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implement or rectify to ensure some form of
compliance with the quality control requirements.

What usually is a slow and gradual winding down
towards the end of the year has been overshadowed
by global events. Despite the hype about disruptive
technology, disruption was the clear winner this year.
Brexit, an unexpected result in the US presidential
election, demonetisation of the Indian currency and
the resulting plummet in gold prices, the sudden
resignation of the New Zealand Prime Minister, and
the list goes on. Every continent had its share of the
limelight this year. Given the sheer magnitude of the
above events, one can be forgiven for glossing over
the gross misconduct by one of the world’s largest
accounting firms which resulted in a record fine
imposed by the PCAOB.

And on that note, I wish all members and their
families a Merry Christmas and a Happy and
Prosperous 2017.

Imran Assan
Area Leader – Asia

The year ahead is already starting to look like a page
from a horror novel. Populism has resulted in a lean
towards de-globalisation. Export driven economies,
which have hitherto enjoyed the fruits of free trade
agreements, are finding themselves on wobbly
ground. Tax amnesties have yielded better than
expected outcomes, causing large capital outflows
from low tax jurisdictions and perceived “safe
havens”. The rise in disruptive technology has
displaced several bricks-and-mortar businesses.
Retail outlets and bank branches are closing down in
unprecedented numbers. The slowdown in the oil and
gas industry has caused an estimated $600 billion
worth of projects through 2020 to be cancelled or
deferred. One can only guess how many
redundancies were from the oil and gas industry
alone. If all this is making you wonder if the world is
headed towards an abyss, fret not. The good news for
us (at least for now) is that the services of an
accountant will always be required.

BLOCK THE DATES - MGI MEETINGS
2017
European Talent Meeting
20 January 2017
Frankfurt Airport, Germany
MENA Area Meeting
25 - 26 January 2017
Riyadh, Saudi Arabia
Australasian Area Meeting
06 - 07 April 2017
Adelaide, South Australia

Accounting frauds are almost always followed by
reprisals against auditors, who are constantly being
asked “to do more” by regulators and investors, but
“not to charge more” by their clients. To enhance the
communicative value and relevance of the auditor’s
report, the relevant auditing standards have been
enhanced so that there will be greater informational
value to the auditor’s report and consequently, greater
confidence in the financial statements.

North America Area Meeting
18-19 May 2017
Scottsdale, Arizona, USA
Latin America Area Meeting
25-26 May 2017
Guatemala

Closer to home, MGI Worldwide will be starting its first
round of quality reviews on network firms in 2017. I
would urge all network members, regardless of when
their firm is going to be reviewed, to start taking
proactive steps to ensure they have the right quality
systems in place. The very detailed questionnaire,
which all network firms would have already filled up,
contains a wealth of information as to what are the
various policies and procedures you can immediately

Asia Area Meeting
4-5 August 2017
Bangalore, India
Global AGM
18-20 October 2017
Frankfurt, Germany
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MGI ASIA MEMBER NEWS

MGI GLOBAL NEWS

Indonesia firm appointed auditor for
listed company

2016 Global AGM ends successfully
This year’s Global AGM Conference was held on the
19-21 October at The Ritz-Carlton, Santiago, Chile.

MGI GAR appointed external auditors for the year
2016 of listed company PT Bakrie Telecom.

The meeting attracted more than 90 delegates,
including accompanying persons, which was more
than expected and great to see. Our hosts, Hernán
Espejo and Viviana Rojas from MGI Hernán Espejo y
Asociados Ltda., were delighted to welcome their MGI
colleagues from around the world.

The company is a telecommunication services
provider. The Company provides fixed digital radio
cellular telecommunication network and services.

KWSR adds a new partner

The conference opened with a “Speed Networking”
session where delegates had opportunity to present
their business as part of a 60 second speech to each
other.

Khan Wahab Shafique Rahman & Co, Chartered
Accountants, (KWSR) have inducted a new Partner
Mr. Sheikh Zahidul Islam, MBA ACA with effect from
1st November, 2016. He qualified in the year 2011 and
is an associate Member of the Institute of Chartered
Accountants of Bangladesh (ICAB)

This was followed by various presentations including
a “magic show” to inspire members to be creative and
to think outside the box!

