referral from MGI Asia, which is a strong testament
to the growth and global expansion of Asia. Let us
keep the momentum going.

Members of MGI Asia
Let me first start by thanking the members who
attended the Asia area meeting in Hanoi last
month. This year’s meeting saw a record number of
participants, as a number of member firms sent
more than 1 participant each. On behalf of MGI
Asia, I would also like to thank Mr Min Hai and the
team at AVA for hosting the meeting. For those
who were unable to attend, I hope that you can
update yourselves on the action items by going
through the minutes.

The AGM will be held in Santiago, Chile next
month. I am mindful that South America is probably
the furthest continent from Asia (and I apologise in
advance if it isn’t. We accountants were never
meant to shine in geography!), and it could prove to
be a logistical challenge to go there. Nevertheless,
these meetings are for you and with you in mind,
and I do hope to see a good number of you at the
AGM.

One of the topics discussed during the meeting
was technology, and what it means to the
profession. In a joint research report entitled
“Auditor Skills in a Changing Business World”, the
Institute of Chartered Accountants of Scotland and
the Financial Reporting Council warn that the audit
profession is in danger of becoming less relevant.
Unless the profession takes prompt action, it could
find itself unable to hire and retain the best talent
and consequently to deliver the requisite skills and
meet the ever increasing rigorous demands of
statutory audits. The report goes on to say that it is
important to develop the audit skill base
concurrently as the audit of the future evolves. The
profession cannot wait for audits to change before
developing the skill base as there is a time lag in
recruiting, developing and training staff. The report
also identifies three skills that must be developed if
audit teams are to be equipped to undertake more
useful audits. These are advanced business
acumen skills, technology and data interrogation
skills and soft skills. As discussed during the
meeting, it is important for members to upgrade
and enhance their skills base so as to remain
relevant amid the constant push towards audit
quality.

Imran Assan
Area Leader – Asia

MGI AREA MEETINGS 2016
Global AGM
19 - 21 October
Santiago, Chile
http://www.deprezmeetings.com/groups/2016_mgi_ag
m/index.shtml

Latin American Area
19 - 21 October
Santiago, Chile (Combined with AGM)

As with all memberships, members would want to
extract the most value. Our membership in MGI is
no different. It is only by collaborating with fellow
members will we be able to meet our top 3 needs
(as identified in a recent survey of MGI Asia
members) of inward referrals, serving clients
abroad and competing against bigger firms.

Africa Area
10-11 November,
Cape Town, South Africa
http://www.mgiworld.com/areas/africa/ourmeetings/mgi-africa-area-meeting-2016

UK Area

MGI Asia continues to grow and I am pleased to
welcome Kamdar Desai and Patel, our newest
member from Mumbai, India. We now have 18
members and I would encourage all of you to take
the time to get to know your fellow members and
explore areas for working together. The past year
has witnessed an increase in outward business

24 - 26 November
Selsdon Park Hotel and Golf Club, Surrey, UK
http://www.mgiworld.com/areas/uk-ireland/ourmeetings/2016-mgi-uk-ireland-partners-managersconference
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Kenneth Chau & Co Gold Sponsor for the
AOTCA International Tax Conference cum
CTA Conference 2016

MGI ASIA MEMBER NEWS
MGI ASIA meeting in Hanoi

The Asia Oceanic Tax Consultant’s Association
(“AOTCA”) International Tax Conference cum CTA
conference 2016 will be held in Hong Kong on 5-7
October 2016. The theme of the conference is “Post
BEPS, Challenges and Opportunities”.
The participants of the conference will have an
opportunity to update on the latest and
continuing development of international taxation and
also to exchange views and ideas with tax
professionals and AOTCA members from other
jurisdictions.

20 members representing 13 firms congregated in
Hanoi for the 2016 Asia Area meeting that was held at
the Movenpick Hotel on the 26 & 27 August.
This year’s meeting saw a record number of
attendees. Some of the members brought along other
managers and partners from within their firms.

Gold sponsor:

Thanks to Vietnam Auditing & Valuation Company
Limited (AVA) for its’ support and hosting the dinner
and the water puppet show.
Details please refer to http://www.aotca2016.com/

The usual introductions and updates from Imran,
Clive and Maxine took place on the first part of the
meeting.

Kenneth Chau fete’s team after the peak
period

The bigger focus of the meeting was during the round
table discussions, break out group sessions and
panel discussion. The topics of discussion included
 Collaboration to improve business referral
 How can MGI membership add to individual firm
reputation
 Practice Groups
 Sales & Marketing support
 Technology & the profession
 Cross border projects

Partners of Kenneth Chau & Co. invited the staff to a
buffet dinner on September 6, 2016. All those
attended enjoyed the sumptous buffet and a relaxing
get together

Full meeting details and presentations can be found
here

KWSR growing their banking clientele
Since the last newsletter our Bangladesh member has
further procured 2 new banking clients.
KWSR have been appointed external auditor for
Bangladesh Development Bank Limited (BDBL), a
State owned Bank and South Bangla Agriculture &
Commerce Bank Limited (SBAC Bank) for the year
2016.
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Our aim is to create a “Go-to” group of experienced
MGI Worldwide M&A experts who can share their
knowledge and build a community of corporate
financiers within MGI Worldwide who can help each
other both with technical issues but also so as to
generate new business.

Bangladesh Development Bank Limited (BDBL), first
ever in the history of Bangladesh, was ranked one of
the pioneer state owned banks in Bangladesh and
SBAC Bank is a newly emerged private commercial
bank in Bangladesh.

If you would like to be a part of this new group or
simply want to find out more please contact Susannah
at sadams@mislted-langdon.co.uk summarising your
M&A experience and how you would like to be
involved.

