
CMR Names Gill
Marketer of Year

Leisa Gill, marketing director at
Lattimore Black Morgan &
Cain/Brentwood, Tenn., and

past president of the Association for
Accounting Marketing/Kansas City,
Mo., was named 2004 Accounting
Marketer of the Year on June 10.

The Accounting Marketer of the
Year Award, sponsored solely by CPA
Marketing Report, is presented each
year at AAM’s national conference,
held this year in Las Vegas June 9-11.
Gill is the 12th recipient of the award,
which recognizes one marketer who
is deemed by the judges to be a true
change agent and one who effects a
sustained cultural and economic
impact on the organization.

This year’s judges of the award
included: Burt Bierman, an
accounting partner with J.H. Cohn/
Roseland, N.J., with an expertise in
sales and sales management strate-
gies; Ruth Dumesic, director of
marketing and business develop-
ment with top 50 firm Suby, Von
Haden & Assoc./Madison, Wis., and
member of CMR’s Editorial Ad-
visory Board; Lyne Noella, chief
marketing officer for Stonefield
Josephson/Santa Monica, Calif.,
and 1997 Marketer of the Year; and
Thalia Zetlin, principal and director
of marketing at top 25 CPA firm
Berdon/New York and 1995
Marketer of the Year.

Gill is credited by her partners
and by her accounting marketing
peers with profoundly affecting the
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Sally Glick, chief marketing officer
for J. H. Cohn/Roseland, N.J. (95
partners, 600 total staff; eight

offices), credits the MBA she earned in
2000 from Lake Forest (Ill.) Graduate
School of Business Management with
changing her entire perspective. Her
experience working with classmates from
various industries gave her new insights.

“It made me a better marketer because
it gave me a better understanding of the
needs of our clients,” Glick says. “I’m
more comfortable with the team approach,
and I see how to move through a project
and make good decisions quickly. I craft
more efficient and relevant messages.” 

As a result of her training, Glick
became a regular reader of the Harvard
Business Review, and she uses the knowl-
edge to shape marketing strategies. For
example, when she wanted to make a
point about the importance of satisfied
employees, Glick provided HBR research
that shows a direct, positive correlation
between employee satisfaction, client sat-
isfaction, and higher revenue.

Glick believes the degree has boosted
her professional credibility. “In an envi-

ronment driven by designations — CPAs,
CFEs, CVAs — an MBA shows that you
are serious about improving yourself and
adding value to the firm,” she says.

Firms benefit, too, says Neil Fauer-
bach, director of business development
and marketing for Smith & Gestel-
and/Madison, Wis., (12 partners, 90 total
staff; three offices). In the two years he
has been enrolled in MBA training at
Edgewood College/Madison, Wis., Fauer-
bach has worked on several class projects
that led to firm improvements.

For example, one assignment was to
analyze a company’s culture and suggest
improvements. After taking a look at
S&G’s culture, several of his suggestions
were incorporated into the firm’s strategic
plan. A current class project has Fauer-
bach reviewing changes made to the
firm’s billing process to determine what
variables speed payments.

Broadening his business knowledge
has also sharpened Fauerbach’s market-
ing skills. “I ask prospective clients better
questions. I can get to the clients’ needs

MBA Training Pays Off
For Marketers, Firms, Clients

See Gill page 8

According to the Association for Accounting Marketing, 13% of its members hold
master’s degrees in business administration. Marketers say MBA training improves
communication with CPAs and clients, helps them design more effective marketing
initiatives, and boosts their credibility.

See MBA page 7
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Marketing Mix

■ The Association for Accounting Marketing/Kansas City, Mo., announced that
it has created a speaker’s bureau. Through AAM Speaks, the organization will act as
an initial point of contact, but all arrangements, including fees and expenses, will be
made directly between the between the speaker and the organization seeking a speak-
er. AAM members in good standing are invited to submit speaker application requests
by visiting AAM’s Web site (www.accountingmarketing.org) or calling (816) 221-
1296. Interested presenters must submit a biography and headshot; audio or video tapes
of past presentations, if possible; references and past speaker ratings; and after each
engagement, speakers must provide session evaluations to AAM headquarters. AAM
Speaks also requests speakers give a brief “infomercial” about AAM and its purpose.