Mr. Zahidul Islam was trained and
qualified with KWSR. Before joining
as a Partner of the firm he worked at
various banks for more than 16 years
at various positions.

Day Two continued with firms sharing some
remarkable stories showing how their firms have
gained from membership by leveraging the brand,
building relationships and attending meetings.
The evening programmes included a great spread of
Chilean and international food, accompanied by
excellent wines. The last day culminated with wine
tasting and dinner at Viñas Santa Rita.

Sponsorship for the AOTCA International
Tax Conference cum CTA Conference
2016

For full meeting highlights and to download
presentation files from the event, members can visit
the mgiworld.com website Member Area > Meeting
Highlights section

Kenneth Chau & Co., MGI Hong Kong were one of
the Gold Sponsors of The Asia Oceanic Tax
Consultant’s Association (“AOTCA”) International Tax
Conference cum CTA conference 2016 which was
held in Hong Kong on 5-7 October 2016.

MGI welcomes new members
Over the last 3 months MGI approved the
membership of GNK Group, based in Moscow,
Russia and Baines Trust and Corporate Services Ltd
of Mauritius

Senior Partner Mr. Kenneth Chau and Partner Mr.
Ken Yeung were invited to participate in the
Conference and Mr. Ken Yeung represented the firm
at the gala dinner.

The former was founded in 1995 and specialises in
the fields of audit, accounting and tax services. GNK
Group CEO, Elena Kurochkina, is the organisation's
key contact and is one of two principal partners, with
the firm itself employing a total of 31 professional
staff.

Senior Partner Mr.
Kenneth Chau and
Partner Mr. Ken
Yeung at AOTCA
International Tax
Conference

Baines Trust is based in Ebene, a cybercity on the
island nation of Mauritius. The firm provides a full
range of corporate management, advisory and
outsourcing services in the fields of accountancy and
investment management.
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New IC member appointed

IASB Unveils 5-Year Plan for International
Standards

José Sedes has been elected to follow Ricardo Ruiz
at the end of his term as the International Committee
(IC) Member for MGI in the Latin America Area.

The International Accounting Standards Board has
released its five-year work plan for International
Financial Reporting Standards, with a focus on
completing its insurance contracts standard and
revising its conceptual framework.

José is Managing Partner
of member firm, Consultora y
Administradora
SuizoUruguaya
S.A.
(CASU),
located
in
Montevideo,
Uruguay and he has been on
the MGI Latin America Area
Coordinating Committee for
some time.

PROFESSIONAL
NEWS
AROUND THE WORLD

The IASB anticipates issuing both documents next
year. The board is also aiming for “better
communication” in financial statements as a central
theme in its standard-setting over the next five years.
The IASB issued an agenda consultation last year to
gauge feedback on what should go in the future work
plan for IFRS. “The 2015 Agenda Consultation has
provided valuable input from a wide range of
stakeholders around the world,” said IASB chairman
Hans Hoogervorst in a statement. “It has helped us
develop a focused work plan for the next five years
that will further improve financial reporting
internationally and where Better Communication in
financial statements will be a central theme.”

FROM

ISA 250 (Revised), Consideration of Laws
and Regulations in an Audit of Financial
Statements

The IASB said it also plans to continue to provide
support, including online, for implementation of new
IFRS standards. It will also maintain its existing
standards
through
the
IFRS
Interpretations
Committee and post-implementation reviews. In
contrast, the IASB intends to reduce the number of
research projects to allow its stakeholders to engage
in the IASB’s work “more fully and to ensure timely
completion.”

In July 2016, the International Ethics Standards Board
for
Accountants
(IESBA)
introduced
new
requirements to the Code of Ethics for Professional
Accountants (the IESBA Code) addressing noncompliance with laws and regulations (NOCLAR),
which becomes effective on July 15, 2017.
In response to the new requirements addressing
NOCLAR in the IESBA Code, the IAASB has made
limited amendments to ISA 250 (Revised) and other
International Standards. These amendments address
actual or perceived inconsistencies of the scope of
laws and regulations and approach to identifying and
dealing with NOCLAR. This enables the IAASB’s
International Standards to continue to be applied
effectively together with the IESBA Code and clarifies
and emphasizes key aspects of the revised IESBA
Code in the IAASB’s International Standards. The
IAASB’s International Standards comprise the
International Standards on Auditing, the International
Standards on Review Engagements, the International
Standards on Assurance Engagements, and the
International Standards on Related Services.