MGI GLOBAL NEWS
MGI Worldwide accountancy
now ranks 16th in the World

Establish a platform for knowledge sharing and
mutual technical support among the MGI
Worldwide community.

network

MGI retained its position in the Top 20 global
accounting networks, securing 16th place in the World
according to Accountancy Age's latest annual
rankings. With some 5,000 professionals and
representation across 76 countries around the world,
MGI Worldwide maintained a healthy position among
the top 20 international accounting networks with a
combined annual total income of $489 million.

PROFESSIONAL
NEWS
AROUND THE WORLD

FROM

IFAC Pushes to Build Accounting
Profession in Developing World
The International Federation of Accountants has been
trying to build the reach and influence of the
accounting profession in emerging markets in Africa,
Asia and other parts of the world.
“Capacity building has been an increased focus for us
over the past four or five years, to strengthen the
profession in areas where it is still emerging and to
actually establish the profession in countries where
there’s really not a formal profession of any kind,” said
IFAC CFO Russell Guthrie during an interview
Tuesday. “There’s still quite a number of those that
need that kind of time and attention. From an
advocacy standpoint, but also a substantive
standpoint, we’ve tried to bring more resources to the
table and bring greater attention to the importance of
that work to governments and to donor agencies.”

To see Accountancy Age's full rankings of the top
accounting networks and associations, please click
here.

IFAC has been working with donor agencies such as
the World Bank, the African Development Bank, the
U.S. Agency for International Development (USAID)
and the United Kingdom’s Department for
International Development (DFID) to contributed
funds for this type of work.

Merger & Acquisition Practice Faculty
The above practice group has been formed under the
leadership of Susannah Adams, Corporate Finance
partner at Milsted Langdon
The aim of establishing a Merger & Acquisition Group
is twofold - to seize the opportunities, and manage the
challenges, as follows:
 Promote international expertise in M&A activity
through the MGI Worldwide website, developing
web pages aimed at advisers dealing with cross
border transactions.

We’ve been having an ongoing dialogue to work with
them to see how accountancy capacity development
fits with their strategies for economic development in
emerging economies,” said Guthrie. “Through that
work we did come to a sort of shared understanding
that if the policy intent is to grow a country’s economy
and stimulate foreign direct investment and create
investor confidence, then actually having a strong
3

accountancy profession was one important element to
support that kind of growth.”

sure that the regulation is achieving its intended
effect, that it’s proportionate.”

About two years ago IFAC received a grant from
DFID for nearly 5 million pounds over seven years to
undertake direct capacity-building efforts in up to 10
countries.

IFAC would like to see regulation more globally
coordinated. “One of the real issues we’re seeing is
not so much too much regulation per se, but differing
approaches to regulation in different jurisdictions,
which then makes it that much more challenging for
multinational companies, international audit firms and
so forth to operate in a globalized environment,” said
Guthrie. “They’re trying to cope with the same
regulatory measure, but it’s designed and
implemented in 50 different ways in 50 different
jurisdictions.”

“We’ve launched initial projects with partner
organizations in Uganda, Rwanda and Ghana,” said
Guthrie. “The initial focus has been on Africa and
that’s because as a region it probably is the least
developed, generally speaking, although there are
pockets. South Africa has a strong accountancy
profession. Kenya has a strong accountancy
profession. But Rwanda is obviously a more emerging
country in the development sense. West Africa is very
underdeveloped, except perhaps for Nigeria when it
comes to the accountancy profession.”

He pointed to what is happening with the Organization
for Economic Cooperation and Development’s Base
Erosion and Profit Shifting project, also known as
OECD BEPS, and the recent rules on country-bycountry reporting of tax information.
“You’ve got countries moving at very different speeds,
and there’s a real risk of fragmentation,” said Guthrie.
“It actually may make things worse and not better.”

He anticipates that IFAC will expand this type of
development work to Southeast Asia and remote
parts of East Asia in the future. “Those would be the
next regions where probably some serious
development work is needed,” said Guthrie.

He thinks the OECD BEPS recommendations are
generally sensible and balanced on a global basis,
but objects to the piecemeal way in which they are
being adopted in various jurisdictions. “Tax being
such a nationally driven topic, and with countries
trying to make decisions for the benefit of their
country, you see a mix and match of the U.S. taking
this piece and not another piece while Australia is
moving far ahead,” said Guthrie. “If you get that kind
of fragmentation, it makes the landscape even more
fragmented than it currently is. The opportunities for
tax arbitrage or not meeting public expectations
around tax fairness will not only remain, but may get
worse.”

However, he recognizes the accounting profession is
suffering from an image problem in some parts of the
world, exacerbated by revelations such as the
Panama Papers, which exposed efforts by a
Panamanian law firm to set up offshore tax havens
and shell companies.
“When those stories come out, often the profession is
cast in a negative or an unflattering light,” said
Guthrie. “That’s understandable. One of the things
we’re interested in doing, though, is not running from
those issues, but making sure that we’re also talking
about the positive things the profession does and the
positive impacts we have on organizations and
economies in terms of supporting growth and being
part of the solution and not just a source of the
problem.”

IFAC would like to see improvements in governance
in both the private and public sectors. “That is one of
the keys to financial stability: sound risk management
and good internal control, and sound decision making
around tax policy,” said Guthrie. “We think it’s
important as a profession to advocate for that, simply
because it is the best way institutionally to safeguard
against the things that do end up in the papers, i.e., a
corporate failure or a fraud or an accounting scandal.
We need to try to help the public, policy makers and
governments understand that while we as
accountants understand that we have an important
watchdog role, we are much better as a profession
when we have other lines of defense besides just us.
You can analogize it to a soccer team. While we
might be the goalie and need to play that last line of
defense, you want your first line of defense to be
strong accountants working inside the organization, a
strong internal audit function, a strong board of