■ AAM recognized several individuals at its national conference in Las Vegas in
June. Russ Molinar, director of marketing and practice development with Plante &
Moran/Southfield, Mich., and Melinda Guillemette, Corrales, N.M.-based marketing
consultant, were inducted into AAM’s Hall of Fame. Before joining P&M, Molinar was
director of business development for PDI Global/Chicago. He also spent seven years in
sales at Ernst & Young. Before that, he was marketing director with Skoda, Minotti,
Reeves & Co./Mayfield Village, Ohio, the founding firm of CBIZ/Cleveland.
Guillemette spent 11 years as marketer at REDW Business & Financial Resources/
Albuquerque, N.M. Sam Patrick, director of marketing for Elliott Davis/Greenville,
S.C., and co-chair for AAM’s 2004 conference, was named Volunteer of the Year. AAM
also recognized Samantha Deeder, director of marketing for Miller Kaplan Arase &
Co./North Hollywood, Calif., and co-chair of the 2004 conference, for generating the
most new members during AAM’s membership drive. Sally Glick, chief marketing
officer for J.H. Cohn/Roseland, N.J., won second place in the membership drive.
AAM, which celebrates its 15th anniversary this year, reached record attendance at its
annual national conference in Las Vegas with more than 400 attendees. The hit of the
conference was AAM’s inaugural “MP Power Panel,” which featured three high-pow-
ered MPs discussing how marketers can achieve success in their organizations.

■ Yet another marketer is faced with the challenge of merging into a firm with a
large marketing department. KGN Financial Group/Chicago (FY03 revenue: $11
million; 12 members, 90 total staff) announced plans to merge effective June 28 with
Virchow, Krause & Co./Madison, Wis. VK&Co. CEO Tim Christen notes that the firm
will definitely retain KGN’s director of marketing, Georgina Gianelli. “She’s awesome,”
he says. VK generally doesn’t approach its mergers from a cost-cutting perspective, he
adds. “I’d rather grow our way to profitability than save our way there.”

■ Pannell Kerr Forster of Texas/Houston won three Crystal Awards from the
American Marketing Association Houston Chapter. PKF brought home crystals in the
categories of marketing campaigns for a printed newsletter, integrated public relations
and marketing collateral. The PR campaign promoted the firm’s Entrepreneurial
Advisory Services Niche, and the marketing collateral piece was a recruiting brochure. ■
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Marketers Work On Their Leadership, Management Skills
Seek courses, advanced degrees, mentoring, they advise.

The marketing position in accounting
firms continues to grow in impor-
tance. But the marketers in those

positions must earn respect by seeking
opportunities to build their leadership and
management skills, marketers say.

Janet Buckstein, marketing director, Wolf
& Co./Chicago (19 partners, 120 total staff):

I have taken so many courses in lead-
ership development. I do a lot of work
with nonprofit organizations, and I’ve
been president of large nonprofits. They
often put in place leadership training pro-
grams. I was president of Junior League
of Chicago. There are 150 leaders in that
organization who are given training in
terms of how to be an effective leader. At
Arthur Andersen, I took advantage of
every leadership opportunity I had. When
the marketing person at a professional
service firm thinks of themselves not just
as marketing but as management and as a
leader in the firm, they are treated that
way. I’m a member of our operating com-
mittee.  I think people respect what I have
to say. That’s important for a marketer. I
don’t think they should separate them-
selves out from the leadership of the firm.
I got my MBA from Kellogg [School of
Management at Northwestern Univer-
sity], a top marketing school. We were
taught that marketing wasn’t just tools,
but a management and leadership philos-
ophy about how a company should thrive.
I’ve seen some people who get  [an MBA]
just to have a piece of paper. I don’t know
that it has the same value in the market-
place as it used to in terms of getting paid,
especially in our industry. But I think the
value is in the execution in terms of how
good a job a person does.

