
CC&R Names
Charron MP

The partners of Carlin, Charron
& Rosen/Westborough, Mass., acted
quickly to elect a successor when MP
Bruce Carlin, 58, died of a heart
attack Oct. 2.

After closing the firm for a day
of mourning on Oct. 4, the execu-
tive committee met Oct. 5 and
voted unanimously to name co-
founder Bob Charron as firm MP
and chairman of the executive com-
mittee. The committee also elected
Scott Trenholm, partner-in-charge
of the Glastonbury, Conn., office
and the firmwide audit department,
to fill Carlin’s spot on the five-
member executive committee.

In the week following the
announcement, Charron met with
partners and staff in each of the
firm’s seven offices. “I reassured
them that, although this is a trau-
matic time because of Bruce’s
passing, there is nothing they
should be concerned about in
terms of the functioning of the
firm, and I took any and all ques-
tions,” Charron says. “The first
thing I wanted to do was have
some sort of cathartic experience.”

Charron fielded questions about
issues such as whether the firm’s
name was going to change (no); if the
impending move of the firm’s head-
quarters to a 47,000 square foot facil-
ity in Westborough would be affected
(no); and whether he had the proper
credentials to run the firm (yes). “We
have a lot of new people who weren’t
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Accounting firms across Florida
suffered the effects of hurricanes
Charley, Frances, Jeanne and

Ivan. While many escaped with only the
loss of time and productivity, others
were not so lucky.

Firm Administrator John Watton
arrived at the Pensacola office of
Saltmarsh, Cleaveland & Gund (nine
partners, 75 total staff; three offices) on
Sept. 16 to find that Ivan had torn the
roof off the building.

“We have a W shape to the building,
and all three sections of the roof came
off, including the part over the file
room,” Watton says.

Although the files were covered with
plastic tarps, the ones on the bottom did
get wet and are being freeze-dried to try
to salvage them, Watton says. “It empha-
sizes my push to go to a paperless, digital
environment,” he says. “We’re starting to
talk about how to re-engineer the firm
and the processes. We’re looking at every
process and asking, ‘Why do you do it? Is
there a way to do it electronically?’”

O’Sullivan Creel/Pensacola (20 part-
ners, 150 total staff; three offices) did con-
vert to paperless systems two years ago,
and Partner-in-Charge of Administration

Kath Anthony thanks her lucky stars. The
firm occupies the second and fifth floors
of a six-floor building that lost 60% of its
roof. The windows on the second floor also
blew out.

“If any firm ever doubted whether
they should go paperless, we are the
poster child,” Anthony says. “Not one
piece of client data was lost.”

She notes that the administrative
department had been slow to convert to
digital systems, so her group did lose
some information. But she is deter-
mined to convert the department to
paperless systems by December.

Watton thinks that he may have an
easier sell now that the Pensacola staff
have moved into a new facility – a move
they accomplished in 12 days. “When
you move, it’s easier to blame it on the
move,” Watton says. “When you’re in the
same spot, people don’t like to change.”  

As the staff work practically on top
of each other for the next 12 months,
Watton sees the experience as an oppor-
tunity to determine how much space the
employees really need. “We went from
33,000 square feet, which was too much,

Hurricanes Show CPA Firms
Benefits Of Less Paper

See Carlin page 7

Encourage camaraderie, teamwork.

See Disaster, page 6
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■ Novogradac & Co./San Francisco continues to build a presence on the east coast
with the recent opening of an office in Boston. Although Novogradac (11 partners,
111 professionals; eight offices) is based on the West Coast, the firm has only two
offices in California — one in San Francisco and the second in Long Beach. The
firm also has offices in Atlanta; Austin, Texas; Rockville, Md.; Cherry Hill, N.J.;
Overland Park, Kan.; and Dover, Ohio. The firm’s largest defined specialty area is
real estate, which generated approximately $14.8 million in revenue in FY03.
Novogradac has eight partners and 106 total staff dedicated to the practice area.