“We actually think that regulation is important,” he
said. “Financial markets, including the profession,
need a level of external oversight and supervision.
We’re not against regulation per se, but what we’re
talking about is the need for smart regulation. There
definitely is a point where too much can inhibit
innovation and stifle growth.” Many companies spend
far more time trying to fulfill their compliance burden,
he noted, as opposed to innovating, creating and
becoming more efficient. “There definitely is a tipping
point, but what we’ve been trying to talk about more is
smart regulation that follows a good collaborative,
consultative approach where there’s dialogue
between the regulators and the regulated to make
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directors, strong internal control structures, sound
governance arrangements and so forth. If you have all
actors in that financial reporting supply chain
strengthened and doing their part, it allows us as a
profession to play our role even more effectively.”

in Emerging Forms of External Reporting: Ten Key
Challenges for Assurance Engagements.
“The IAASB needs to be at the forefront of the
debates on external reporting and how professional
accountants and other practitioners can contribute to
enhancing credibility and trust,” said IAASB Chairman
Prof. Arnold Schilder. “We hope this paper furthers
the debate and helps us gain a deeper understanding
of how the IAASB, as the global assurance standard
setter, can contribute to the quality of different
engagements, in the public interest, and where others
can or need to play a role.”

Source: Accounting Today

IESBA Releases New Ethics Standard for
Accountants
The International Ethics Standards Board for
Accountants is releasing a new standard this week
that redefines the roles of auditors, CFOs and other
accounting professionals when they witness or
suspect illegal acts at their own organizations or
within a client’s organization.

The Discussion Paper explores:
 the factors that can enhance credibility and trust,
internally and externally, in relation to emerging
forms of external reports;
 the types of professional services covered by the
IAASB’s international standards most relevant to
these
reports,
in
particular
assurance
engagements;
 the key challenges in relation to assurance
engagements; and
 the type of guidance that might be helpful to
support the quality of these assurance
engagements.

The IESBA Code of Ethics applies to all professional
accountants worldwide. IESBA is an independent
standard-setting board supported by the International
Federation of Accountants, or IFAC, whose member
bodies in the U.S. include the American Institute of
CPAs and the Institute of Management Accountants.
The standard is known as NOCLAR, short for
noncompliance with laws and regulations. It aims to
guide accountants on how to act in the public interest
when they encounter or become aware of suspected
illegal acts such as accounting fraud. When laws and
regulations appear to have been broken, the new
standard explains when and how accountants should
report wrongdoing to the authorities, without
breaching their ethical duty of confidentiality. IESBA
sees the new standard as an opportunity for the
global accounting profession to enhance its reputation
as a safeguard for trustworthy business and a healthy
global financial system.

Source: IFAC website

Exploring the Growing Use of Technology
in the Audit, with a Focus on Data
Analytics
This Request for Input from the International Auditing
and Assurance Standards Board (IAASB)’s Data
Analytics Working Group (DAWG) provides insights
into the opportunities and challenges with the use of
data analytics in the audit of financial statements and
outlines the insights gained from the DAWG’s
activities to date. The purpose of the Request for
Input is to:
 Inform stakeholders about the IAASB’s ongoing
work to explore effective and appropriate use of
technology, with a focus on data analytics, in the
audit of financial statements; and
 Obtain stakeholder input and perspectives on
whether all of the considerations relevant to the
use of data analytics in a financial statement audit
have been identified.
Stakeholder input will assist the IAASB in effectively
responding to these developments in the public
interest, including determining whether new or revised
international standards or guidance may be
necessary.
The
document
is available
at
https://www.ifac.org/system/files/publications/files/IAA
SB-Data-Analytics-WG-Publication-Aug-25-2016-forcomms-9.1.16.pdf

The text of the final pronouncement released this
week is here and a document explaining the basis for
conclusions in the final document is here.
Source: Accounting Today

IAASB Releases Working Group Paper on
Supporting Credibility and Trust in
Emerging Forms of External Reporting:
Ten Key Challenges for Assurance
Engagements
The International Auditing and Assurance Standards
Board (IAASB)’s Integrated Reporting Working Group,
dedicated to exploring emerging forms of external
reporting (referred to as EER), has released
a Discussion Paper, Supporting Credibility and Trust
5

INTRODUCING NEW MEMBER

Comments to the Request for Input are requested by
February 15, 2017.
Source: IFAC website

When was the firm formed? What was the catalyst in
forming Gideon Adi & Rekan?
It was formed in 2010. We have the same vision and
mission to start working and grow together as a team
and to try to provide services exceed our client
expectation.

The Role of SMPs in Providing Business
Support to SMEs: New Evidence
Illustrating the important relationship between smalland medium-sized practices (SMPs) and their
clients—primarily small- and medium-sized entities
(SMEs)—the report examines:
 The key drivers of the advisor-client relationship
 The demand for—and supply of—SMP business
advisory services; and
 The growth implications for SMPs, as well as how
professional accountancy organizations (PAOs)
around the world can support them.

What type of services, are offered by your company?
Do you have any specific industry specialisation or
clients?
We offer the usual services - tax, accounting, audit,
legal and other advisory services. We specialize in
doing the audit of projects funded by donors, NGO,
mining and plantation industry

Key Findings
 A number of factors influence SMEs’ demand for
advice, including both external factors, such as
competition and regulation, and personal factors,
such as the relationship and level of trust
between the SMP and the SME owner-manager,
as well as the size and nature of the entity;
 Dependent on their size, competencies, location,
and appetite for risk, SMPs are continuing to
increase and diversify the array of business
advisory services they provide to meet SMEs’
needs;
 Despite competition from other service providers,
accountants, especially SMPs, remain SMEs’
preferred advisors; and
 Due to the multitude of factors involved, clientadvisor interactions between SMEs and SMPs
are complex, but generally these relationships are
long term and based on a solid foundation of trust
and communication.