A video overview of the IASB’s main priorities in the
plan has been posted here.
Source: Accounting Today

The Indonesian Institute of Accountant
(IAI)
issued
Indonesian
Accouting
Standard No 70
IAI has issued the Statement of Financial Accounting
Standards (PSAK) No. 70, Accounting for Asset and
Liability of Tax Amnesty. PSAK is a guide for entities
in preparing its financial statements after the
enactment of Law Number 11 of 2016 on Tax
Amnesty.PSAK provides an option for taxpayers who
want to take advantage of the Tax Amnesty program.

ISA 250 (Revised) becomes effective for audits of
financial statements for periods beginning on or
after December 15, 2017, with a similar effective date
for standards for other services.

IAI expects taxpayer to report additional assets,
including additional debt. So additional assets, wealth,
including the additional debt to acquire the asset, will
also have to be reported

For more information: http://www.ifac.org/publicationsresources/isa-250-revised-consideration-laws-andregulations-audit-financial-statements
Source: IFAC website

Source: KAP Gideon Adi
3

Accounting Standards Board of Japan
(ASBJ)
issues
“Japans
Modified
International Standards (JMIS) Exposure
Draft No. 3

TIPS & HELP

On December 6, 2016, the ASBJ issued the proposed
amendments to "Japan's Modified International
Standards (JMIS): Accounting Standards Comprising
IFRSs and the ASBJ Modifications".

BY BENOY TAMANG

10 Habits That Threaten Your Firm’s Data
Security
They’re just old habits. You likely do them without even
thinking. But these 10 habits could be making your
company vulnerable to hacks and other cyberattacks
1. Sharing passwords. It may not seem like a big deal to
share your password with a co-worker that you’re close to,
but even if that person is completely trustworthy, someone
else may overhear you. You should always keep your
passwords completely confidential to ensure that they don’t
fall into the wrong hands.

This exposure draft was issued based on the
endorsement process that the ASBJ undertook on the
Standards and Interpretations (collectively referred to
as 'Standards') issued by the International Accounting
Standards Board (IASB) from January 1, 2014 to
September 30, 2016 which become effective by
December 31, 2017.

2. Using identical passwords. More people are guilty of
this than would care to admit it, but the fact remains that it’s
simply easier to remember one password for all of your
accounts. But using an identical password makes it easier
to hack every account you have. If you need to, get a
password app to keep all your passwords safe, and use a
different one for every one of your accounts.

No deletion or modification to the Standards was
proposed this time.
Source: PwC Japan

3. Using unsecure Internet. Getting work done at
the airport or while you’re sitting at your local
Starbucks may seem like a good idea at first, but if
you have confidential information on your device, it is
a serious data security risk. Public Internet
connections make your information accessible to
anyone who has the know-how to access it. Only use
secure Internet connections to get work done, and
save public connections for personal browsing
purposes.

Happy 2017

4. Not purging files. Some documents that contain
sensitive information eventually become obsolete or
outdated. When this occurs, it’s important that you
purge the files from your system. The longer these
documents are on your computer, the more likely it
becomes that they’ll be compromised.
5. Using unencrypted USB drives. It’s quick and
easy to grab a USB drive and save some files to it
before you leave the office. But it’s important that you
ensure that the drive you’re using is encrypted. If you
were to lose an unencrypted drive, anyone who found
it could access the information you stored.
6. Not reporting lost equipment. We’re only human,
and sometimes we lose things. But when you lose a
work-related device — whether it’s a laptop or a USB
drive — you may be tempted to keep it quiet to avoid
any repercussions. (Or you may just think it’s not that
big of a deal.) It’s important that you report any lost
devices so that your firm can take measures to
protect the data that was contained on those devices.
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7. Leaving computers unattended. When you’re
working outside the workplace, you may not even
think about stepping away from your laptop for a few
moments to grab a coffee or toss something in the
garbage. But when it comes to confidential data, you
shouldn’t leave your computer unattended for even a
moment. It only takes a few seconds for someone to
grab your laptop and run, or to copy some information
off of your screen. Always keep your laptop within
easy reach when in a public area.

