
o how are AAM mem-
bers using the latest tech-
nology to enhance their
marketing efforts? We

posed this question to AAM Discussion
List participants, and heard from several
members who were willing to share
their firms’ best “tech savvy” practices.
Responses ranged from e-mail marketing
to podcasts to posting video on YouTube.
We hope their experiences will help you
in developing your own “tech tools!”

The team at Porter Keadle Moore, LLP
(11 partners, 95 staff, Atlanta, Ga.)
encourages staff to maximize the use of
LinkedIn® in their business development
process. “After convincing our IT
department to allow our professionals to
access LinkedIn® from the office (it was
previously a prohibited site for security
reasons), we encouraged our profession-
als to create user profiles and most
importantly focus on their connections,”
explains Laura Snyder, Director of
Marketing. “Our marketing department
then proactively searches those connec-
tions for companies on our radar screen
or in our industry niches in an effort to
reach out to prospective clients. For
example, prior to attending an event,
we cross reference the event attendee
list against our LinkedIn® connections.
When at the event, we are then armed

with information regarding the connec-
tions we share and we can more com-
fortably approach these individuals and
begin conversations. Having a profile on
LinkedIn® is one thing, but taking those
relationships and connections to the
next level is helping us more effectively
grow our business.”

In their attempt to realize the full bene-
fit of e-mail marketing, Somerset CPAs,
P.C. (25 partners, 130 staff, Indianapolis,
Ind.) started using Swiftpage to send
e-newsletters and e-vites to their semi-
nars in late 2006. According toMelissa
Farmer, Senior Marketing Manager,
“We learned about Swiftpage through
Sage Software. We are a Sage reseller for
MAS 90/200, Abra and Peachtree, and
Swiftpage is a “Sage preferred vendor,”
so they were a good match for us. They
provide some pre-designed templates
with Sage sales literature as well as
generic pre-designed templates, but we
generally create our own HTML design
and then upload it into their program.
There are many of these types of e-mail
programs on the market, and they really
are a must-have to keep your company
in compliance with the Federal CAN-
SPAM Act. In addition, the tracking
reports are very valuable. We review the
reports from each e-mail we send to see
who opened it, who clicked through to
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ost of your most impor-
tant audiences —
customers and prospects
— are already inundated

with reading material. Inboxes, both the
real kind and e-mail repositories —
overflow with material backed up and
waiting to be read. Sending more
documents can be a less-than-effective
means of capturing attention, building
reputation, and growing your business.

On the other hand, the penetration of
portable MP3 players has been staggering.
Apple alone sells about 10 million iPods
of one flavor or another every month. Sit
in a bus or train and count the number
of people whose ears are adorned with
white earbuds and you get an idea of the
demand for audio content. All those
people buried in text still have time to
kill on the rides to and from work.

With the advent of new, more personal
media channels that comprise the world
of Web 2.0, audio — and podcasting in
particular — represents a channel that
can serve both existing and prospective
clients, boost your name recognition,
and position you as a thought leader in
your field.

Yours wouldn’t be the first accounting-
themed podcast, but no matter. People
hungry for content on their areas of
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what, which e-mail addresses bounced
and much more. Since we started send-
ing our newsletters via e-mail instead
of print, we have saved over $30,000
per year in printing and mailing costs.
With the printed/mailed newsletters,
we had no idea if anyone was actually
reading it or not — we now know
that approximately 25% of the people
we send our e-news to read it and we
know which articles they read. Other
benefits — it’s easier for the recipient to
ask questions with simple click-throughs,
it’s easier for them to forward the infor-
mation to business associates or family
members, it gets the news in front of our
clients faster — we can send information
about things like the Emergency
Economic Stabilization Act of 2008 as
soon as it happens.”

“The clients and employees of
Stambaugh Ness (9 partners, 80 staff,
York, Pa.) have benefitted from our
technology expertise for quite some
time,” says Marketing Manager Cheryl
Smyers. “Technology trends are
advancing so quickly that it is some-
times difficult to keep up, but we really
have no choice in today’s very compet-
itive business environment.”