What do you see as your firm’s strength?
We are expert in public sector and loan project
management. Loan and grant monitoring from the
donors is one of our expertise.
What are your future plans for the company?
We are going to develop a crossborder project team
specially for projects funded by donors and we are
also going to develop consulting/advisory for IPO not
only in Indonesia but in Singapore and Hongkong as
well.
What can your firm offer MGI
Our finance and legal expertise
management and loan monitoring.

in

project

What are your expectations of MGI
Full and prompt support from each member specially
if we are doing one project as a MGI team. We also
welcome business referals from fellow MGI members.

The report is based on IFAC-commissioned research
from the Bucharest University of Economic Studies
and the University of Dayton. Researchers reviewed
over 90 academic research papers and reports
published since to update the 2010 review, The Role
of SMPs in Providing Business Support to SMEs.

What can your firm do to enhance the MGI brand in
Indonesia?
We are now in the process of rebranding our firm as
the member of MGI as previously we are know as the
member of other brand. It will take some time but we
are trying our best to accelarate the process by
participating in seminars and workshops to showcase
MGI and also by some publication.

Source: IFAC website
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What are your future plans for the company?
 To nurture new breed of entrepreneurs within the
organisation, who in turn would be the pillars of
tomorrow.
 To add value to client’s business
 To deepen our network – locally and
internationally
 To continue to educate ourselves and sharpen
our skill sets to ensure we keep up with dynamic
demands of Indian economy

What is the history behind KDP?
We are a firm of Chartered Accountants set up in
1955. Lead by senior partner - Mr Anil Kamdar, we
operate in an extremely professional environment and
commit ourselves to the highest standards of
technical knowledge in the areas of Foreign
Exchange Laws, Income Tax and Corporate Laws.

What factors influenced your decision to join MGI?
As a firm specialising in cross-border advisory, we
wanted to join a network that connects us to global
firms that have shared core values and we found MGI
Worldwide to be fulfilling that criteria.

How would you describe your firm’s growth and
strengths today?
 Advisory services to NRI
 Assisting foreign companies to form tax efficient
structures in India to undertake business in India
 One stop Shop for all the services required by
foreign companies – Payroll, accounting, statutory
compliances and business advisory services.
 Renowned expertise in handling domestic
taxation and transfer pricing.
 Aspiring to grow with clients and add value to
their business globally

What can KDP offer MGI
We bring local area expertise and deep experience.
Our endeavour shall be to share this knowledge with
the MGI Worldwide network and assist member firms
in developing further business/deepening their
relationship with their clients.
What does KDP hope to get out of MGI
We expect MGI Worldwide to provide us a bridge to
connect with global firms with whom we can form a
team and add value to our clients' business. Besides
this, we expect to build a platform that enables
sharing of local area expertise.

What are KDP’s areas of expertise & types of
services offered?
Areas of expertise:
 Setting up tax efficient entities for foreign
companies in India
 Transfer pricing advisory / study reports and
compliances
 International taxation
 Domestic taxation
 Audit & Assurance services
 Compliance under foreign Exchange Laws
(FEMA)
 Cross Border advisory
Types of services offered:
 Set up your company in India
 Outsourced maintenance of your company/office
in India
 Corporate law compliances
 Corporate Financial services
 Property Management
 Audit and assurance services
 Start-up ventures
 Transfer pricing study
 Domestic taxation
 Representation before Income Tax Department.
 Handling Mergers & Acquisitions
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BY JODY PADAR

 Announce key dates, like quarterly estimated
payments due (this instantly makes you look like an
expert).
5. Any social media channel
 Foster
regular,
positive
internal
staff
communications.
The list could go on and on.

One of the questions I get asked a lot by other
practitioners is, “How can I start radicalizing my firm?”
My answer is always the same: Take small steps.
Otherwise, believe me, the process can be
intimidating and overwhelming. But one small change
can lead to a string of others.

Social media outlets can be used alone or in any
combination. The key takeaway here is that social
technologies hold the power to fundamentally change
the way your firm broadly communicates, and how
you and your staff interact with one another, clients
and prospects.

SOCIAL BUSINESS 101
You are likely well aware of the social movement and
the cadre of “crazy” practitioners who are celebrating
a new way of doing business. This group of
professionals is calling for others to redefine their
firms (and lives) by moving away from the traditional
business model and incorporating elements like social
media into firm processes.

THE BENEFITS OF BEING SOCIAL
CPAs are always trying to get me to quantify what I
get from using social media as an engagement tool,
aside from just sales. Some don’t understand its
inherent value; others think I am just wasting my
time.

No matter the media format — Facebook, LinkedIn,
Twitter,
YouTube
or
Instagram
—these
communication tools are being applied within the
“New Firm” culture. Progressive firms are using these
tools to collaborate with clients and communicate with
the community in general. It is also how clients are
providing their information to firms in real-time.
Overall, it is how these firms are staying relevant and
keeping the outside world consistently informed and
educated about what goes on within their four walls.

My Twitter presence and ongoing social media banter
has paid off. People contact me all the time for my
opinion, including editors of large national
publications. This past tax season, for example, I was
quoted in USA Today. The editor reached out to me
directly. She wanted a quote. I did not call her and I
don’t have an expensive public relations team trying
to get me in national publications. I just have a big
mouth, an opinion, and social media presence.
Even if my phone doesn’t ring with a new customer,
that’s OK. They saw my article, my name, and the
name of my firm, and that all came from my social
media presence. That quote directly affects the
development of my brand. And my brand sets me
apart from every other firm out there. The ability to
close an e-mail with a link that says, “Did you see my
quote in USA Today?” is priceless for a sales asset.

TIPS & HELP
Start with Small Steps - Social media
tools are one way to start radicalizing
your firm

They are wrong.

TAKE ACTION, GET SOCIAL
Becoming a social firm can be accomplished in a
variety of ways. First rule of thumb: Don’t tackle all the
social media channels at one time. That can be
simply overwhelming. Consider how certain platforms
could work for you: Do you gravitate toward one more
than the other? Where is the audience you want to
reach? Here are a few examples of how a firm might
use social media channels:

GET PERSONAL
I have to admit, this type of success feels pretty great.
But none of this can happen if you are afraid to open
up about yourself.

