Change can be good!

*************************************************

In This Newsletter:

~A New Approach to Lead Generation Pays Off for Mayer Hoffman McCann
~Marketing vs. Sales: Achieving Growth Takes the Right Balance
*************************************************

Toward the end of winter it’s easy to daydream about change…a change in weather or a change in scenery.  It also may be a good time to think about changing the way your firm thinks about business development.  Has your current approach lost its momentum? Or maybe it’s time to re-energize an activity you’ve implemented in the past. Let Whetstone help transform the way you approach growth with new ideas and the application of best practices.  

Read on to see how changing lead generation providers worked for one CPA firm and review some tips on how altering the way you may view marketing and sales can impact your firm’s growth efforts. 

************************************************
A New Approach to Lead Generation Pays Off for Mayer Hoffman McCann
*************************************************

Mayer Hoffman McCann P.C. (MHM) a CPA firm headquartered in Leawood, KS, was looking for a new approach to their direct marketing and lead generation efforts. Their previous provider wasn’t producing the desired results, and after learning of Whetstone’s process and industry experience, they decided to implement a campaign. 

The firm had performed a general attest campaign with their former lead generation provider, and executed a similar campaign using Whetstone’s resources.  The calling focused on four diverse markets, one each in the West, Southwest, Midwest and East. 

"The change that Mayer Hoffman McCann made to their direct marketing process that I believe helped the most was to work with a lead generation partner who really understands their industry and their services," says Carrie Steffen, Whetstone's Director of Consulting.  "This allows the callers to have needs-based conversations with target decision makers and translate that into qualified sales leads."

"We were very impressed with the professionalism of the marketers working on our account,” agrees Stacy Speltz, Marketing Manager at Mayer Hoffman McCann. “They represented our firm well and did an excellent job setting qualified appointments for our business developers.“

MHM’s overall appointment rate was more than double the results they had experienced with their previous provider, and in some individual markets it was more than three times better.

“Whetstone's lead generation process was very smooth from start to finish,” says Speltz. “We had much better results than the previous lead generation firms we've used. We are looking forward to working with Whetstone on our future campaigns."

************************************************* 

Marketing vs. Sales: Achieving Growth Takes the Right Balance

*************************************************

It seems that almost every CPA firm has some partners or managers that struggle with the concepts of marketing vs. sales. As you know, having everyone understand the difference between the two disciplines, and how they leverage off of each other, is crucial to your firm’s business development efforts.  Whetstone was recently featured in the Association for Accounting Marketing’s MarkeTrends discussing this issue. 

Here are some of the highlights: 

· Marketing Vs. Sales:  Many firms think and talk about marketing, but don’t consider the activities required for selling services.  Some use the terms marketing and sales interchangeably. In the simplest terms, marketing and sales can be defined as follows: 

· Marketing is the process of positioning your firm (and yourself) to ask for a company’s business, or to be asked for help by a prospective client.

· Sales is the process of listening, determining needs, dealing with objections, asking for the order, and closing the deal. In most cases, in a relationship-based business like accounting, this must be done face-to-face.

· Finding the Right Balance: There needs to be a balance of marketing and sales to ensure growth. If you engage in marketing activities, but never follow-up with sales activities, you won’t receive a return on investment (ROI) for your marketing activities, and revenue suffers. On the flip side, if you’re asking for the sale from prospects that have never heard of your firm, or don’t know about your services, the likelihood of getting the sale is low. 

· Making the Transition: The key to successfully transitioning from marketing to sales is to understand the specific behaviors associated with certain activities that can bridge between the two concepts.

To read the full article, and to see examples of how to make the transition with some common activities, please click here: http://www.thewhetstonegroup.com/Marketing_vs._Sales_MarkeTrends.pdf
If your firm could benefit from training on sales vs. marketing, give us a call. Whetstone provides guidance that will help you build a common foundation for effective business development activities, help your staff and partners better focus their efforts, and achieve improved results. 

*************************************************

To learn more about any of the topics we discussed in this e-newsletter, call us today at 319-447-6400 or simply reply to this email.

The Whetstone Group respects your privacy. If you prefer not to receive emails about our latest news and services, you can unsubscribe by responding to this message with UNSUBSCRIBE in the subject line.
