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Supercharge Your Firm’s Success with 
a Platform for Growth
By Mark Miller

If you can get everyone to 
agree on your firm’s plat-
form for growth, then man-

aging your business will be far 
easier and more effective. Every-
one will understand what they’re 
trying to do, where the fi rm is 
trying to go and why.

In 2003, our California-
based accounting firm, Ston-
efield Josephson, earned $18 
million in gross revenues, all 
without mergers. We set a goal 
to double that figure over the 
course of four years. By 2007, 
we surpassed our goal with 
$40 million in gross revenues. 
How did we do it? A large part 
of our success, of course, was 
due to the talents and efforts 
of our management team, 
board of directors, principals 
and employees. In achieving 
that success, their efforts were 
guided by our firm’s platform 
for growth.

What exactly is a platform for 
growth and how does it differ 
from a strategic plan?
To fully appreciate the value a 
platform for growth can add to 
your fi rm’s success, it is neces-
sary to defi ne it. A platform for 
growth is basically a strategic 
plan, but one focused specifi cal-
ly on what it takes to grow the 
fi rm. These elements generally 
include marketing and an exam-
ination of the service line, mix 
of your industry concentration, 
talent within your fi rm and what 
the market requires now and in 
the future. A full strategic plan 

for a fi rm might encompass the 
three- to fi ve-year business plans 
of several of the fi rm’s depart-
ments—for example, technol-
ogy and human resources. In 
contrast, a platform for growth 
specifi cally examines where the 
fi rm would like to be at a spe-
cifi c point in the future. It al-
so takes into account the most 
important elements on which 
to focus attention to make the 
growth happen.

What was the strategy for 
our platform for growth?
In 2003, our current manage-
ment team—Jeff Garrison, 
President; David Rice, Chief 
Financial Offi cer; Lyne Noella, 
Principal and Corporate Strate-
gist; our board of directors and 
principals—started working 
together and assessed the situ-
ation, including internal talent 
and marketing opportunities. 
We created desired goals and 
created a vision statement—
how we wanted to see our fi rm 
in the future. Next, we elimi-
nated nonproductive service 
offerings and established an 
integrated marketing program 
tied to the firm’s corporate 
strategy and featuring world-
class branding and marketing. 
This was to involve active pro-
motion of fi rm, brand, regions, 
service and industry groups, 
and individuals.

We proceeded to create new 
industry and service groups, as 
well as an infrastructure and 
vehicles for carrying out the 

strategy, including a manage-
ment team to provide the lead-
ership to achieve the firm’s vi-
sion and goals. We empowered 
our regional offices to contrib-
ute significantly to the firm’s 
goals. To do this, we created 
a PIC (Principal in Charge) 
Program to support the stra-
tegic, financial and cultural 
goals of the firm at the re-
gional or practice group level 
and a Thriving Office Pro-
gram (customized three-year 
strategic plan for each office), 
which would include the areas 
of technology, operations and 
business development.

By taking merger activity in-
to our own hands, we created 
a merger program that would 
foster strategic acquisitions 
throughout hub regions, ser-
vice/practice groups and indus-
try groups, and promote open 
communication and the shar-
ing of creative ideas and realis-
tic expectations between merg-
er candidates and our fi rm. 

To foster future growth, we 
recently created a Client Care 
Program to identify, secure and 
retain high-quality clients and 
offer them top service and value. 
Finally, we set in motion a plan 
to develop leaders and technical 
excellence throughout the fi rm

When does the 
planning stop?
The planning process is never 
fi nished. The planning process is 
a continuous cycle that is itself a 
part of the management process.
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What’s the perfect way to 
create a platform for growth?

Don’t be concerned with fi nd-
ing a perfect way. There isn’t 
one. Each fi rm will have its 
own specifi c needs and inter-
pretation of the aspects of a 
platform for growth. Once you 
begin, you’ll develop your own 
particular approach to carrying 
out the process.

Keep all this in mind and 
you will no doubt be suc-
cessful at supercharging your 
firm’s success with a platform 
for growth. If, however, you’re 
not getting the results you de-
sire, go back to Suggestion 1in 

the sidebar: it’s okay to get 
outside help formulating your 
firm’s strategy.

How are the platform for 
growth’s strategic goals 
accomplished?
The platform for growth’s stra-
tegic goals are accomplished 
through action planning—spec-
ifying objectives aligned with 
each strategic goal. Responsi-
bilities and timelines should be 
specifi ed for each objective: who 
needs to do what and by when. 
The platform might also include 
methods to monitor and evalu-
ate the objectives—how the or-

ganization will know who has 
done what and by when.

Through our strategy, cre-
ation of programs and imple-
menting them, we grew from 
$18 million to $40 million in 
gross revenues in four years. In 
addition, we were named by
INSIDE PUBLIC ACCOUNTING

in 2007 as the nation’s third-
fastest-growing accounting 
fi rm. In addition to our key tax 
and advisory service areas, we 
were listed by Art Bowman as 
one of America’s Top 25 Audi-
tors of 2005, 2006 and 2007. 

In conclusion, the powerful, 
functional and effective platform 

Top 10 Suggestions for creating a powerful, 
functional and effective platform for growth

1. Don’t feel you have to do it all yourself. You may or may not have a strategist at the fi rm. If you 
don’t, bring in a strategist to help you create the platform for growth.

2. In creating the platform for growth, take advantage of your fi rm’s best thinkers, those with a 
true passion for achieving. 

3. Encourage the contribution of many ideas in the process. The committee or small group in-
volved must ultimately take responsibility for keeping the process moving and whittling down 
all the ideas that work. 

4. The platform for growth is best overseen by one person or a very small group—though you 
want to get input from the board, principals and personnel, and involve them early on.

5. You don’t need a long, involved platform for growth. We created ours in PowerPoint. Expect 
that the more detailed follow-up work will happen in your implementation phase.

6. Growth can happen in fi ts and spurts, similar to how it occurs in the stock market. You’ll expe-
rience more growth in some years than in others. The long view is what’s important. As long 
as you have a solid platform for growth, its framework will keep you on course. Simply learn 
and adjust accordingly as you go.

7. Establish statements of mission, vision, values and goals. Clearly defi ne the purpose of your 
fi rm and establish realistic goals and objectives consistent with that mission in a defi ned time 
frame within the organization’s capacity for implementation.

8. Identify how those goals will be reached (strategies, objectives, responsibilities, timelines). Goals 
should be designed and worded as much as possible to be specifi c, measurable, realistic, timely 
and acceptable to those working to achieve them. Once the goals are achieved, reward those 
who helped the fi rm achieve them.

9. Ensure the most effective use is made of the fi rm’s resources by focusing the resources on key priorities.
10. Organize the overall platform for growth into smaller action platforms or programs. Include 

an action plan (or work plan) for each committee or department.
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for growth we created allowed 
us to articulate exactly what we 
needed to grow our fi rm and the 
specifi c steps we needed to take 
to make that growth happen. 
The platform for growth served 
as a structural “skeleton” on 
which we could place the “fl esh” 
of our fi rm’s business plans, ser-
vice line, industry concentra-
tion, company talent, and pres-

ent and future market require-
ments. Once the “body” was 
complete, it served as our guide 
to growth and success.
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