Ruth Dumesic, director of marketing and
business development, Suby Von Haden
& Assoc./Madison, Wis. (30 partners,
400 total staff; five offices):

I attend conferences that are unrelated
to accounting or professional services. I
attend a conference called Brand Works
University. It is a conference held once a

year in Madison by an advertising agency.
I have found that to be one of the best
conferences I’ve ever been to. They take
experts from around the world and talk
about a certain part of marketing for a
two-day conference. It’s very concise. It
takes you from the concepts of the idea to
practical applications and what’s in the
future. It gives you a chance to see if
you’re going in the right direction and
what techniques other big industries are
using. A lot of times it is product related,
but you just adapt it to your industry.
About a year ago, one of the themes was
story telling and building characters with-
in your organization and how to sell peo-
ple. For example, you want to have a hero
or a wizard. Another lesson I learned was
that sometimes if you have an opportuni-
ty, you have to go around the system.
Unilever wanted to launch a line of low-
carb products. They had a small window
of opportunity to get this product out, so
they sidestepped their whole process of
introducing new products. They started
Oct. 1, and they put together a strong team
to get the products in stores by Jan. 5.

Laura Boyd, chief marketing officer,
Larson Allen/Minneapolis, Minn. (160
principals, 800 total staff; nine offices):

I have my master’s in organizational
leadership. It’s an MBA with a leadership
and ethics component. I think the main
piece I always remember from my master’s
is to be an effective, ethical and enduring
leader. Anytime I’m making a decision,
those are the three components I look at. I
also go back to a workbook called “The
Leadership Challenge.” It gives a lot of
good examples on team building. We also
have a leadership development series, and
I’m indirectly involved with that along the
business development side and making
sure the people have the right marketing
and business development skills.

Mark McClain, marketing director,
Calibre CPA Group/Washington (12
partners, 84 total staff; two offices):

A large part of it is mentoring. We have

a partner here who is very marketing
savvy. The experience he brings to the table
helps me out a lot. I’ve learned patience
from him. Not only has he been a mentor,
he’s been an advocate. 

Jerry Slowey, director of marketing,
Hutchinson and Bloodgood/Glendale,
Calif. (17 partners, 100 professional
staff; five offices):

There are four areas I want to learn
more about. One is listening, and another
is communication skills. When I’m talk-
ing to our team members, I’ll be saying,
“Let’s think about what the clients want
and listen for clues.” And they say, “What
are you talking about?” We understand the
marketing shorthand. The third area I
focus on is motivation. Having five offices
within over 600 miles, that’s hard to stay
on top of. I look for things to motivate peo-
ple, like sharing success stories. The last
area is accountability. We have a monthly
PKF North America/Duluth, Ga., confer-
ence call for all marketing directors, and I
find that a very valuable tool. I really lis-
ten for these four areas in particular. ■

ACCOUNTING 
RESEARCH MANAGERTM

Accounting Research Manager is
one of the largest and most compre-
hensive online databases of expert-
written analytical accounting and
auditing information as well as pri-
mary source data. Updated daily, it is
the most timely, complete and objec-
tive resource for your financial report-
ing needs. Our Weekly Summary, an
e-mail newsletter highlighting the key
developments of the week, gives you
the assurance that you have the most
current information. It provides links
to all FASB, AICPA, SEC, PCAOB,
EITF, and IASB authoritative and pro-
posal-stage literature, plus insightful
guidance from financial reporting
experts. Visit us at www.accounting
researchmanager.com to request your 
free trial.