1. Facebook

Consistently send out marketing campaigns.

Attract new clients.
2. YouTube
 Send proposals to prospects. (Yes, you read that
right!)
3. Facebook and LinkedIn

Attract new, qualified talent.

Become a thought leader by posting articles (use
LinkedIn for this).
4. Twitter

Just think about how much easier it would be to talk to
a prospect if they already knew a little about you —
and I mean you, not just the generic newsletter-type
information most firms approve for firm team
members to post publicly.
They actually get to know you. Yes, this means your
likes, your personality, your “selfies.” Each one of us
is unique and it’s that uniqueness that makes others
“like” you. People do business with people. They
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media and the power it offers today’s fast-moving
firms.

always have. Consumers today want to know you at a
“friend” level. By watching an individual’s social
stream, the followers are able to pick up that you are
a nice and friendly guy — and can make smart
comments about business. Followers quickly become
“friends.”

Jody L. Padar, CPA, MST, is CEO and principal at
New Vision CPA Group and author of The Radical
CPA. Follw her at @jodypadarcpa.

THINGS GET REAL
When I say this, I mean that your life is about to get
way more transparent.
But that isn’t a bad thing.

10 Ways Your Business Can Create a
Company Culture That Rocks!
BY KAYLA MATTHEWS

It’s important to note that for some accounting firms,
there is the fear of being too transparent. It is true that
a lot of what you are doing is available online when
you actively use social media.

Company culture is not a nebulous concept. The
phrase simply refers to the overall mission, values,
and personality of your culture, and how those
translate into an employee’s experience at your
company. It is clear that crafting a trusting, informed,
fun, creative company culture results in a foundation
that will support success and attract driven, likeminded employees.

You have to make sure you are OK with this, but you
also have to understand that it’s not so much a
business-to-business world anymore. We are living in
a
business-to-individual
world,
where
more
companies are putting it all out there and sharing
information with clients and prospects to appeal to
them on a “friend” level. This helps to build rapport,
trust and loyalty. Consumers want to get to know
those they are doing business with; it just feels good.
In other words, it’s okay to get personal.

We present 10 simple yet concrete ways you can
enrich your company’s culture and make your
business the place where EVERYONE wants to work!
1. Practice Transparency
Like company culture, transparency sounds like just
another buzzword, but it’s just as simple and
important as company culture. Transparency refers to
being honest and upfront with employees and
customers. It’s proving you have nothing to hide by
hiding nothing.
For example, all employees should be kept up-to-date
on your company’s performance, so be completely up
front about how your company is doing financially.
Doing so provides a concrete link back to employee
performance, and will either encourage employees to
continue the good work or motivate them to do better.

I believe the ability to get personal is what makes
social media so powerful. It’s a matter of ensuring that
communications are appropriate and contain the right
message in order to draw individuals closer to you. If
you do this, something magical happens: You draw
clients who share similar values.
It won’t happen overnight, but I guarantee if you give
social a chance, you will see similar events unfolding
for you as well.
YOU GOT THIS!
Based on all that’s been discussed here, have you
noticed that social media isn’t so much about
marketing as it is about the pace of informationsharing and the deeper level of communication? This
is what has rocked the boat and disrupted the old firm
model, because old ways of doing business simply
don’t meet today’s customers’ needs. Consumers are
social — they research products and services via
social media channels. Consumers are hungry for
information and they find it within the social space.

2. Encourage Independence
In today’s increasingly digital world, there’s no need
for every employee to remain chained to their desks
from 9 to 5. Instead, encourage independence and
time management by allowing more flexibility in start
times and work-from-home options.
Many companies mistakenly assume that employees
can’t handle such freedom, that independence is a
freedom that must be earned. Instead, assume that
employees can perform independently until they
prove otherwise. Such mindsets help eliminate
unnecessary micromanaging, which in turn motivates
employees by affirming self-worth.

Social media and how to apply it in today’s new firms
is one of my favorite topics for discussions because I
know it is where the new generation of clients “live.”
Social media is a powerful tool; firms just need to
invest the time in figuring out how to use social
networking so that it is a good, positive fit within their
firm operations. Follow me to learn more about social

3. Show Trust
Encouraging independence is a big part of showing
trust, but don’t stop there. Do away with antiquated
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8. Allow Feedback
Encouraging employee feedback goes hand in hand
with transparency and encouraging strengths. Allow
employees to take pride in and ownership of the
company’s success by being receptive to their
feedback. Give them room to tell you if something
isn’t working, or if they have ideas for improvement.

and belittling means of exerting control such
as limited Internet access or content filters.
Employers are tempted to exert these — and other —
means of control out of fear of employee
procrastination or poor performance. However, these
controls only highlight the lack of trust and drive
employees away. Again, you have to start with the
assumption that employees can be trusted to do their
jobs well, intervening only when the need arises.

9. Provide Training
You may not be able to fully fund continuing
education classes for all employees, but you can
support, encourage, and reward those who choose to
pursue education and training. Do your best to
provide in-house training opportunities, and come up
with a reward system for independent options like
completing video tutorials, attending conferences, or
keeping up on industry publications.

4. Encourage Strengths and Interests
Acknowledge that every employee has a unique
perspective and specific strengths to bring to the
table. Furthermore, recognize that those strengths
may ultimately deviate from the employee’s original
job description.
Employees who are allowed to pursue their passions
and strengths often do so to the benefit of the
company. If an employee sees a need and is
passionate about filling it, don’t let rigid titles and
hierarchies prevent them from pursuing it. Instead,
allow flexibility and encourage lateral moves as needs
arise and strengths reveal themselves.