One of the best ways to build trust is to always deliver
on your promises and commitments. When you
commit to follow up on an issue, take ownership and
do just that. A common mistake and “trust-buster” is
failing to regularly communicate your status and not
keeping the involved parties adequately informed.
You know how frustrating it is when you are waiting
for information that is vital to your business, so avoid
becoming the cause of frustration for your clients,
prospects or colleagues by applying great follow-up
skills.

8. Not using privacy screens. Whether you’re at
work or working remotely, it’s important that you use
privacy screens when working on confidential
documents. Any time you step away from your
computer, lock it with a privacy screen so that
passersby can’t see the information you are working
on. Failing to do so is an easy way to compromise
clients’ personal data.

Another way to build trust is to establish ongoing
relationships by keeping your clients and prospects
top of mind all the time and demonstrating that you
are thinking about them and their business concerns.
For example, if you read a newspaper story, online
article or blog that may be of interest to a client,
prospect or coworker, forward the link or copy and
send the article. Include a short personal note about
how the information may interest or affect them,
whether positively or negatively. Your short note or
interpretation is a value add, which is particularly
effective in demonstrating that you are keeping them
in mind. An enhanced opportunity to demonstrate
your sincere interest exists when you encounter an
article or some information that enables you to
leverage a third party’s perspective to support an
idea, product or service you may have already under
discussion with them.

9. Using personal mobile devices. It’s common
practice these days to connect your mobile device to
the wireless network at work. But if that connection
can access private information, it should only be
accessed with secure devices. Your smartphone does
not have the security necessary to protect your firm’s
and your clients’ data and maintain compliance.
10.
Carrying
unnecessary
info
when
traveling. When you’re traveling for business, it’s
essential that you have access to the files and
information that you need. However, you should never
have more files than are absolutely necessary for
your trip. If your laptop becomes lost or is
compromised in some other way, every file on the
computer is now at risk; the fewer files stored on the
computer, the better. Your best option may be to store
them in a secure, encrypted cloud environment, giving
you full access to all the documents you need without
having to store them directly on your computer.

By maintaining regular contact, clients and prospects
learn to trust your motives and intentions and will be
more receptive to considering your advice or
proposal. To establish a trust-based relationship with
a prospect, do your homework and learn as much as
you can about their business and about the person
with whom you plan to meet. When meeting for the
first time, do not begin the meeting by selling your
firm’s services, but instead take the time to learn
about the prospect’s business, and look for ways to
help them.

Benoy Tamang is the CEO of Lehi, Utahbased eFileCabinet Inc., which provides paperless
document management software.

Skillful and tactful questioning will get your prospects
and clients to open up and share information and
insights to help you understand their needs. Ask well
formulated, open-ended questions to open up a
dialogue that allows you to learn about their business
and the challenges they are facing.

Building Client Trust in Your Accounting
Practice
BY BILL TAYLOR

Another great way to begin building trust is to stop
and listen to the answers to your questions. Use the
popular 80/20 rule and create a dialog where you are
listening to the client 80 percent of the time and
speaking only 20 percent. You may find this approach
difficult initially, but with practice you will uncover
important information, learn more about their needs,

How do you gain the trust of your current and
prospective clients, as well as colleagues,
subordinates and others with whom you do business
or want to do business?
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and signal to the client that you value and place great
importance on what they have to say.

several project approaches, we decided to provide
two options but strongly recommended one over the
other. The project we recommended was the least
expensive option for the client. The client accepted
our recommendation, engaged our firm, and we
delivered as promised. Our client was appreciative of
the selfless nature of our recommendation. Later,
when another opportunity arose, the client again
engaged our firm.

When building trust, it is essential to provide flexibility
and room for collaboration. Provide possible
scenarios and options when offering ideas and advice
to clients and prospects to actively engage them in
the process. Clients who are actively engaged often
allow a deeper level of interaction and provide more
perspective into preferred or alternative outcomes. By
offering alternatives and providing options, you
empower the client to think about how each offering
impacts their business. Take the time to thoroughly
review and discuss each option from top to bottom.
Full disclosure will help formulate a positive
impression about you and your firm.

It was our strong recommendation, made without
regard to our own self-interests, which cemented the
client’s trust in our firm. This well-placed trust was the
foundation for our client referring our firm to others.
As our relationship has grown, we have continued to
receive additional project engagements, often without
the requirement for a competitive bidding process.