Smyers notes the firm decided to start a
weekly eNewsletter nearly three years
ago when client evaluations indicated
they wanted more information from the
firm. Additionally, the firm sends regu-
lar, specific messages targeted to seg-
ments of the newsletter database. “The
power of our e-newsletter and e-mail
campaigns lies in our process to contin-
ually update the database,” she adds.
The newsletter database is separate from
the firm’s CRM program which tracks
and stores all new business leads from
inception to resolution. In their effort to
make the most of the latest tech trends
available, Stambaugh Ness also:

• Uses podcasts on its Web site to
promote services and help with
recruitment

• Maintains a presence on FaceBook,
MySpace and LinkedIn® to help
with recruitment

• Sends an eNewsletter to college
students, serving as a marketing tool

• Hosts a recently launched Intranet
featuring blogs by the company’s
President and CFO

• Creates videos of internal training
sessions for use with its new
employee orientation program

• Displays two LCD panels in its
main lobby with a looping presenta-
tion featuring various aspects of the
firm’s culture and services

• Utilizes Webinar resources to allow
long-distance clients to participate
in seminars

• Incorporates YouTube video blogs
and plans to post a YouTube video

• Is in the midst of creating a hard-
cover “photo book” (presently in
construction online) that will show-
case its company culture for recruits

The firm also has an internal IT staff
to keep technology on track in addi-
tion to an IT affiliate to serve its
clients. “All of this activity is being
driven by our President and COO who
appreciates how technology can give us
the advanced resources we need to
effectively serve our clients and grow
our business,” Smyers says.

Bonadio Group (36 partners, 350 staff,
Buffalo, N.Y.) has been successfully utiliz-
ing podcasts as part of a thought leader-
ship campaign. According to Laura Del
Monte, Marketing Manager, “We began
recording podcasts as part of our Thought
Leadership program in April 2007. One
of our main objectives was to establish
the company as a thought leader in the
industry. At the time, none of our com-
petitors were doing it and we felt it was
a way to show our clients and prospects
that Bonadio was a company with state-
of-the-art technology and a company that
would deliver on our promise of bringing
these value-added pieces.”

Del Monte continues, “We record at
least one new podcast per month and
then notify our clients/prospects of their
availability through our electronic
newsletter. Each Viewpoint is available
in a printable format along with a
downloadable MP3 which can be played

directly in your browser. You can also
subscribe to our podcasts through
iTunes, Odeo or directly. Subscribers get
an immediate notice whenever a new
podcast is available. We currently have
over 50 podcasts recorded on a variety
of topics, all of which can be accessed
on our Web site under our Viewpoints
section. The nice part about the pod-
casts is they’re real: it’s the actual part-
ners recording these podcasts with
different personalities and different
voice tones. We also use a voice over
personality to record the intro/exits for
all our podcasts, creating a uniform,
professional message to our listeners.”

“Podcasts are recorded on a user-
friendly program that costs the firm
about $10,000, including all the equip-
ment and software. Recordings take
about 10 minutes for the actual read
through, after which our Marketing
Coordinator, Jennifer Fehrenbach,
spends about 30 to 60 minutes editing
them. The opportunity to record a pod-
cast is open to all managers, principals,
and partners, which helps us bring a
variety of voices and styles to the Web
site and keeps our resources strong.”

Shannon Mayforth, Marketing
Manager at Citrin Cooperman (75
partners, 310 staff, New York, N.Y.) uses
e-communications and social network-
ing in their firm’s marketing efforts.
“We send out a monthly e-newsletter
to roughly 10,000 clients and contacts
providing them with practical, action-
able tips to help them run their business
better. This e-newsletter also features
articles written by Citrin Cooperman
partners and lists upcoming Citrin
Cooperman events. After each issue
we send a “click-through” report to
partners and staff to highlight which
contacts are opening the e-newsletter
and which articles they read. This
serves several purposes:

1. The author will know which of
his/her contacts have read the
article and whether any follow-up
with that person is warranted

2. The niche committees (and market-
ing) will be aware of what articles
resonate more with our readers
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Ben Plantan
received the 2008
AAM Rookie of the
Year award, which
he calls a “tremen-
dous honor.” After
learning more about
him and his accom-
plishments, there is
no doubt as to why

he deserves this honor.