■ Reznick, Fedder & Silverman/Bethesda, Md., changed its name in October to
The Reznick Group to reflect its national growth strategy. Reznick (26 equity part-
ners, 427 nonpartner professionals; five offices) is aiming to become one of the Top 10
firms in the country with 10 offices in the next 10 years, says MP Ken Baggett. (See
MPR, October 2004.) “We want to continue moving toward the top ranking of firms in
our field,” says National Director of Marketing Suzanne Bouhia. “To get there, we
need to expand our name recognition nationally, attract and retain the best people and
continue that personal client service approach.” Reznick is not introducing a new man-
agement structure, unlike many firms that have streamlined their names, Bouhia notes.
The name refers to a group of people, not a group of companies, Bouhia says. “The
Reznick Group” reflects the firm’s history but also the diversity of the group of people
who make up the firm today, Bouhia and Baggett say. Whereas the old name recognized
only three individuals, “the new name shows everybody in the firm is important, and
there are many individuals contributing to the firm’s success,” she says.

■ The Big Four have been shedding the smallest SEC audit clients in large numbers
since January 2003, and a significant percentage are ending up with non-national
firms. The Big Four firms resigned a total of 237 SEC audit clients in the $99.9 mil-
lion and less annual revenue category from January 2003 to present, with 88 landing
with local and regional firms. Only 34 of those clients landed at another Big Four audit
firm, and 44 engaged a national firm. Seventy-one of the resigned companies in the
revenue group had not named an auditor as of press time. The trend is something the
SEC has taken notice of and continues to watch, said several SEC insiders, pointing to
a recent interview given by SEC chief accountant Donald Nicolaisen to Bloomberg.

■ Now is the time to embrace XBRL, says the SEC. The SEC proposed estab-
lishing a voluntary program allowing registrants to file supplemental financial
information using eXtensible Business Reporting Language (XBRL). This program
would begin with the 2004 calendar year-end reporting season. The SEC also issued
a concept release seeking public comment on the benefits of tagging data; the
implications of tagging data for filers, investors, the SEC and other market partici-
pants; and the adequacy and efficacy of XBRL as a format for reporting financial
information. For the full text of the proposed rule and the concept release, visit
www.sec.gov.                                                                                                  ■
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Burning Issue For MPs Remains Finding Experienced People
Others concerned with marketplace expansion and cross-selling.

For mid-market accounting and con-
sulting firms today, growth is limited
only by their ability to staff the jobs.

That’s why recruiting was the most
important issue cited by four out of six
MPs when MPR asked, “If you had access
to a consultant right now, what would you
ask him or her?”

Jim Sikich, MP, The Sikich Group/
Aurora, Ill. (30 partners, 200 total staff;
four offices):

The biggest issues we’re dealing with
right now are staff issues. It seems like
the national firms sucked them all up. I’d
ask for information about what other
firms are doing to deal with this issue.
How are they finding staff, and what are
other firms paying in our area? We’re try-
ing to protect the staff we have the best
we can, to make sure they are adequately
compensated. We formed an informal
alliance with other local CPA firms. We
share staff and information about each
other’s firms. Most of the staff we’re
finding are coming through headhunters,
which is unusual. We’re looking for six
with two to three years of experience.

Jeff Campo, MP, Wiss & Co./Livingston,
N.J. (16 partners, 90 total staff):

My burning issues right now are
about market expansion, industry
penetration by niche and implemen-
tation of growth strategy externally
and internally. We are working with a
consultant in that capacity. In our mar-
ketplace, size and visibility counts. It
gives us an ability to offer a diverse
array of services, but it also allows for
visibility in the marketplace. The more
depth we have, the more partners we
have, the more opportunity we create.

Paul Argy, MP, Argy, Wiltse &
Robinson/McLean, Va. (12 partners, 130
total staff):

The painful parts of the business
right now are finding enough people to

get the work done. I’d be interested to
know if there are any resourceful ways of
finding people beyond what we’ve
already done. We’ve beefed up our HR
department and recruiting function and
let every recruiter in town know we’re
looking for people. We’re going through
another year of 30% growth. The nation-
al firms are getting out of the middle
market, so it’s been a really good year for
us. We’re looking for 15 people. We have
enough partners and managers, so the
hard part’s already done. We just recent-
ly staffed up our recruiting side. We also
have some people who we’ve gotten
through word of mouth. We feel really
good going into next year. Space was an
issue, but we solved that issue. We added
about 3,500 square feet. We needed more
offices for managers, and we got exactly
what we needed. That gives us plenty of
room for those 15 spots.