TRG Drives Into Summer With Integrated Campaign
Generates 200 leads for Grand Rapids office spending less than $30,000.

What does The Rehmann Group/
Saginaw, Mich., have in com-
mon with an Audi TT Roadster?

Neither one is boring.

TRG (27 partners, 57 principals, 375
total staff; 13 offices) entered into an
unlikely partnership with a sports car
dealership to offer a free summer lease on
an Audi as part of an integrated campaign
announcing TRG’s relocated Grand
Rapids office.

“Advertising an automobile contest is
a unique approach for a professional serv-
ices firm to take,” TRG Director of Sales
and Marketing Mitch Reno. “There’s a
risk involved for any accounting or pro-
fessional services firm to do new and dif-
ferent things. We wanted to make sure we
did this in a way that would not reflect on
us in an unprofessional way.”

TRG’s target market clearly found the
contest in good taste. Through advertising
in the local business journal, direct mail,
word-of-mouth and on-site promotion,
TRG drew 284 business executives to a
special Web site (www.driveintosummer.
com), where they registered for the contest.

The majority of the entrants matched
TRG’s target market: 64% were between
the ages of 35 and 55; 40% were VPs,
CFOs or directors of divisions; 22% were
presidents or CEOs; 15% were bankers or
attorneys; and 15% were managers or
senior accountants in businesses. “The
quality of the entrants in the contest far
exceeded our expectations,” Reno says.

Reno estimates that about 100 of the
284 entrants are solid leads for the firm,
and the firm identified another approxi-
mately 100 leads at the May 26 grand
opening of the new office, where the
mayor of Kentwood, Mich. — a Grand
Rapids suburb — drove up in the sports
car and drew the name of the winner.

Reno captured names of leads from
the event by posting partners at the front
door to funnel guests toward the front

desk, where they left a business card to
enter a drawing for a gift.

But he also took it one step further.
The morning after the event, Reno con-
vened the senior managers and partners in
the Grand Rapids office to review the
leads they had generated. “We went
around the room and said, ‘Who did you
talk to, what were they interested in learn-
ing about, what is the next step and what’s
our deadline,’” Reno says.

The firm’s CRM specialist, Beverly
Stinson, sat in on the meeting to enter the
information into the firm’s database.
“This was inadvertently a training session
[on CRM] at the same time,” Reno adds.

The total cost of the campaign and
event was less than $30,000, averaging
$150 per lead, Reno says. “Sometimes it
costs me between $300 and $400 to get an
appointment over the phone,” he points out.

Reno was able to negotiate a free lease
from the car dealership, so TRG only
spent $1,000 for insurance for the car.

The full-color ad ran for four weeks
on three consecutive pages of the Grand
Rapids Business Journal, costing TRG
$15,000. Each page featured a photo of the
Roadster. The first page says, “Business
travel doesn’t have to be boring.” The next
page reads, “At The Rehmann Group, nei-
ther does accounting.” On the final page,
the headline reads “Drive into summer!
Win a summer lease on a new Audit TT
Roadster.” The TRG marketing depart-
ment wrote the copy and came up with the
concept, and the firm paid about $3,000
for photography and creative.

The ad copy directs readers to the ded-
icated Web site, where they enter their
contact information. Entrants who
answered a series of optional questions
received a second entree into the contest.

The optional questions included:

• Who is your business’ current CPA?

• Who would you ask for advice on find-
ing a new CPA?

• In your estimation, is your business
paying too much in single business
taxes?

• In the last year, has your CPA provided
your business with ideas to make it
more profitable?

• What is your favorite media source for
business news?

• How many cars do you own?
• Do you own a sports car?
• If no, do you plan on purchasing a

sports car in the next three years?
• How did you hear about the contest?

Reno was surprised that more than
90% of entrants answered at least some
of those questions. One-third of respon-
dents said they are paying too much in
business taxes, and 26% said their CPA
had not provided them with ideas to
improve business profitability.