10. Celebrate Together
A positive company culture results when the positive
is accentuated and celebrated. Evaluation and
criticism have their place, but be intentional about
focusing on the positive.
Take time to celebrate not only when your company
experiences a “win” but when employees “win” as
well. Commemorate company awards and successes
as well as personal milestones for employees, like
birthdays, weddings, births, or new degrees.

5. Join Industry Groups
It’s relatively easy to join a group or association in
your industry because every industry has them; these
organizations aren’t just for show. Participation in
industry groups provides a wider sense of
connectedness within an industry, providing
opportunities for networking, collaboration, and the
sharing of knowledge and experiences.

Enriching your company’s culture is about more than
buying a round of beers or throwing a few parties. A
great company culture draws out the best in
employees by promoting loyalty and camaraderie
through a dedication to trust, transparency, and
positivity.

6. Offer Perks
Company finances may dictate how much you can
offer, but they shouldn’t dictate what you can offer.
There are a variety of perks you can provide to your
employees that will contribute to a happy, cooperative
atmosphere.
For example, you don’t have to retain a fleet of
massage therapists or maintain a five-star gym to
provide health and wellness perks. Instead you could
encourage a rec team, coordinate running or walking
groups, provide a shower and storage area so
employees can choose to bike to work, offer
discounts on gym memberships, or provide fitness
tracking devices.

Kayla Matthews is a business solutions blogger with a
passion for enriching workplace productivity and
organizational wellness.

Make Sure Your Partnership Operates
Like a Team
BY DAVE WEDDING AND MARK MASSON

Nobody likes a back-seat driver, and nobody feels safe
when the two people in the front seat are arguing about
every element of a road trip. The same is true in a
partnership. When management and the board disagree on
direction, managing growth or any other key decision, the
entire organization is at risk. Partners feel unsafe.
We’ve seen it many times: Promising organizations led by
visionary managers and experienced directors suddenly
become paralyzed when top leaders can’t agree. Like two
people in a car both trying to grab the wheel and control the
gas pedal, the results aren’t pretty.

7. Encourage Fellowship
The saying goes: “Families that play together, stay
together.” Apply that proverb to your work family. Fun
activities that encourage employees to enjoy each
other’s company outside the workplace yield positive
results inside the workplace. Facilitate a variety of fun,
relationship-building events like picnics, game nights,
beer tastings, holiday parties, costume contests,
creative competitions, and more.

This is particularly true in accounting firms and other
partnerships. Power struggles abound. Managers and
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Understanding the “soft code” — where to focus — is just
as important and is frequently a major governance
challenge.

directors sometimes view each other as hurdles to be
cleared —and they keep information from each other.
Issues of pricing, client acquisition or talent management
get ignored, and ultimately, overall growth suffers.

We see it all the time: The board and management may
start with different agendas and different priorities. The
board might rank succession issues as a priority.
Management might see strategic acquisitions as an
imperative. Having multiple and different priorities is a
surefire way to achieve nothing.

But these kinds of battles are avoidable. We’ve seen how
leaders at many partnerships can follow guiding principles
and implement governance solutions to keep managers and
directors comfortable with their authority, focused on the
business and confident that their firm is in the right hands.
DRIVER SAFETY
Like the rules of the road, knowing how to manage
complicated situations — who yields to whom in a traffic
circle, for example — is the difference between orderly
traffic flow and a fender-bender. In a business organization,
these rules are just as important, and they usually exist in a
partnership agreement, the “hard code” of an organization.

There are ways to avoid this. For instance, the board,
management and partners might aim for a regular exchange
of ideas. The format may vary to suit the organization’s
needs, but the results should be the same: meaningful
communication, full participation and clear alignment on
priorities. Set a scorecard for personal and organizational
results before these interactions. Be rigorous about how you
evaluate options. Hold each other accountable while
working together on execution. And remember: As long as
leaders respect the priorities, the likelihood of achieving
them goes way up.

Too often, organizational leaders sign these documents and
stash them away. They find the language too hard to distill.
There might be a high threshold for change. Or the partners
may simply get caught up in the daily management of the
business. After all, who needs to look at the owner’s manual
until there’s a serious problem?

PLEDGE TRANSPARENCY
Even among well-intentioned leadership teams, some
things are bound to break down. Uncertainty creeps in.
Directors may assume incorrectly that managers know what
information and considerations to bring to the board.
Managers may assume that directors know when to provide
oversight and when to step back and let managers handle
specifics. This is especially true in moments of crisis, when
the stress on a governance structure is at its greatest and
the need for communication is at its highest.

But partnership agreements are the first and most
comprehensive place to look for decision-making authority.
Leadership ideally should review these agreements every
five years, with a goal of making sure the firm’s future is
secure and ensuring the agreement is flexible enough to
change with trends in the marketplace, especially the
evolving roles of the board and management. It’s a living
document that should make it easier for managers and
directors to know who is accountable, who needs to make
decisions and how hard issues should be handled.

A smart way to avoid these conflicts is to agree to no
surprises. Learning of a board decision or management
effort through the media or some other outside party is
unacceptable. Leaders have to make time to invite
questions, discuss goals, communicate tactics and evaluate
progress. And they must regularly assess how well they are
engaging each other.

DRIVE ENGAGEMENT
Effective governance also requires partners to look closely
at the needs of the entire organization. Partners simply
need to be involved — and not just have a few superficial
discussions. They need to look under the hood and really
understand all aspects of the business.

SPEAK AND ACT WITH ONE VOICE
One of the most critical behaviors for directors and
managers is to speak with one voice. Partners tend to
behave differently if they hear inconsistent messages
among the board and management. They should always
walk away from leadership meetings with a clear and unified
perspective on progress, decisions and potential
challenges.

We’ve found that some of the most successful leadership
transformations involve this kind of engagement. First, the
partners commit to necessary change. They oversee the
process and don’t walk away without achieving measurable
results. Second, partners commit themselves to learning
about governance issues, so that in addition to focusing on
meeting client challenges and developing talent (two areas
where partners are expected to deliver), they can work
closely with directors on broader firm wide issues.