Gary Mitchell, MP, Anton Collins
Mitchell/Denver (four partners, 40 total
staff):

Our issue is recruiting of experi-
enced people on the audit side. The issue
is that the audit side of our practice is
growing extremely fast, and because of
that growth, being able to recruit and
retain experienced people is the primary
determinant of our growth. The market-
place is coming to our door, so growth is
a function of being able to recruit and
retain. We are successful at it, but that is
the issue we spend the most time talking
about. It’s a continuation of keeping the
image and the branding of the firm in
the marketplace for professionals look-
ing for a career and lifestyle alternative
to the Big Four. For a local firm, having
the ability to get out and let others know
what you’re doing is more difficult than
for a larger firm with a national reputa-
tion. One of our partners, Greg Anton, is
president of the Colorado Society of
CPAs, so he has a strong leadership
position. We also use key people who
have come from some of the national
firms to take their experience of work-

ing with us back to the national firms to
educate others at those firms what the
difference is. Another thing we’ve done
is we’ve reached out to colleges to help
students and faculty understand the dif-
ferences between the career alternatives.
There is no single magic pill or silver
bullet; it’s a lot of hard work.

Joel Cooperman, MP, Citrin, Cooperman
& Co./New York (33 partners, 160 total
staff; three offices)

I think I would ask the consultant how
we can maximize our revenue with our
clients. How can we cross-fertilize the
clients and sell the additional services
they need? How can we make clients fit
tighter with the practice? I feel there is
always a way to improve the service we
give to clients. I think there are a lot of
things the clients can use we can offer
them, but it just never connects, either
because the client doesn’t want to spend
the money or the engagement partner
doesn’t know how to position it. Plus, I
think it would be nice to say to clients if
you need any of these services in any of
these areas, we have clients who can
cross-fertilize with you. If we had a land-
scaper and a builder, perhaps we could
have the builder buy services from the
landscaper. We have a lot of clients that
have food products and we also have
supermarkets, but we don’t get those
food products into the supermarkets.

Jim Smart, MP, Smart & Assoc./Devon,
Pa. (42 partners, 440 total staff; seven
offices):

We need more recruits. I need more
talented people, despite the fact that we
keep hiring people. The opportunities are
substantial. My issues are all about build-
ing and recruiting the best resources.
We’re going to have an open house in two
weeks. For partner-level candidates, we’re
going to defined search recruiters. The
end fee ends up being same, but you pay
them up-front, and they’re not afraid to
pick up the phone.                               ■



MPs of growing firms recognize
that retaining and promoting
women is an imperative.

“This is something we’re going to
have to do to survive,” says Tom
Marino, CEO of J.H. Cohn/Roseland,
N.J., the 14th largest firm in the country.
“If firms don’t do a better job at getting
female staff into leadership, there’s
going to be a void at the top in another
eight to ten years.”

The Reznick Group/Bethesda, Md.,
has had female partners for 20 years,
and that fact helps the firm in recruit-
ing, says MP Ken Baggett. “A female
comes into our firm and sees a visual
example of someone who has made
partner,” he says. “As I’ve gone on cam-
puses in the last five to seven years,
there are more females than males.
You’d better adapt to that.”

Women hold 13.8% of all partner
positions and 12.8% of equity positions
at the 25 largest U.S. accounting firms,
compared with 13.2% and 12.1% last
year, according to CPA Personnel Report’s
2004 Annual Survey of Women in Public
Accounting. 

Several firms increased their per-
centages of women partners by sig-
nificantly more than the average.
Rezick showed the largest increase,
4.2%. For the third straight year, the
firm had the highest percentage of
women partners, and its 26.8% marks
the first time women represent more
than one-quarter of any firm’s part-
nership ranks. (See chart, page 5.)

Although the firm’s percentage of
women in equity positions (10%) is far
less impressive, Reznick did increase
that percentage by 2.3 percentage points
in the past year.

