A Fresh Approach to Business Development Activities


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

In This Newsletter:

~Improve Recruiting and Retention with Effective Business Development

~Tips for Involving Staff of All Levels in Business Development

~Update Your Marketing Materials and Use Them as a Tool for Growth
*************************************************

With college graduation right around the corner, many firms are reviewing their recruiting and retention tactics.  Whetstone has been helping firms understand the connection between business development and recruiting and retention for years.  See below for guidance to improve your firm’s approach. 

This is also the time of year many firms focus on business development.  We are often asked to assist firms that are trying to get staff at all levels involved in growth activities.  Although the guide below lists titles usually used in accounting firms, other professional service firms such as architecture firms and commercial banks can easily apply the same techniques to their staff. 

If you haven’t reviewed your marketing materials in a while, you might want to take advantage of any spare time on your calendar to do so.  With all the golf outings and barbecues, summer is full of networking events.  If you run into a prospect that wants to learn more about your firm, make sure the follow-up material you will be sending them is up-to-date and benefit-driven.  Read on to see some tips for writing compelling copy. 

************************************************
Improve Recruiting and Retention with Effective Business Development
*************************************************

It’s no secret firms across the country are dealing with recruiting and retention issues. Did you know that your firm’s approach to business development strongly impacts your ability to find and retain quality people?

Improving Retention

Quality employees want to help the firm grow, so allowing staff at all stages to assist with business development is important. Training is essential; to demonstrate what their roles in business development are, and to let them know everyone’s contributions count. 

Some training topics that can assist the different roles: 

· Understanding the benefits of your firm’s services and how to talk to clients about these services;

· How to talk about the firm (be able to answer the question “So tell me a little about your firm…”);

· Basic networking skills. 

Improving Recruitment

It’s important to ask yourself if you’re doing the right things to attract good people.  Does the “careers” section of your web site speak appropriately to the target audience?  Do your people reflect the right brand message when they're out interacting with potential employees? 

Whetstone will help you understand which marketing tactics are important for attracting staff, and how to make business development less threatening and most effective for retaining good people. 

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

Tips for Involving Staff of All Levels in Business Development

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

Now might be a good time to review the different ways everyone in your firm can contribute to business development.  Whetstone devised the following easy-to-follow guide to help you understand how staff at each level can be involved. 

Organizational levels and experience generally determine how members of your firm contribute to growth. Obviously, part of a partner’s role is to actively seek new business. But what about a second or third year staff accountant?  Let’s take a look and see how everyone can contribute to growth. 

-Responsibilities for Staff:  Much of a staff accountant’s time is spent on client service.  One of the direct ways this contributes to growth is by increasing client retention. Providing outstanding client service helps retention and opens the door for offering additional services. In addition, proactively gaining knowledge of the firm’s services at this level is a key to being successful in sales in the future. 

-Role for Supervisors:  Incorporate the staff role plus gain confidence in all the firm’s products and services from the client’s perspective. Feel comfortable meeting with client personnel and actively looking for, and discussing, client needs. Share observations with partners and be able to prepare and deliver effective management letters.

-Role for Managers/Senior Managers:  Be able to perform both staff and supervisor functions as well as understand the firm’s business and marketing plans. Maintain strong relationships with client management and begin building relationships in the community to use as referral sources.  Start to understand the sales cycle and how to work it. Take an active role in the proposal process. 

-Role for Partners:  Embody all the above-mentioned roles plus be able to represent the firm on sales calls and effectively deal with objections. Build and maintain relationships with clients at the highest levels and also manage the proposal process. Be a role model to the rest of the firm, keep growth a focus, provide positive energy and be a mentor to managers and senior managers.

It’s important to understand there are many ways everyone in your firm can contribute to growth.   Whether they’re junior staff or a partner, whether they have an outgoing personality or are more of an introvert, there are meaningful ways everyone can help the firm grow. 

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

Update Your Marketing Materials and Use Them as a Tool for Growth

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

You should follow-up regularly with prospects that have shown an interest in your firm.  A good way to keep communicating benefits is by dropping off some literature on the services you’re promoting.  However, if you’re like many other firms, after a quick glance at your marketing materials you may not be sure they represent the firm you are now.  Whether they’re outdated, or just not a good reflection of your firm’s ability and team’s expertise, updating your marketing materials is an easy way to keep the benefits of working with you in front of your clients and prospects.
A quick tip to remember when writing your marketing materials is the importance of translating features to benefits in your copy.  Rather than focusing on what you do when you perform the service, the process or even the deliverable, you have to stay focused on what benefits the client or prospect will receive. What will they gain from having you perform the service? Will some operation be improved? What will the result be? Try to think in terms such as ROI, money saved, and improvements in cash flow. 

Take a cost segregation study, for example. Features of a cost segregation study would be:

· Engineering study of assets

· Re-categorize assets to adjust depreciation schedules

· Go back several years and file for adjustments

Benefits include:

· Improved cash flow

· Lower tax liability

· Low risk based on expertise

To learn more tips for writing compelling copy for your marketing materials, give us a call!
*************************************************

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.