Leaders have to set aside time to agree on these
messages. Decisions should be supported by all outside of
the board room. Leaders should follow an integrated
communication plan so that critical messages are issued,
repeated and put into practice across the organization.
Focusing on the message and its impact from the outset
can lessen the burden on the board and management —
and give all partners confidence in the future of the firm.

And no matter where leaders stand, they should back up
their decision-making with data. Justify and support
recommendations with facts. A full explanation of options,
benefits and ultimate recommendations for changes in
governance adds rigor to the effort and ensures that only
the most important changes are made.

These steps are all essential elements of a strong
governance structure — knowing the responsibilities of key
leaders, agreeing to address problems as they come up,
promoting firmwide understanding among key players and

CREATE CONSENSUS
While the “hard code” — partnership agreements, is critical
to high-performing governance, it won’t do the job alone.
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focusing on the value of consistent communication. Ask any
two friends on a road trip: A few rules at the outset of the
adventure can create a smoother ride.

to report to the head coach, who will work to see that
everyone acts in concert, with every financial move
made in sync with the client’s personal goals and
objectives in focus.

Dave Wedding is chairman of the Partnership Board
and managing partner of the Mid-South Market
Territory at Grant Thornton, and Mark Masson is a
principal at Axiom Consulting Partners.

TAKING THE LEAD
The role of the financial head coach is to make sure
the team operates as a team, and not a collection of
narcissistic subject matter experts competing for the
attention of the client. This head coaching role should
reduce conflict in that the head coach should evaluate
the advice offered by each expert and help the team
owner (the client) make decisions that are in their best
interests based on a deep understanding of the
personal situation and their most important dreams
and goals.

Working as a Team - Dealing with your
clients’ other advisors
BY JOHN P. NAPOLITANO

Working with your clients’ other advisors to create a
cohesive, highly functional team to offer proactive and
holistic advice is how things are supposed to work.
But in reality, most clients don’t have teams. They
have a collection of subject matter experts who are
called upon when needed.

From my perspective, the financial planner is best
suited to be the head coach. With training and
education that is inter-disciplinary in nature, the
planner is in a good place to understand the subject
matter experts, and be able to help integrate with the
other moving parts of the financial plan. If you are a
CPA who truly practices holistic and proactive
financial planning, you are in an even better position
to serve as the personal financial head coach. Don’t
fake it here. You are either a real, holistic
planner/head coach or you are not. Clients deserve
more than lip service about financial planning. The
advisor who preaches planning but stops acting
proactively and holistically after they get the assets to
manage or sell their product is doing a disservice to
the client and the profession.

Each frequently operates within their area of expertise
and rarely collaborates on a proactive basis or
considers the implications of the other related subject
matters.
Like all good teams, a client’s financial team needs a
great leader. The team needs someone to act as
head coach; one who will take accountability for the
direction of the team and the results achieved by each
subject matter expert on the team. Most of a firm’s
best clients already have a lot of advisors. In fact, it is
entirely possible your A clients have as many as 20
allied professionals.

How do you actually become the head coach? You’ve
heard the saying, “You get what you ask for” haven’t
you? The same applies here. First you must educate
your clients on the role. It is distinctly different than
the way that most clients operate their financial lives
today. For those with a desire for complete oversight
and those with a complex financial situation, this level
of service is ideal.

And under this scenario, the client is being asked to
listen to and take advice from any of these 20
different professionals at any point in time. This
approach heightens the possibility that your client
hears disparities among the various team members
regarding the advice given to a client. By now, your
client is fully confused. In this case, your client is
acting as their own head coach or wealth manager.

Let your clients know you are capable and eager to
serve in that role. The hard part starts when you need
to deliver what you preached. For many CPA firms,
this may mean beefing up your current offering. You
may need to upgrade your systems, staff and
expectations regarding engagement fulfillment. This
may even require serious infrastructure changes with
your RIA or affiliation partner.

Most clients are not capable of serving as their own
head coach. The head coach needs to be
knowledgeable about all of the subject matters the
team may need to consider as they strive to address
all of the client’s life goals and objectives. The client in
this scenario is analogous to the owner of a
professional sports team, and should be occupying
the owner’s suite, watching the game from the top
and charting the direction and objectives of the family.
In financial terms, as the team owner, your client
would be laser-focused on their life goals, and live
each day with purpose toward pursuing their vision for
an ideal future. The client will ask the team members

IN WRITING
This head coaching engagement starts as you would
start any other engagement. There would be an
engagement letter and a fee agreement. Head
coaching is more than a cursory planning review of
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other related areas; it is an in-depth examination of
everything in your client’s financial life. The head
coach should be prepared to analyze everything from
cash flow to ownership of assets and integrate that
with their plan to mitigate or manage risk for property,
liability, earnings and life. The plan must also
coordinate with their investment plan, their desire to
mitigate the adverse consequences of taxation, a plan
for retirement, an estate plan, a business continuity
plan, family governance and whatever else is
significant and important.

other advisors who may be looking to undermine your
role or bring in their own buddy as the planner/head
coach. To mitigate this, it would be ideal if your client
is willing to introduce you to these other advisors as
their personal financial head coach. When the client
notifies the other advisors that you were chosen by
them to lead the team of professionals to guide the
family on their financial journey of living their vision for
an ideal life, it has force and effect.
This first phase of acting as head coach, where you
are meeting the other advisors and analyzing
everything, could take up to six months. Don’t be shy
about billing; this is one of the few services that most
clients haven’t experienced before and one that
frequently adds value.

During the course of this examination, it is likely you
will encounter areas that require more in-depth
analysis and knowledge than your team’s current
capabilities will allow. This is where you would get
your first interaction with the client’s other advisors.
This may be good or not so good. Make it clear to
your clients that, as the head coach, you will be
making assessments of the capabilities and fulfillment
skills of these other advisors. This gets tough if your
client has had a long-term relationship with some
other professional who isn’t carrying their weight or
hasn’t delivered services or products that are always
in the best interests of the client.