Moss Adams/Seattle experienced the
second-highest increase in percentage of
female partners, at 3.7 percentage

points. The firm has the second-highest
percentage of women partners, 19.9%,
and the highest percentage of women
partners who hold equity, 19.5%.

Eide Bailly/Fargo, N.D., increased
its percentage of female partners by 3.3
percentage points, giving women 12%
of the total partnership. That increase
follows 2003’s boost of 2.4 percentage
points. However, the percentage of
women in equity positions showed no
growth this year, remaining at 5.9%. 

Plante & Moran/Southfield, Mich.,
is one of only four firms in the survey
with a higher percentage of women in
equity positions than in the entire
partnership group. P&M posted the
second-highest percentage of female
equity partners, 18.8%, and the third-
highest percentage of women in total
partnership, 17.9%.

“Our goal is to retain and advance
everyone, male and female,” says Risa
Guber, partner and director of HR at
Reznick. “However, it would be irre-
sponsible not to acknowledge that
women face demands men generally do
not face. Women get pregnant; men
don’t. And women still face greater
challenges in balancing their work and
family lives.”

Baggett notes that men and women
work alternative schedules at Reznick.
“We do a firmwide flex schedule in the
summer,” he says. “Several of our male
managers said, ‘I’d like to know I will
be off one day a week, because that’s
one day that my wife and I don’t have to
have childcare.”

For Reznick, what began as pro-
grams to help women handle those chal-
lenges has evolved into a system of
ensuring that all employees are given
such assistance. “People come to the
firm straight from college, and when
someone grows up in the firm, they
inevitably face major life changes,”
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Firms Recognize Need 
To Retain, Promote Women

Women hold nearly 14% of large firm partnerships.Is your office decor encourag-
ing competition or cooperation?
Typical business objects tend to elic-
it competitive behavior, found
researchers with the Stanford
Graduate School of Business.
Assistant Professor of Marketing
Christian Wheeler and three
other researchers exposed indi-
viduals to common business
objects, such as boardroom tables
and briefcases, while another group
saw neutral objects, such as kites and
toothbrushes. They then gave all par-
ticipants tasks designed to measure
the degree to which they were in a
cooperative or competitive frame of
mind. In every case, participants who
saw the business objects demonstrat-
ed a more competitive frame of
mind. But participants were unaware
that being exposed to business-relat-
ed objects had influenced their
behavior. “People are always try-
ing to figure out how to act in any
given situation, and they look to
external cues to guide their behavior,
particularly when it’s unclear what’s
expected of them,” Wheeler says.
Exposure to business-related objects
activates “cognitive components”
that are associated with competitive
behavior, he says. For example, par-
ticipants were given $10 and asked to
decide how much they were willing
to share with a partner. But the part-
ner could refuse any offer perceived
to be too low, in which case neither
participant would receive anything.
While subjects exposed to neutral
pictures generally split the money
evenly, only 33% of those who
looked at business-related objects
did. But when the situation was
deliberately depicted as being coop-
erative in nature, participants were
less likely to show competitive
behavior. “This shows that when peo-
ple are given an explicit context for
how to behave, there is less room for
business primes to exert an influ-
ence,” Wheeler explains. (Source:
Stanford KnowledgeBase)               ■

Ideas Worth
Stealing



CPA Personnel Report’s Annual Survey of Women in Public Accounting—2004
Percentage of Women by Staff Category

Firms** Total Partners Equity Partners Nonpartner Pros Senior Managers Total Staff

