, 1977

Bates vs. State Bar of Arizona, 1977, 7, 15,
67, 76, 87, 101, 183, 185, 190, 244
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BDO, 179
Benchmarks, 172, 263, 264, 265
Best value pricing, 102
Big Eight, 179
Big Five, 179
Big Four, 65, 179
Billable hours, 221

For accounting partners, 263–264
For law associates, 268
For law partners, 268
For paralegals, 268

Bloedorn, John D., 198
Bossidy, Larry, 165
Bowman’s Accounting Report, 263
Branding, 62–67

A specific service, 65
Definition, 63
Difference between reputation and brand,

64
For small firms, 66
Is it necessary, 66–67

Breaking the Paradigm, 27
Brobeck, Phleger & Harrison, 233
Brochures, 116–121

Basic questions, 117–118
Guidelines, 119–121
Well-designed, 117

Browne, Harry, 219
Budget, 46
Building contacts, see networking
Building a marketing culture, 74–79
Bulletins, 214
Business plan, 201
Business Week, 33
Buyers, 224

C
Campaign strategy, 68
Canons of Ethics, 8, 94
Capital, access to, 176
Career advancement opportunities, 258
Cash, 233
Cash and net income, 234
Centerprise Advisors, 182, 223
Century Business—CBIZ, 173, 182, 223
Change, the dynamics of, 183–184

Charan, Ram, 165
Checkpoint Software, 15
Clark Nuber, 180
Client-centric firm

Compensation, 192
Getting organized, 29–30
Pricing, 228

Client-driven, 83
Client lifetime value, see clients
Clients

Appropriate client, 84
Acquisition, 25
Capital, 188
Client-driven firm, 83
Client perception, 46
Client relations, 83–84, attributes of, 29
Client relationship management, 97, 188
Client relations and client service, 83
Client service plan, 102

Cole, Paul, 59
Consulting, 8
Communication, 186
Compensation, 191 

Equated with cash, 191
Goals, 194
Market, 192
Total, 191

Compensation systems, 192–198
At risk, 194
Compensate fairly, 186
Compensation committee, 196
Easy to understand, 194
Flexible, 194
Formula, 195
Goals of, 194–195
Guiding principles, 198
Paper and pencil, 195
Purpose, 193
Questionnaire, 257–258
Self funding, 193
Shared overhead, 196
Strategic issues, 193
Tied to results, 194
Traditional, 193

Competition, 73, 220, 223
Price, 223
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Competitive advantage, 102
Consolidation, 223, 242
Copywriting, guidelines, 13, 135

Limits, 133
Corporate model, 182–183

How to embrace, 182
Coulter, Silvia, 96, 97
Crisis control, 210–211
Criteria for growth, 23–26
CRM, see client relationship management

D
Data versus information, 204
Declining industries, 33
Define your firm, 54–56
Defining prospects, 22–24
Defining a market, 20
Defining a practice, 19–20, 54
Deloitte & Touche, 223
Differences between products and services,

14
Direct mail, 157–162

Objective of, 157
Direct mail letter, 158–159
Multiple letters, 161–162
Strategy, 160

Donaldson, William, 5
Donaldson, Lufkin & Jenrette, 177
Dot-coms, 3
Dreamweaver, 154
Drucker, Peter, 73, 185, 186
Dun & Bradstreet, 68

E
Edge International, 234
Eisenhower, Dwight D., 185
Elements of a good ad, 134–136
Elements of a market, 21–22
E-mail, 214
Emerging industries, 34
Employee motivation, 186–187
Enron, 7, 8, 201
Equal compensation system, 195
Ernst & Young, 223
Execution—The Discipline of Getting

Things Done, 165

F
Fee determination, 224–226
Fees per owner (accounting firm), 263
401(k) accounts, 5
Fiducial, 223
Financial measures, 247
Financial perspective, 247
Finkelstein, Sydney, 188
Firm culture, 258–259
Firm environment, 43
Firm governance, see partnership structure
Firm mission, 41, 58
Firm, remaking, 177
Firm restructuring opportunities, 55–56
Firm size, 43
Firm vision, 41–42,

Vision defined, 41
Vision not a mission statement, 41

First Among Equals, 56, 78, 79, 178
Fluke Corp., 180
Fortune Magazine, 233
Future of the Accounting Profession, 242

G
Garnas, Lester, 137
Geneen, Harold S., 191
General Electric, 32, 181
Geographic reach, 24
Gill, Leisa, 230
Globalization, 15
Goldmine, 97

H
H&R Block, 66, 173, 177,182, 223, 227
Harvard Business Review, 188
Hill, George Roy, 229
Honeywell, 181
Hourly billing, 219, 220, 244

Negative effect of, 220–222
How to Advertise, 63
Hudson Sawyer Professional Services

Marketing, Inc., 263

I
IBM, 65, 73
Image, 122

INDEX 273

htt
p:/

/w
ww.pb

oo
ks

ho
p.c

om



Information, 204
Client and customer, 211
Competitive, 211
Defining, 207
Kinds of, 208–211
Marketing, 211

