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

In This Newsletter:

~ New SOX 404 Announcement Provides Marketing Opportunity
~ Four Tips to Help Protect Your Clients in Case the Big 4 Come Knocking

~ Another Successful Network Forum

~ Special Offer for Whetstone Clients and Friends 
************************************************

During the hustle and bustle of summer, issues like involving younger staff in business development efforts, protecting your clients from the return of the Big 4 to the middle market, and communicating SEC changes for SOX deadlines might tend to take a back seat.  Even so, these are hot topics people are talking about in the industry.

Read on for some interesting information and tips on current topics, as well as a special offer for our clients and friends looking to strengthen their niche strategy.    
************************************************ 

New SOX 404 Announcement Provides Marketing Opportunity

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

As you are probably aware, the SEC made some changes at the end of May that likely has consequences for some of your clients and prospects.  The SEC relaxed the standards for public companies to comply with SOX 404 so that their management could focus on those internal controls posing “a reasonable possibility” of leading to errors on financial statements.*

In addition, the PCAOB switched the Auditing Standard No. 2 with the new Auditing Standard No. 5.  Assuming SEC approval in the coming weeks, the AS5 will be a much shorter, more principles-based rule for how outside auditors should inspect clients’ controls and SOX 404 compliance.* 

These announcements provide an excellent opportunity for you to communicate with your public company clients and prospects and let them know that they may need to alter their reviews this year to meet the new SOX 404 guidance, and ensure that their 2008 annual reports reflect the necessary changes.

Below are some ideas for communicating this announcement to your market:

· Send a direct mail letter to clients and prospects detailing the changes and the benefits of working with your firm to ensure compliance.  A week after you mail the letters, call to follow-up and see if they want to meet to discuss any questions or issues. 

· Send a copy of an article referencing the changes to your clients with a personal note and then call to follow-up. 

· Send an email alert to your client and/or prospect list with the information and call to follow-up.

Depending on your name recognition with prospects, you might want to do two or three of these steps before you follow-up to increase your chances of getting through.  If you’re targeting a client, you can likely call to follow-up after one of the steps has been completed.  

Whetstone has the resources and know-how to help you get a campaign like this implemented.  We can provide the copywriting for either the direct mail letter or email alert.  In addition, our skilled lead generation team is familiar calling on SOX 404 and will be able to communicate to your targets the need to meet with you.

To learn more, give us a call.  It’s important to be proactive about communicating these ideas to your clients and prospects, so that everyone involved has more time to make decisions and engage your firm in time to ensure compliance. 

*Information based in part from AccountingWEB.com resource email on June 20, 2007 

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

Four Tips to Help Protect Your Clients in Case the Big 4 Come Knocking

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

The accounting industry is abuzz with talk of the Big 4’s push to take back many of the middle-market clients they lost or gave up while focusing on Sarbanes-Oxley.  We’ve been encouraging our clients to reach out to those firms you acquired from the Big 4 during the last few years, not only to make contact and reiterate your interest in serving them, but to also use that meeting as a chance to uncover additional opportunities. 

1. Discuss Opportunities:  Take a tax expert from your firm along to your next meeting with the owner/CEO/CFO and review their tax situation in detail and discuss opportunities (i.e. R&D credits, cost segregation, manufacturing deduction, etc.).  If any of these are services you don't currently provide for clients, look for opportunities to partner with another provider to take care of your clients and ensure they don’t begin shopping around and looking elsewhere for these services. 

2. Focus on the 80/20: Complete an analysis of clients by revenue and figure out the 80/20 rule (which 20 percent of your clients account for 80 percent of your revenue, or close to those numbers); and for those top clients, schedule a meeting to discuss how their business is going.  Develop three high gain questions to ask them to get the conversation going and brainstorm ways your firm can help them.

3. Send Value-Adds: Remind your important clients you’re always on the lookout for issues affecting their business.  Look for an article or other information about a business trend that has relevance to the client and send to each key client with a personal note attached.    

4. Extend an Invitation:  Invite key clients to attend industry or community events with you, again demonstrating that you value their input and are always looking out for their interests. 


We encourage you to contact us to discuss other ideas to help you keep those clients acquired from the Big 4.

************************************************
Another Successful Network Forum
************************************************

Whetstone participated in a breakout panel at the annual RSM McGladrey Network Forum, which was held earlier this month in Washington D.C.  Lisa Rhatigan, VP of Whetstone, discussed specifically how to get more people in your firm involved in business development. We’ve helped many firms tackle this obstacle and we can help you too.  Some tips Lisa shared: 

- Identify and Communicate:  Sometimes the only thing holding lower level staff members back from participating in business development efforts is a lack of understanding what they should do.  Roles depend on level of experience and job title, and which growth strategy best meets your style, desires and personal skills.  

- Training and Tools:  It’s best to offer a series of “over-your-career” training modules that are targeted to different levels of staff and the role they play in business development.  In addition, specific tools such as internal product sheets and a client yes/no matrix helps staff at all levels better understand your firm’s core and expanded services, which clients are good targets for certain services, and how to get clients interested in learning more about how your firm can help them. 
To discuss these topics more in-depth, give us a call!

************************************************
Special Offer for Whetstone Clients and Friends
************************************************
If you’re looking for new ways to market your auto dealer, manufacturing or not-for-profit niche, mark July 26th and 27th on your calendars for the APA’s Superconference.  This annual conference focuses on niche-specific information and education, unparalleled networking, and dynamic industry speakers.

Click here to view the full brochure: 

http://www.the-apa.com/downloads/2007SuperConference.asp
When you register: be sure to check the Non-Member pricing box ($995) and use the voucher code of APASC2007; that will take $300 off, so you will get the member pricing of $695.

If you have any questions about this conference or the offer, feel free to call or email us. 

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

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.