(Ranked by Revenue) 2004 2003 2004 2003 2004 2003 2004 2003 2004 2003

Deloitte & Touche 17.2 16.3 14.4 13.6 43.1 49.1 32 30.6 45.3 45.4
PricewaterhouseCoopers 13.2 12.7 13.2 12.7 44.5 47 28.9 31.4 47.8 43.6
Ernst & Young 12 11.6 12 11.6 42.9 43.1 32.4 32.9 48.6 49.1
KPMG 14.2 13 14.2 NP 42.9 41.3 32.5 32.6 47.2 47.3
RSM McGladrey/ 10 9.2 10 8.2 47.2 47.5 24 24.6 53.1 53.4
McGladrey & Pullen
Grant Thornton 8.8 7.9 8.8 7.9 36.6 53.2 27.8 31.5 55.5 48.7
BDO Seidman 10.1 9.6 10.1 9.6 44.2 44.9 28.2 31.1 46.4 52.3
Crowe Group 7.3 7 7.3 7 51.6 52.5 37.9 34.5 47 47.3
BKD 14.1 13.3 14.1 13.3 45.5 49.8 35.4 34.8 50.9 53.5
Moss Adams 19.9 16.2 19.5 15.8 53.4 52.3 43.6 40.1 48.6 53.9
Plante & Moran 17.9 19.1 18.1 19.5 50.8 50.1 42.9 42.5 55.6 55.9
Clifton Gunderson 9.3 8.3 8.5 8.2 53.9 54.6 37.6 36.2 58 58.3
Virchow, Krause & Co. 9.6 NP 6.7 NP 46.2 NP 19 NP 48.6 NP
LarsonAllen 12.6 12.3 8.9 8 55.3 54.8 44.8 43.8 51.7 52.4
J.H. Cohn 4.4 NP 4.4 NP 47.4 NP 32 NP 47.8 NP
Eisner 9.2 10.3 10.3 14.3 51.7 53.1 29.8 35.4 44 47.4
Reznick Fedder & Silverman 26.8 22.6 10 7.7 48.2 55.1 45.1 56.3 53.7 50.5
Eide Bailly 12 8.7 5.9 5.9 64.8 69.5 38.9 31.8 61.3 63.5
Berdon 10.3 NP 10.3 NP 40.5 NP 16.7 NP 40.1 NP
Wipfli 16 14.7 16.9 14.7 53.1 49.8 33.3 17.4 57.1 54.8
Rothstein, Kass & Co. 8.3 NP NP NP 42.6 NP 31 NP 46.3 NP
Dixon Hughes 10.5 ** 9.6 ** 57.7 ** 20 ** 58.6 **
Cherry, Bekaert & Holland 14 15.7 4.7 4.4 63.1 59.2 51.1 31.9 56 57.5
Weiser 6.5 7.4 8.6 8.3 35.6 42.9 7.5 12.5 37.8 40.3
Schenck Business Solutions 8.3 6.9 4.4 4.8 59 53.2 37.8 38.8 62.7 74.1
Total % 13.8 13.2 12.8 12.1 44.2 46.7 32 32.2 48.1 47.5

Source: Firm data, CPA Personnel Report research and analysis. Percentages represent most current data available and have been rounded.
Notes: NP = Firm did not provide the information.*RSM McGladrey, Inc. and McGladrey & Pullen, LLP are affiliated through an alternative
practice structure. **Firm not surveyed that year.
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Guber says. “If you want to keep them,
you have to consider every option to
accommodate those changes. Does this
person need a modified schedule?
Should they telecommute? Do they just
need to slow things down for a bit?”

Guber says top talent should be
encouraged to think about such possi-
bilities before conflicts arise. “You must
identify future leaders early and begin
having these kinds of discussions before
they are applicable,” she explains. “If
someone is facing a major life decision,
you don’t help by throwing the need for
a career decision into the mix.”

Firms also must ensure that employ-
ees who alter their schedules or career
track continue to develop professional-
ly. Instead of simply focusing on bill-
able hours, professionals on alternative
or reduced schedules must take time for
other career development essentials,
such as training, networking, and
morale-building opportunities. “These
people are leaders, and if you strip away

their non-client responsibilities, you
hurt them and the firm,” says Guber.

High-potential employees shouldn’t
stagnate in their careers simply because
they work a reduced schedule, says Sue
Carpenter, managing director of HR for
Moss Adams/Seattle. “You don’t want
them to only do chargeable work,” she
explains. “You need to adjust the work-
load proportionally, so that they contin-
ue to do the things that will help them
progress and develop in their careers.”

Men and women who work reduced
schedules need coaching to help them
adjust to new expectations – especially
their own. “Really, the most difficult
part is to make top performers realize
that they aren’t letting us down,” Guber
says. “High performers often feel inad-
equate when they have to adjust their
schedules. They think they should
always be able to perform at the same
high level, and when their circum-
stances require a change, they feel that
they have failed the firm. It is not

enough to say, ‘We want to help,’ or
even, ‘You need to adjust your sched-
ule? Sure, we can make that happen.’
You have to coach the individual
through the changes.”