Include and highlight both advantages and
disadvantages, demonstrating that you, as their
advocate, want them to see all sides before making a
decision. Knowing the client’s desired outcome
enables you to make better decisions and develop a
proper plan to achieve success.

Despite every effort, even the best CPA may not
always be able to obtain the exact outcome their
client had anticipated. Should this situation arise, a
meeting or call needs to be made to the client without
delay to deliver the news and discuss alternatives.
Your status as a trusted advisor is invaluable in these
situations and will enable you to work through the
difficulties as partners and not adversaries.
Less than ideal news is better received when
delivered from a trusted source. Your role and status
as a trusted advisor often facilitates a more rapid
transition to discussing alternatives. While the current
outcome may not have been the desired result, CPAs
who cultivate strong and trusted client relationships
are in a much better position to retain the client’s
business than those without a similar relationship.

To be considered in good faith your ideas must be
perceived by clients to have their best interest in
mind. Providing options that are not in the client’s
absolute best interest are usually quickly discovered,
if not by the client, then most certainly by your
competitors. If the client perceives, or worse,
determines that you have placed your own interests
before theirs, the trust you have worked so hard to
build will quickly be lost. The best client solution may
not always yield the most profit or best scenario for
you and your firm, but helping a client with the best
solution for them opens the door to future
opportunities.

During difficult economic times, CPAs who have built
trust-based client relationships may reap other
financial benefits, such as easier contract negotiations
and potentially having their statements paid in a more
timely fashion.

Our firm recently delivered an on-site business
development program for a large firm that focused on
the value of building trust-based relationships.

The single most important reason why prospects do
not engage is lack of trust. Building trust is an
investment whose ROI is often slow to materialize
and hard to quantify. By putting your client’s needs
first and always remembering “the relationship value
is greater than the engagement value,” you will build
trust more quickly and help secure clients for the long
term. As your client’s trust builds, your reputation will
grow, your referrals will increase, and your practice
will expand, allowing your firm to flourish.

We highlighted results from a survey conducted by
Miller Heiman that singled out lack of trust as the No.
1 reason prospects do not buy from a certain
provider. In fact, lack of trust was cited by over 50
percent of respondents as the single most important
reason buyers turned down a service provider.
In contrast, and by a vast margin, the second reason
given for not selecting a firm, no need for the
services, accounted for only 13 percent of the
responses. Extrapolating from these two responses
we learn that even if a client or potential client has a
need, they will not engage you if they do not trust you.

Bill Taylor is president of Corporate Ladders, a
business development consulting and coaching firm,
specializing in helping CPAs and other professional
services firms grow top-line revenues. He can be
reached
at
(201)
825-8296
or wbtaylor@corporateladders.com.

A few years ago, our firm was engaged with a client
on a critical business project. After considering
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2.
Profile
Your
Target
Client
Think beyond who can use your service. Just
because many people or companies could buy from
you doesn’t mean you should target them all. Instead,
consider which segments you can help most and
which segments are most likely to be a good fit with
your firm. Identify specific features that define that
segment.
For
example,
you
might
target
manufacturing companies with over 500 employees,
annual sales of $20 million to $50 million, and multiple
product lines in a highly competitive market. Voilá!
There’s your target client profile.

4 Steps to Growing Your Practice with
Better Prospect Targeting
BY LEE FREDERIKSEN

If we lived in a perfect world, the salespeople in your
firm (and if you’re a principal, that’s probably you)
would have an endless supply of qualified, ready-tobe-sold prospects itching to sign a contract with your
company. Sadly, that world does not exist.
Sales professionals are often challenged by the need
to develop X number of qualified leads to close Y
number of sales. But as the low-hanging fruit dwindles
and the stream of key prospects entering the sales
funnel turns into a trickle, they can find themselves
resorting to cold-calling, a thankless task that
consumes precious time, energy and resources—
usually with poor results.

3. Narrowly Define Your Target Clients
Individuals
or
organizations
possessing
the
characteristics, attributes or business structures of the
profile you’ve just created are your target clients. Our
research clearly shows that high-growth, high-profit
firms are focused on having clearly defined target
clients. The narrower the focus, the faster the growth.
Conversely, the more diverse your target audience,
the more diluted your marketing and sales efforts will
be.