Inside/Outside—How Businesses Buy Legal
Services, 49, 180

Intellectual capital, 188
Internal communications, 201, 202, 

243
Audiences, 208, 211
Effective, 212
Feedback, 209
Managing, 209
Mechanics of, 213–215
Process, 207–209
Strategy, 206–207

Internal newsletters, 214
Internet, 5, 33, 124, 203

K
Kaplan, Robert S., 166, 247
Katri, David, 180
Knowledge workers

Managing, 187–190, 257–259
Knowledge management, 204–205

Using, 215
Koch, Ed, 83
KPMG, 198

L
Lagging measures, 170, 247, 249
Lattimore Black Morgan & Cain, CPAs,

xxiv, 230
Leading measures, 170, 249 
Legal Marketing Association, 76
Levick Strategic Communications, LLC,

xxiii, 121
Levick, Richard, 121, 123
Limited liability structure, 179
LMA, see Legal Marketing Association
Lock step compensation method, 

195
Long-range planning, 36
Lord Chesterfield, 214

M
Maister, David, 16, 56, 78, 79, 178
Managing a professional services firm

Choices, 54–55
Effect on profitability, 264
Partnership versus corporate structure,

178–179
Restructuring the firm, 177–178

Managing content for value, 206
Management of an Accounting Practice

Handbook, 224
Manuals, 214
Marcus, Bruce W., 13, 41, 113, 173, 241
Market, 43

Elements of a, 21–22
Definition of, 20, 52
Share, 24, 44, 46
Segmentation, 52, 53, 54, 70

Marketing, 49
Firm versus practice area, 80
Marketing measures, 230–232
Marketing objectives, 45–46
Marketing professionals, 76
Marketing structure, 78
Marketing tactics, 80–81
Marketing tools, 7, 56–57
Managing marketing tools, 70–71
Secret of successful professional firm, 

50
Marketing culture

Building a marketing culture, 75
Defining a marketing culture, 74
Living with, 87
Top management support, 75

Mastracchio, Nicholas J., 192
Mature market, 222
MBA marketers, 8
McCluhan, Marshall, 154
McGraw-Hill, 67
McKenna, Patrick J., 56, 78,79, 178
McKinsey and Company, 37, 66
MDP, see multidiscipline practice
Measures, see lagging and leading

measures
Business, 231
Marketing activity, 232
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Research, 231
Results to effort, 231

Media relations, 125–131
Dealing with the media, 125–127
Dealing with negative story, 128–130
Objectives, 127–128

Melancon, Barry, 7
Memos, 214
Mergers and Acquisitions of CPA Firms,

192
Microsoft, 55, 175
Microsoft Front Page, 154
Microsoft Outlook, 97
Microsoft Word, 55, 175
Mission, see firm mission
Motivation

Challenging work, 187
Create teams, 187
Employee, 185
Hire motivate people, 187
Use soft currency, 187
Ways to increase, 186–187

Multidiscipline practice, 5, 6, 8, 9
Munnell, Alicia, 5

N
Net Income per partner (NIPP), 247
Net realized rate per hour, 235

Process, 139
Skills, 137–138
Who do you call?, 139
What do you say?, 140

New York Stock Exchange, 5
New York Times, 33, 122, 124
Newsletters, 151–153

Purposes, 151
What works, 152–153

Niche marketing, 52–53. See also market
segmentation

Norton, David P., 166, 247
Nuber, Clark, 180
NYSE, see New York Stock Exchange

O
Objectives, 43

Balanced Scorecard, 249–250

Defining objectives, 43–45
Efficacy of, 47
Formulating marketing objectives, 45–46

Ogilvy, David, 133
O’Malley, Shawn, 73
Oral presentations, 106–110

Meeting agenda, 108
Presentation team, 108
Questions and answers, 109
Understand the rules, 107

Team rehearsals, 109
Organization capital, 188
Outside salespeople, 94–98
Outsourcing, 242
Owner total hours, 263

P
Parker, Gilbert, 99, 100, 104, 107
Parkinson’s Law, 214
Partner scorecard, 197
Partnership structure, 175–176, 242, 

243
Partnership versus corporate structure,

178–181
Paying for Performance: A Guide to

Compensation Management, 198
Performance feedback, 190
Performance measures, 171. See also

leading and lagging measures
Number of, 171–172
Selecting appropriate, 171

Performance-based compensation, see
compensation systems

Personnel management, 188
Policy manuals, 214
Positioning, 57–61, 132

Difference between position and a 
mission, 58

How positioning works, 59–60
Positioning, The Battle for Your Mind, 60
Practice

Defining a practice, 19–20
Practice-driven, 83
Practice groups, 211

Meetings, 215
Restructure firm into, 177
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Practice Profile Matrix, 32–36
Price competition, 223
Price Waterhouse, 73
Price-value exchange, 226
Pricing, 43, 219. See also value pricing

In new environment, 224
Sensitivity, 261–262
What a client will pay, 227

PricewaterhouseCoopers, 64, 65
Product life cycle, 222

Mature stage of, 222–224
Professionals

Concept of, 16
Importance of, 31
Managing and nurturing, 189
Reason for existing, 244
Selling by professionals, 76–77
Understanding, 188–189