Encouraging people to talk through
such conflicts is one way to increase
retention, Guber says. “People always
worry that there will be consequences
to changing their schedule or their
career path, and often, they think the
only solution is to leave the firm,” she
explains. “If you want to keep the best
and the brightest, you need to help them
see that 75% of an extraordinary
leader’s efforts is probably equal to
120% of the next guy.” ■

Editor’s Note: Firms surveyed for this year’s
report were among the Top 25 in Public
Accounting Report’s 2003 Top 100. The
number of firms responding varies from year
to year. This year, all 25 firms surveyed pro-
vided data, including five that did not partic-
ipate in 2003. 
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to 14,000 square feet, which is too little,
and we’ll find out how much space we
need,” he says.

Finding any space at all was a stroke
of luck. SC&G’s president happened to
run into a real estate colleague who
knew of a space that was opening up. A
telephone company was merging with
another one and vacating their office,
leaving their furniture behind.

The partners and staff of OC were
able to move back into part of their
offices after two weeks, but the situa-
tion is far less than ideal. They had to
evacuate half of the fifth floor and part
of the second until the damage is fixed.
“We had to displace people out of their
desks and offices, and we’re sitting any-
body anywhere,” Anthony says. Two
people are even sharing a booth in the
firm’s kitchen, and some are without
access to telephones. “But there has not
been one complaint,” Anthony adds.

She admits it’s been difficult to get
work done, as construction workers are
knocking down walls and replacing
windows. “It’s very distracting and hard
to focus,” she says. “People are living in
uncomfortable situations at home, too.
But they are very resilient.”

Productivity has suffered even in
firms that were not hit by the storms.
“We’re looking at financial statements
for September, and it’s probably the worst
September we’ve had in years, because
we had three potential hurricanes coming
right at us,” says Richard Berkowitz,
managing director of Berkowitz, Dick,
Pollack & Brant/Miami (13 directors,
150 total staff; two offices).

The number of hits on the Weather
Channel’s Web site and the Navy’s Web
sites start to rise about three to four
days before a hurricane, Berkowitz
says “We are astounded at the amount
of time people spend looking at maps
and projecting where it is going to be,”
he says.

As the storm gets closer, the effect is
intensified. “There is a tangible atmos-
phere of fear in the days before the
storm,” Berkowitz says. “It’s an under-
standable and reasonable reaction, and we

try to give people as much information as
we can. This is family and this is survival.
Every storm has the same effect.”

But the unusually high number of
hurricanes this year had a dramatic,
cumulative effect, Berkowitz says.
“People are exhausted by this cycle of
concern and fear,” he says. “Charley
took four days to get through here. But
the relief that it didn’t hit is replaced
by concern that the next storm is
going to. We found it had a very debil-
itating effect on our ability to get work
out to clients.”

Proctor, Cook & Crowder/Stuart,
Fla. (10 partners, 50 total staff) lost
about five days of work during hurri-
canes Frances and Jeanne, says MP
Gordon Proctor. He estimates that
equates to about 1,500 billable hours.

But even when the firms were back
in business, they were dependent on the
shape of their clients. “We have a lot of
clients who are in worse shape than us,”
says Steve Templeton, managing share-
holders of Templeton & Co./W. Palm
Beach (two shareholders, 22 total staff).
“We suspended a fair amount of what
we were working on.”

Several of OC’s clients went out of
business because of the hurricane,
Anthony says. “Our business is so
dependent on our clients and their abil-
ity to do business,” she says. “One of
our clients operated the fishing pier.
Now it’s gone.”

Another lesson Anthony learned
from this experience is the importance
of adequate insurance coverage, includ-
ing business interruption coverage.
“We strongly encourage everyone to
look at it,” she says. OC’s insurance car-
rier, St. Paul Travelers, will reimburse
the firm for loss of clients, equipment,
furniture, salaries paid during the disas-
ter and other losses, Anthony says. She
and MP Mort O’Sullivan decided to
increase the firm’s coverage when hur-
ricane Frances was hitting south
Florida, she says.