You may not need to see all of the other advisors
regularly, but it is important to build rapport and have
enough of a relationship to support each other as
needed. It would be ideal to speak with or see the
other advisors on an annual basis, and document the
meeting or discussion.
You will also need the client’s written permission to
share any confidential information about the client in
order to get timely and relevant support from your
team members. Each team member should also have
written agreements with the client for confidentiality
and non-disclosure of information beyond their staff of
other team members.

When you do run into incompetence at the assistant
coaching level, it is your fiduciary obligation to point
out the deficiencies and offer a solution. The solution
may be an introduction to a capable professional or
you fixing the problem to the extent that you can. Your
fix can come from within the firm for an additional
investment of time or by securing another outside
professional to serve. But beware — fixing it yourself
may put constant pressure on your resources and
alter your ability to effectively serve as head coach. In
some cases, it may be prudent to walk away from an
engagement if your client refuses to upgrade an
inadequate assistant coaching staff of subject matter
experts.

As with any engagement, the head coaching
engagement also needs to be in writing, with clear
and understandable recommendations. Your annual
meetings should track progress on goals and
objectives with clear recommendations for changing
course or different objectives.
My vision for our profession is all financial planners
will hold up to the fiduciary standard as their clients’
personal financial head coach. The good news is your
clients have access to tremendous amounts of
information and can understand that they need
something more than the old-school planner who
gives lip service to holistic and proactive wealth
management. And if you do a great job as head
coach, and integrate the services of your client’s other
advisors, these other professions will also see the
benefits of head coaching services, and that would be
really good for your business and our profession in
general.

A good subject matter expert assistant coach will offer
thoughtful analysis within their area of expertise and
in the context of the client’s goals and objectives, be
open to new ideas, and be willing to evaluate the
consequences of other recommendations on their
particular area of expertise. We frequently ask for
such analysis and advice in writing to document the
due diligence process and create stronger support for
the basis of the overall recommendations.
Make sure you have met and interacted with all of the
other professionals in your client’s financial life. This
is a significant part of the process and may also
provide a way to add to your extended bench of likeminded, high-quality professionals with whom you
build a relationship that grows beyond any one client.
In a defensive way, it will also help to identify the

John P. Napolitano CFP, CPA, is CEO of U.S. Wealth
Management in Braintree, Mass. Reach him through
JohnPNapolitano on LinkedIn or (781) 884-2390.

13

Invest in India, get permanent residency
for 10 years:

MGI ASIA COUNTRY UPDATE






Hong Kong, Russia tax treaty in force


On July 29, 2016, the agreement between Hong Kong
and Russia for the avoidance of double taxation and
prevention of fiscal evasion with respect to taxes on
income has entered into force.




After the completion of ratification procedures on both
sides. It will be in effect in Hong Kong for any year of
assessment beginning on or after April 1, 2017.

The Union Cabinet decided to grant the
permanent residency status (PRS) to foreigners if
they invest INR100 million over 18 months or
INR250 million over three years.
The foreign investment should generate
employment to at least 20 resident Indians every
financial year.
The status will allow multiple entry to to the
holders for 10 years, which can be extended for
another 10 years subject to the good conduct of
the holder
During this period, the PRS holder would be
allowed to buy one residential property.
Their spouses and children would also be allowed
to work or study in India.
The scheme would not be available for Pakistani
and Chinese citizens.

The PRS scheme is yet another welcome step to
strengthen the "Make in India" program, and will
encourage more inward movement of foreign
investment. It will help in ease of doing business in
India.

(Source from: http://www.ird.gov.hk)
Contributed by Kenneth Chau & Co

Contributed by Kamdar Desai & Patel

India has amended the Constitution for
GST

Changes in Audit threshold for medical
corporations

The Constitution Amendment Bill for Goods and
Services Tax (GST) has been approved by the
President of India, Pranab Mukherjee on the 8 th
September. The Cabinet also approved the setting up
of the GST Council, which will decide on the GST
laws, determination of the rates and developing
administrative framework to introduce the GST.

In Japan, medical corporations, whose sales is over
JPY 70 million or liabilities is over JPY 50 million, and
social medical corporations, whose sales is over JPY
10 million or liabilities is over JPY 20 million, are
obliged to be audited. As a result, about 1000 medical
corporations are estimated to be audited from 2018.

The Government of India is committed to replace all
the indirect taxes levied on goods and services by the
Centre and States and implement GST by April 2017.
With GST, it is anticipated that the tax base will be
comprehensive, as virtually all goods and services will
be taxable, with minimum exemptions.
Sourced by Audrey Danasamy
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NEW REGULATORY MEASURES TO
FURTHER RAISE AUDIT QUALITY IN
SINGAPORE
Singapore’s audit regulator, the Accounting and
Corporate Regulatory Authority (“ACRA”), will soon be
introducing new regulatory measures to ensure high
audit quality standards are maintained by auditors.
This was announced at the Singapore Accountancy
Convention 2016, held on 25 August 2016.
The new measures to be introduced were developed
following a review by ACRA of the audit inspections
carried out under its Practice Monitoring Programme.
The new measures are as follows:
(1) Setting targets for the six audit firms that are
part of the Global Public Policy Committee
networks that perform listed company audits;
(2) Introduction of Audit Quality Indicators targets
to provide firms and audit committees with a
common yardstick to compare audit quality;
and
(3) Publication of inspection outcomes for public
accountants who fail two successive
inspections.
A recent survey of retail and institutional investors
revealed that investors continue to place a premium
on audited financial statements. The new measures
are being introduced as audits are crucial in
maintaining continued stakeholder trust in the
financial reporting ecosystem.
Contributed by MGI Alliance PAC

15