“Here’s the exciting part: Of those 74
entrants, three-fourths listed their current
CPA as one of our competitors,” Reno
says. “More exciting than that was that
only two people responded that we hadn’t
provided them a valuable idea to improve
profitability.” While half of the entrants
were current or previous TRG clients, 35%
said they were with a competitor and list-
ed who that competitor was.

That information provides valuable
fodder for the Grand Rapids business
development professional, who helped
formulate a five-step process for follow-
ing up with the prospects. He will send e-
mails; a copy of the firm’s glossy maga-
zine, Business Wisdom Delivered, with a
cover letter from the firm’s president; a
free subscription to the firm’s electronic
newsletter; and a thank-you note for
entering the contest, along with an
announcement of the winner. TRG’s tele-
marketing group also will call the
prospects to set up appointments.

In addition to the business journal ad,
TRG promoted the campaign on invita-
tions to the May 26 grand opening, which
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cost the firm $500, and at a chamber of
commerce event. Reno arranged to have
the Audi on display at the expo, after which
the car returned the dealership along with a
poster advertising the contest. The mar-
keters also designed banners promoting the
contest on the firm’s Web pages.

But of all the promotional tactics,
word-of-mouth proved to be most power-
ful. About half of the entrants learned
about the contest from TRG associates or
other business people, Reno says. About
20% registered after receiving the event
invitation; 15% were driven to the site by
the GRBJ ad; 5% responded after reading
about the contest on TRG’s Web site or

electronic newsletter; and 1% of entrants
said they were prompted to register by
seeing the car at the chamber expo.

Reno also was surprised by the
entrants’ favorite sources of business
information. The largest segment, 21%,
said they prefer TV. Those respondents
who specified a channel were almost
evenly split between Fox News and CNN,
Reno notes. Another 20% prefer the local
business journal; 10% prefer Internet
sources; 10% read the Wall Street
Journal; and 10% read other newspapers.

Reno will use that information as he
plans how to spend his media dollars in

the future. “I had never considered TV as
a viable option, and I still would look at it
with a big question mark, but it is a big-
ger source of information for business
decision makers than I thought it was,”
Reno says. “I certainly will give it consid-
eration, especially cable news shows.”  ■
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TRG promoted its contest with a poster.

The objectives of The Rehmann
Group’s Drive Into Summer contest
included:

1. Drawing significant attention
from business owners and execu-
tives ages 35 to 55 in businesses
with between $5 million and $100
million in annual revenues.

2. Driving word-of-mouth awareness
about TRG, East Imports car deal-
ership and Grand Rapids Business
Journal.

3. Increasing brand awareness for
TRG in Grand Rapids market.

4. Developing a strong database of
potential car and professional
service consumers.

5. Generating a half million media
impressions.

The tactics to achieve those
objectives included:

1. Drive Into Summer contest to give
away a 90-day lease on an Audi TT
Roadster and open house event on
May 26.

2. Full-color advertising in business
trade journal to promote the con-
test in the four issues that preced-
ed the event.

3. Full-color open house invitations
to 1,000 business owners.

4. Web site to capture all entries for
the contest with links to all pro-
motion partners.

5. Web banners for advertising on all
partner sites.

6. Placement of Audi in the entry of
a chamber of commerce event
along with displays to promote
the contest.

Campaign
Breakdown



By Pamela Pyrc, Director of Marketing,
LeMaster & Daniels/Spokane, Wash.

Behind every good accounting firm is
a good marketer who leads the way.
We’ve worked our way from event

planners and brochure-makers to having a
direct influence on the long-term success
of our organizations. Today, we are often
found at the executive management table
as directors, vice presidents, chief mar-
keting officers and even partners.

John Maxwell’s “The 21 Irrefutable
Laws of Leadership: Follow Them and
People will Follow You” (Thomas Nelson
Publishers; 1998) is a must-read for all
those wanting to raise their leadership
skills to the next level. Maxwell takes a
comprehensive approach to leadership
while providing depth and clarity on the
principles by which it is governed.