Anthony notes that OC paid its
employees for the entire two weeks they
were unable to work, as did SC&G. “We
made that decision before we knew what
insurance would cover,” Anthony adds.

Firm leaders agree that, although the
impact to their businesses may be sub-
stantial, the important thing is every-
one’s safety. In the days after hurricane
Ivan, employees of the Pensacola firms
were unable to contact everyone. “We
have a couple of employees who live
less than five miles from the eye of the
hurricane, and they were hit pretty
hard,” Watton says. “One lives in Grand
Lagoon. We didn’t hear from her for a
week to 10 days.”

Although the OC partners and staff
had been assigned “hurricane buddies”
before the storm, they weren’t able to use
their cell phones, because many of the
towers were down.

“We had a couple of days when we
were worried about people,” Anthony
says. “It was pretty frightening during
that time.”

Anthony remembers tearful hugs
after two of her administrative staff
pulled up in her driveway days after
the storm.

Several firms used hot lines to com-
municate with staff. After hurricane
Frances blew through Stuart, PC&C
discovered its strategy of designating
the HR director as communication cen-
ter wasn’t effective, because her phone
system and cell phone didn’t work,
Proctor says. So the firm signed up for
a hotline that is based out of state. It
worked well when Jeanne hit the city
days later, he says.

One of the positives to come out of
this experience is the sense of cama-
raderie it creates among all people.
“We had a merger three years ago, and
one of our goals is always trying to
find ways to be one firm,” she says.
“The storm has done more for bringing
us together as one firm than all our
efforts in three years. Team members
in our other two offices collected
money and had our lunch catered here.
They are always calling to make sure
we’re OK. And they offered people to
stay in their homes.” 

“It’s really pulled together a very
diverse community,” Berkowitz says.
“For a few days or a few weeks, you
can talk to anyone anywhere about
hurricanes.”                                  ■

Disaster, continued from page 1



here in 1995, and they weren’t aware that I
had been MP of a major firm for a number
of years,” Charron says. “Knowing I was-
n’t a rooky was helpful.”

Charron co-founded the firm with
Carlin and Larry Rosen in 1995 when
Joseph B. Cohan & Assoc./Worcester,
Mass., merged with Goff, Carlin &
Cagan/Worcester. Carlin was MP of
GC&C and Charron was MP of
JBC&Assoc. Carlin became MP of
CC&R at the time of the merger.

The only question Charron was not
prepared to answer in the days after
Carlin’s death was about his vision for
the firm and whether it differed from his
predecessor’s. Charron notes Carlin’s
incredible accomplishment in shepherd-
ing the firm through outstanding
growth. CC&R has outperformed the
average Public Accounting Report Top
100 firm each of the past three years. In
fact, CC&R has seen greater than 20%
growth in four of the past five years.
(See chart, right.)

“With the help of his partners, he
built a $4 million firm into a $30 mil-
lion firm with a multi-state presence,”
Charron says. “He envisioned the full-
service accounting firm that encom-
passed all facets of financial services.”
Among its diverse service offerings are
technology consulting, launched in
1996; financial planning, investment
and estate planning, launched in 1997;
risk management, mergers and acquisi-
tions and actuarial consulting, all
launched in 1999; and accounting out-
sourcing, launched in 2000. In 2003,
CC&R created an umbrella entity, CCR
Advisory Group, to house seven affili-
ated business advisory companies.

But Charron realized that his vision
is different than Carlin’s in at least one
significant aspect. While he will keep
an eye on the top line, he intends to
focus even more intently on the bottom
line. “My pledge to people is that some
of the efforts that have been used to
improve gross revenue, I want to dedi-
cate [as much] time to improving net
profits,” he says.

While CC&R’s growth has relied on
both internal growth and mergers (the
firm has merged with eight firms since

1999), expect that merger pace to slow
in the coming years.

Although the firm does have a couple
of small mergers in the works, Charron
will not pursue any more for the time
being, he says. “I want to implement
Step Two in Bruce Carlin’s vision, which
was to fully integrate the mergers that
Bruce accomplished and make the entire
firm more efficient,” Charron says.