While Ben’s background is neither
accounting nor marketing, he joined
J.H. Cohn in 2006 compelled by the
opportunity to function independently
and entrepreneurially, and to build
strategy and modify tactics in an ever-
evolving environment. He witnessed
J.H. Cohn’s New York practice grow
from two offices and twelve partners to
three offices, over 35 partners, and 300
professionals. The firm has a total of 13
offices, more than 160 partners, and
over 1,100 employees. Needless to say,
Ben quickly learned to meet dynamic
marketing needs.

Balancing everything at peak times is
very tough, Ben admits, but prioritizing
effectively by determining what is most
important for the firm, having the pulse
of the managing partner, knowing how
to best leverage internal and external
resources, and communicating market-
ing priorities to the partner group are

critical. Especially in our current econ-
omy, Ben stresses the importance of
conducting an analysis of marketing
investments beyond simply exercising
resource stewardship.

Ben has learned to not overextend him-
self to push through multiple concurrent
initiatives. Doing so leads to burnout
and losing perspective on the big picture
for a short period of time. According to
Ben, we must “stay nimble with one eye
to the horizon even at a peak when the
workload can be crushing, and build
resources that can react quickly and
effectively to changing priorities.”

For a rookie, he has astute insights
and advice. Ben’s father emphasized
integrity and the value of hard work
regardless of the task. Ben believes in
this notion, citing Thomas Edison’s
observation that “opportunity is missed
by most people because it is dressed
in overalls and looks like work.” Ben
explains that pouring yourself into
work you know to be of immediate
value will always yield results, but
pouring yourself into work that seems
inconsequential or unglamorous yet
still creates success earns true respect.

One of his most proud and respectable
accomplishments, an exclusive State
of the Economy event, positioned
J.H. Cohn as being attuned to current

business and economic issues, and it
cultivated an image of leadership beyond
accounting. Ben leveraged an advertis-
ing relationship with a major brand in
the financial world that let him manage
the planning of this event which fea-
tured a top analyst and TV and radio
personality. While his firm is certainly
lucky to have him on board, he says the
team he works with has been the most
significant enabler of success.

AAM, too, has contributed to his
accounting marketing success by help-
ing him quickly climb a steep learning
curve. “The lion’s share of skill sets
that are critical to what we do as
accounting marketers are transferable,
but AAM has helped me understand
some of the nuances unique to operat-
ing and executing in a partnership
environment,” says Ben.

To fellow AAM members, he offers a
final thought: “Fight for what you
know to be in the best interests of your
firm and marketing endeavors, even
if it means pushing back on certain
partners from time to time. You can’t
let the efficacy of practice development
and branding efforts be hijacked by
other agendas. Exercising resource
stewardship and sticking to your guns
when necessary are nearly always going
to advance your own position and that
of your firm.”
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Member Voices
An interview with AAM 2008 Rookie of the Year Ben Plantan, J.H. Cohn
By Courtney Fujara, Legacy Professionals LLP

Ben Plantan

3. The sales department follows up on
any hot leads

4. CC partners/staff will be more
informed about what their
clients/contacts are reading and can
stand ready to introduce a partner,
for instance, to an attorney who
read his/her contributed article

We’ve also ventured into the world of
YouTube. Our second annual Above

the Bar Awards in May 2008 brought
together over 150 members of the legal
community in Westchester County,
New York. Members of the Westchester
legal community nominated candidates
for a number of awards recognizing
their achievements. A panel of judges
selected winners in each category and
presented the awards at a cocktail
reception. Our partners in the event
included Pace Law School, Westchester
County Bar Association, Westchester
Business Journal, and Mahopac Bank.

Over 150 attorneys, judges and area
businesses attended the catered evening
event at The Judicial Institute, Pace
Law School. One post-event follow up
effort included sharing video footage
from the event through YouTube. An
e-mail was sent to select attendees with
a link to the video and a message con-
gratulating the winners. Using YouTube
allowed us to reach out to our contacts
in a new, fun and dynamic way — plus,
they had fun seeing themselves on
YouTube!”
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