The book serves as a straightforward
and insightful guide on the laws of lead-
ership. In a marketplace full of books on
leadership, Maxwell’s book stands above
the rest because he shares his collective
knowledge of leadership gained through
personal experience — not only his suc-
cesses, but also his failures. With his wit
and wisdom, he takes the laws of leader-
ship one step further by showing you how
to apply them to your life, both personal
and professional.

Following are the first three of Max-
well’s 21 principle-based laws of leader-
ship:

The Law of the Lid: Leadership
Ability Determines a Person’s Level
of Effectiveness  

The Law of the Lid says that the lid on
an individual’s potential is determined by
his or her ability to lead. Brothers Dick
and Maurice McDonald came as close as

they could to living the “American
dream” without actually making it.
Instead, Ray Kroc achieved that dream
with the company the McDonald brothers
founded. The brothers had sold only 15
franchises, and only 10 of those opened,
before they hired Ray Kroc to run the
business. From 1955 to 1959, Ray Kroc
opened 100 McDonald’s franchises under
the brothers’ ownership, and then he
bought the company for $2.7 million. In
the four years after he bought it, he
opened 500 new franchises. The brothers
had limited leadership ability and vision,
and that kept them from understanding
what they had.

Maxwell believes that success is with-
in reach of just about everyone. But per-
sonal success without leadership ability
only brings limited effectiveness. Max-
well summarizes the Law of the Lid: “You
can find smart, talented, successful people
who are able to go only so far because of
the limitations of their leadership.”

The Law of Influence: The True
Measure of Leadership is Influence

Her husband had everything: wealth,
privilege, position and a royal title. Yet it
was Princess Diana who won the hearts of
the world. Why? She understood the
“Law of Influence.” While Diana’s title
may have given her a platform to raise
issues, she became a person of influence
in her own right and became a catalyst for
change on issues such as AIDS research
and a ban on land mines. 

In this chapter, Maxwell also address-
es what leadership is not. Leadership and
managing are not the same. Managers can
help stay the course, but leaders move
people in a new direction.

Salespeople and entrepreneurs are not
necessarily leaders. People may buy the
product, but they are not necessarily fol-

lowing the seller. Salespeople are able to
persuade, but that does not mean they can
sustain long-term influence.

Many people equate knowledge with
power and believe that power is the
essence of leadership, but that is not auto-
matically true.

The greatest misconception about
leadership is that people think it is based
on position. Princess Diana demonstrated
that even after her divorce and the loss of
her title/position, her influence increased
while the royal family’s decreased.

The Law of Process: Leadership
Develops Daily, Not in a Day

Leadership is like investing; what
matters most is what you do day-by-day
over the long-term. If you continually
invest in your leadership development,
the inevitable result is growth over time.
“Although it may be true that some peo-
ple are born with greater natural gifts than
others, the ability to lead is a collection of
skills, nearly all of which can be learned
and improved,” Maxwell states. But that
process doesn’t happen overnight.

Maxwell urges the reader to remem-
ber the following principles:

• Personnel determine the potential of
the organization.

• Relationships determine the morale of
the organization.

• Structure determines the size of the
organization.

• Vision determines the direction of the
organization.

• Leadership determines the success of
the organization.

Maxwell concludes his book with this
thought, “Any endeavor you can under-
take that involves other people will live or
die depending on leadership.” ■
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Leadership Ability Determines Level Of Success 
Maxwell’s book serves as guide on laws of leadership.

Book Review
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more quickly and draw up better plans for
us to approach them,” he explains.

Fauerbach says the firm also may ben-
efit from relationships formed with fel-
low MBA candidates. “There is no ques-
tion that it provides valuable business
development opportunities,” he says. “We
haven’t got any client work yet, but it will
happen.”