In fact, one of Charron’s first acts as
MP was to complete the sale – initiated
under Carlin’s leadership — of one of
CC&R’s Connecticut offices to the two
partners in that office. The Groton,
Conn., office was part of the DiSanto,
Bertoline & Co./Glastonbury, Conn.,

merger in 2002. Charron expects divest-
ing that office to have a positive effect
on the firm’s net revenue. “Their clien-
tele wasn’t consistent with the rest of
the firm,” Charron says. “They had
smaller accounts that were less prof-
itable and hard to manage.”

On the other hand, CC&R’s October
merger with Shapiro, Weiss & Co./
Boston (FY03 net revenue: $1.7 mil-
lion; four partners, 10 total staff), is a
perfect fit, Charron says. Not only does
SW&Co.’s niche in litigation support
complement CC&R’s, the merger adds a
much-needed downtown Boston loca-
tion, Charron says. “To be the top firm
in New England, you need a location in
Boston,” he says.                               ■
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CCR Posts Solid Growth Record Under Carlin’s Leadership
FYE: Dec. 31 2003 2002 2001 2000 1999

U.S. Net Rev. ($mil) 29.9 24.7 20.3 16.6 16.6
% Change 21.1% 21.7% 22.3% 0.0% 47.7%
Partners 19 23 16 18 18
Nonpartner professionals 155 161 114 143 122
Offices 7 5 5 5 5
SEC Clients 22 15 5 3 1
Revenue Splits1

AA (%) 25 20 22 35 17
Tax (%) 36 36 40 42 33
MCS (%) 24 15 4 15 0
Other 15 32 34 8 50

Revenue Indicators
Rev./Partner $1,573,684 $1,073,913 $1,268,750 $922,222 $922,222
Rev./Nonpartner $192,903 $153,416 $178,070 $116,084 $136,066

Professional
Nonpartner professionals/ 8.2 7.0 7.1 7.9 6.8

Partner
1Revenue splits may not add up to 100% because of rounding. Source: PAR research.
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Bruce Carlin, who passed away Oct.
2 at the age of 58, led his firm and his
profession to pursue new horizons, say
friends and colleagues.

Robert Charron, who co-founded
Carlin, Charron & Rosen/Westborough,
Mass., with Carlin and succeeds him as
MP, describes Carlin as a man of
“boundless energy and vision,” and
someone who believed there was “noth-
ing that couldn’t be done.”

Says Jay N. Nisberg: “He had an
uncanny ability to see opportunities
where other people saw none. He
brought more new ideas to [his firm]
than any accounting firm I’ve ever
worked with.”

Nisberg, president of Jay Nisberg &
Assoc./Ridgefield, Conn., points to
Carlin’s ability to sell the benefits of his

firm to merger candidates. “Bruce prob-
ably stimulated more growth through
mergers and acquisitions than any other
firm in the New England arena,”
Nisberg notes.

Carl Barranco, MP of Wilson
Price Barranco Blankenship &
Billingsly/Montgomery, Ala., describes
Carlin as “a true leader who thought
beyond the scope of normal activities
in running an accounting practice. He
always explored new frontiers.”
Barranco and Carlin were among the
founders of accounting association
Leading Edge Alliance/Chicago.
Carlin was a board member since the
launch of that group and, most recently,
was vice chair.

Carlin showed as much enthusiasm
and dedication to LEA and its financial
services affiliate, Advisors Edge, as he

did for his firm, says LEA Executive
Director Karen Kehl Rose. “He really
loved the profession, and he loved see-
ing it grow and change,” she says. “He
was always focused on the future and
where the firm and industry should be
going. It’s an understatement to say he’ll
be sorely missed.”

Carlin was as well-liked as he was
respected, Kehl Rose notes. “He was
always ready to help somebody and to
give of himself,” she says.

Nisberg describes Carlin as a gen-
tleman. “When Bruce spoke, you
knew he meant what he said,” Nisberg
says. “You never had to second-guess
Bruce’s message.”

Surviving Carlin are his wife,
Roberta, and two daughters, Tammy
Rice and Lisa Slattery.                      ■

Peers Remember Carlin As Man Of Vision

‘He saw opportunities where others saw none.’
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