Professional firm 
Choices for, 174
Defined by it clients, 69
Future of, 243–245

Professional firms and manufacturing
firms, 13–14, 175

Professional Guide to Value Pricing, 226
Professions and professionals in turmoil,

4–9
Profit distribution, 192
Profitability, 23, 24, 43

Defined, 235
Focus on, 234
Of new client, 236

Proposal, 89, 98–106
Client service plan, 102, 105
Cover, 104
Executive summary, 104–105 
Engagement team, 101, 105
Follow-up, 110
Request for proposal, 99–100
Transmittal letter, 104
Value proposition, 102,105
Who should write, 103

Prospects
Defining, 22–24
The serendipity prospect, 23
The Charley asked me to call you

prospect, 23

Prospecting, 68
Public relations, 121–125

10 myths of, 123–125
Publicity, 121, 122
Publics, 45

Q
Quality, 27–28, 82, 83
Quinn, James Brian, 188

R
Rackham, Neil, 92
Rainmakers, 74
Rainmaking era, xvii
Realization, 196
Reed, Richard C., 27
References, 106
Remaking the firm, 178
Reputation, 28
Responsibility and authority, 186
Restructure into practice groups, 55–56
Return on investment (ROI), 46, 229, 230,

247
Return on marketing investment (ROMI),

229, 230, 232, 247
Revenue, 46 

Focus on, 234
From new services, 247
Growth, 247

RFP—Request for Proposal, see 
proposal

Ries, Al, 60
Riskin, Gerry, 234, 235
ROI, see Return on investment
Rogers and Hammerstein, xxi
Roman, Ken, 63

S
Salaries

Owners, 192
Sarbanes-Oxley Act, 4, 7, 56, 82, 180, 

242
Schmidt, Sally, 32, 37
SEC, see Securities and Exchange

Commission
Securities and Exchange Commission, 4, 5,

7, 242
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Segmentation, 52–53
Selling—a product vs. a service, 50
Selling, 90–94

Problems with, 90
Professional service versus product,

91–92
Selling process, 91

Seminars, 142–151
Costs and mechanics, 144–148, 150
Follow-up, 151
Invitations, 146
Mailing lists, 146
Objectives, 143
Panel chair responsibilities, 148–149
Press coverage, 149
Site preparation, 146
Site selection, 145
Target audience, 144, 145
Using a meeting planner, 150

Seniority, 194
September 11, 2001, 3
Service concept, 44
Shakespeare, William, 185
Share of market, 44, 46
Share of wallet, 44
Shinn, Florence Scovel, 49
Size of firm, 43
Smith, Larry, 49, 180
Soft currency, 187
SOX, see Sarbanes-Oxley Act

Implication questions, 93
Problem questions, 93
Situation questions, 92
Types of selling questions, 92–94

Strategy execution, 165–166
Strategic planning, 31
Swetchine, Anne Sophie, 3

T
Target audience, 45
Targeted marketing, 32. See also Practice

Profile Matrix

Approaches to finding, 32
Step by step approach, 67–69

Technical information, 210
Technician, 222
The Professional’s Guide to Value Pricing,

25, 226
The Trusted Advisor, 16
Time frame, 46
Time sheets, 235
Top 100 Accounting Firms, 223
Tracy, Brian, 31
Triple Check, 223
Trout, Jack, 60

V
Vales, Joseph, 64
Value, 26–27, 207, 224–226

Of a professional hour, 219–220
Value proposition, 102, 105
Value pricing, 102
Vision, see firm vision

W
Wall Street Journal, 33
Wallet share, 26, 44
Warner Brothers Pictures, 19
Washington Post, 122
Web Site, 153–156

As a communication medium, 
155–156

Design and content, 153–156
Wesemann, Ed, 233
Win–Win Billing Strategies: Alternatives

That Satisfy Your Clients and You, 
27

Word of mouth, 215
Word Perfect, 55, 175
Work in process (WIP), 196, 264, 
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SERVICES AVAILABLE

August Aquila and Bruce W. Marcus speak and consult to professional
services firms and organizations all over the world. 

August also writes a monthly newsletter, Partner Advantage Advisory,
which can be ordered by calling 1-800-945-6462.

The Growth Partnership is a full service consulting firm specializing in
practice management, practice development, coaching and training,
and mergers and acquisitions. For more information, contact August at 

aaquila@thegrowthpartnership.com.

Bruce W. Marcus is editor of The Marcus Letter (www.marcusletter.com),
an on-line newsletter for professional services firms, and a marketing
consultant to professional firms. Contact Bruce at 

marcus@marcusletter.com.

For further information on Dr. Aquila’s and Bruce W. Marcus’s activities
and programs contact:

August J. Aquila, PhD
The Growth Partnership

4732 Chantrey Place
Minnetonka, MN 55345

952-930-1295
aaquila@thegrowthpartnership.com

www.thegrowthpartnership.com

Bruce W. Marcus
The Marcus Letter

www.marcusletter.com 
marcus@marcusletter.com
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