Jean Caragher, president of
Capstone Marketing/Marietta, Ga., says
the MBA she earned in 1989 from
Hofstra University/Hempstead, N.Y.,
helps keep her marketing efforts focused
on the bottom line. Her ability to measure
a marketing program’s likely return on
investment is an asset in providing servic-
es to firms that do not have in-house mar-
keting expertise.

“Consultants are often seen as pitch-
ing ideas that benefit themselves, not the
client,” Caragher notes. “Instead of look-
ing at a marketing project and thinking,
‘This would be fun,’ I ask, ‘Who is the tar-
get? What are the costs? What will be the
return on investment?’ Partners are
always concerned about the return on
investment, and my training helps me
think that way, too.”

Caragher says the training also helps
ensure the success of marketing programs.
“An MBA helps you think more strategi-
cally, stay focused on the marketing plan,
and say no to opportunities that don’t sup-
port long-term goals,” she explains.

A clearer understanding of the bottom
line is an important benefit of MBA train-
ing, agrees Leisa Gill, director of market-
ing for Lattimore Black Morgan &
Cain/Brentwood, Tenn. (16 partners, 240
total staff; two offices) and CMR’s 2004
Accounting Marketer of the Year. “You
really begin to see why you have to deter-
mine the return on investment up front, as
opposed to just shooting out ideas,” says
Gill, who will earn her MBA in 2005 from
Aquinas College/Nashville, Tenn.

Another valuable aspect of MBA train-
ing is the opportunity to take your skills to
a new level. “I want to be a better, more
efficient marketer,” Gill explains. “I want
people to think of me as someone who

adds value to the firm, and the best way to
do that is to gain knowledge.”

Gill says personal satisfaction is a
compelling reason to pursue an MBA.
“We all get to a point in our careers where
we need to jazz it up,” Gill says. “People
often look to their employers to provide
incentive, but it isn’t the firm’s responsibil-
ity to keep you happy. You should ask your-
self, ‘What can I do to stay motivated?’”

Thalia Zetlin, chief marketing officer
for Berdon/New York, earned her MBA
in 1981 from Florida Atlantic
University/Boca Raton, Fla. After earning
an undergraduate degree in mathematics,
she took a summer job at an engineering

firm, working for the vice president of
business development. 

Zetlin decided to pursue an MBA
because she had no background in busi-
ness. She was hired by Laventhol &
Horwath in 1984 as its first regional mar-
keting director at the practice level. With
Berdon for more than 16 years, and now
a principal of the firm, she feels her MBA
gave her a firm grounding in accounting
and a broad understanding of business.

She cautions colleagues not to pursue
an MBA for career advancement reasons.
“Don’t look at it as just a way to get
ahead,” Zetlin says. “An MBA allows you
to do whatever you do better .”  ■

MBA, continued from page 1

Earning an MBA is a labor-intensive,
time-consuming, expensive endeav-
or. Take these steps to determine

whether you are ready make the leap:

Talk to your partners. Pursuit of an
MBA requires approximately 20–30
hours per week, and partner support can
ease the pressures of combining full-
time work with professional education.
Discuss with your partners whether the
firm’s long-term plans will require an
increased commitment from you that
could make your participation in an
MBA program difficult.

Review time commitments. Obliga-
tions to family, friends, volunteer proj-
ects and professional organizations may
need to be adjusted. Be sure you have an
adequate support system in place before
you enroll.

Research MBA programs. While
some schools offer intensive two-year pro-
grams, full-time professionals usually
choose programs that allow them to earn
their degree at a more gradual pace, typi-
cally in four years. If you do not have
access to an institution that offers an MBA
program, consider distance learning. Ask
colleagues for their recommendations.

Brush up on study skills. Re-enter-

ing the educational environment can be a
strenuous experience. Many schools
offer continuing education courses,
including those geared to personal inter-
ests; take one that interests you to get
back into learning mode.

Investigate financing options.
Determine whether your firm can offer
tuition reimbursement. Review your
personal finances to assess whether cur-
rent and upcoming expenses will create
obstacles. Check into student loans,
which currently are available at very low
rates, about 3%.

Plan to network. With its focus on
teamwork, MBA candidates need to
allow sufficient time for interaction with
classmates. In addition to the time spent
working on team projects, marketers say
time spent building relationships with
like-minded professionals is a highlight
of MBA training.

Evaluate your goals. Be sure your
expectations are grounded in reality. “I
hear people say they are earning their
MBA to become a partner, and I have to
wonder, ‘Is that what your partners
want?’” says Leisa Gill, director of mar-
keting for Lattimore Black Morgan &
Cain/Brentwood, Tenn. “Make sure
you’re doing it for the right reasons.”

Assess Your Readiness 
For MBA Training



CPAMARKETING REPORT
4025 W. Peterson Avenue
Chicago, IL 60646

To subscribe to CPA Marketing Report call (800) 449-8114 or email cust_serv@cch.com.

Presorted
First Class

US Postage
PAID

Permit No. 4205
Southern, MD

culture of LBMC. The shareholders
rewarded her efforts in January 2003 with
an equity stake in the holding company,
LBMC Financial Services (28 sharehold-
ers, 238 total staff; two offices).

“We consider what she does to be a real
key role here,” says co-MP Michael Cain.

Since Gill joined LBMC 10 years ago,
the firm grew from less than $5 million in
revenue to approximately $30 million in
FY04 entirely without mergers. The firm,
which now encompasses nine distinct
companies, is the second largest in its
market. Gill’s partners credit Gill with
helping them achieve that growth.

“I don’t think the firm could have
grown at the rate we’ve grown for the last
two to three years without someone with
a strong marketing backbone to lean on,”
says Partner Greg Eli.

Creating one cohesive brand for the
firm’s various services was a key compo-
nent to achieving the firm’s growth and
also a significant challenge, Cain says.

“For us to be successful in the one-
stop shop concept, she’s had to educate
the market on what all we do other than
traditional tax and accounting work,”
Cain says. “At the same time, there has to
be a lot of internal marketing going on to
educate people in the firm about what we
do so we can cross-sell. ”

Gill’s efforts to facilitate cross-sales
continue to have a significant effect on
the firm’s growth rate, which hit 20% in
FY04. She facilitates a monthly meeting
with the firm’s 10 sales professionals,
which Gill and her partners say have more
than doubled the amount of cross-selling.

“The sales folks take direction from
their [division] leaders, but the fact that she
has coordinated their efforts has helped us
leverage those efforts and had a big impact
on the amount of cross-selling we’ve been
able to do,” Cain says. “The difference is,
when those folks are out there selling, they
aren’t just selling their own area.”

Gill attributes much of her career suc-
cess to an ability to see the big picture.
“Sometimes marketers don’t look at other
pieces of the entire firm,” she says.

But to avoid being pulled off-task, Gill
advises marketers to position themselves
as consultants to the HR, administrative
and other practice leaders throughout the
organization. “You’re just asking the ques-
tions: How are we going to staff this new
service? How many people do we need?
You’re a sounding board,” she says.

Gill also advises marketers to consid-
er all the consequences of their choices
and to choose their battles carefully.
“When you’re right in the middle of
something, you get very possessive of an
idea,” she notes. Instead of trying to force
ideas down partners’ throats, marketers
should work collaboratively with them to
determine what’s best for the firm, she
says. “We’re not dictators; we’re change
agents,” she adds.

Gill has accomplished two of her
career goals: to become a shareholder and
to earn CMR’s Accounting Marketer of
the Year Award.

“Now I have to reach even higher,”
she notes. What’s next? “I’m going to
keep reaching, and I’ll know when I get
there.” ■❘
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