There is a better way.
It starts with having a solid go-to-market (GTM)
strategy. This should not be confused with a
business plan. A GTM strategy is more tactical,
focused specifically on what services you’re going to
deliver, who you’re going to deliver them to, and how
you’re going to differentiate yourself from the
competitive pack while keeping your brand promise.
Let’s take a look at four fundamental steps for
developing a GTM strategy that will help you grow
your practice by better targeting your prospects:

4. Research Your Target Client Group
Research helps you understand your target client’s
perspective and priorities, anticipate their needs, and
put your message in language that resonates with
them. It also tells you how they view your firm and its
position in the marketplace.
Research reveals the “pains” your prospects
experience in their day-to-day business. With these
insights you can talk about your offerings in ways that
demonstrate you understand their pains and have a
“cure” for them. You can also use this knowledge to
create a unique, focused brand that sets you apart
from the competition. Without research, however,
you’ll be stumbling around in the dark, guessing at
what your audience really wants.

1.
Define
Your
Target
Markets
Most firms start with the services they want to offer.
This is a mistake because it focuses on the seller, not
the client. Instead, think about the kind of problems
you want to solve or which markets you want to be in.
Defining your target before you define what you’re
selling may sound backwards but consider this: which
of these options would be more attractive to you as a
buyer—something generic, or something you really
need and value?

Armed with a GTM strategy that clearly defines your
target audience, you’ll be able to focus your marketing
efforts on the right prospects—maybe for the first
time. The result? You’ll attract more qualified
business in less time with less spend and greater
profitability.

When you think about the kinds of problems you
solve, you are also identifying your target market—the
individuals or companies that experience those
particular problems.

Lee Frederiksen, PhD, is managing partner of Hinge,
a branding and marketing firm specializing in research
on the professional services market.

Alternatively, you can begin with the market or
markets you’d like to be in. Depending on your firm’s
collective skill sets and experience, there may be
several viable markets to target. Are there specific
industries, niches or geographic areas that are
underserved by your profession? These are potential
target market candidates.
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WHERE TO START?
Start with organizing service line and industry leaders, and
follow a proven path. Use revenue segmentation to assess
the source of firm revenues by service line and industry.
Then identify leaders who will lead the specific service lines
and industries. Many firms get this far, then stop. The key to
creating a process is in the steps that follow:

Pathways to Growth: The ‘I’ Word
What is sustainable innovation, and how
do you do it?
BY GALE CROSLEY, CPA

Everybody’s talking about innovation these days. The “i”
word may be over-used, but when it comes to growing your
firm, I’m an unapologetic believer in the power of innovation.
This is especially important for mature service lines.

Task the leaders with ownership of both the financial health
and the strategic direction of their revenue segment. These
two cornerstone roles require great clarity. Your leaders
should not be confused or distracted regarding these two
elements.

Let’s start with a working definition. I love the one offered by
Scott Anthony, author of The First Mile and other books on
the subject. He suggests that innovation is “something
different that creates value.”

Next, leaders must learn how to discover, validate and
evolve their growth strategy. Most CPAs are unfamiliar with
the three elements of growth. They are a specific
combination (think combination lock) of service, buyer group
and distribution channel. However, instead of discovering
this straightforward formula, most leaders feel pressure to
engage in non-productive activity like random acts of
networking, and “tactics looking for a strategy” (with credit to
Saul Reibstein, formerly of CBIZ, who could sum things up
in a nutshell!).

Accounting firms are often advised to innovate by
differentiating their services. After all, you can’t outgrow
your competitors if you don’t have new, shiny stuff on the
shelf! But try as they might, they continue to duplicate what
other firms are doing, which, according to Anthony’s
definition, is not innovation. I witness it constantly at the
market level, as industry and service line leaders struggle to
grow by executing disconnected tactics, and merely aspiring
to become famous.

Leaders and teams should continuously interview numerous
people in their individual markets to gain clarity around the
three strategy elements. Gathering market intelligence and
determining buyers’ issues — from technology to economic
conditions, competition and regulatory changes — is how
strategy emerges and innovation happens. It’s that “Aha!”
moment when service and buyer group dots connect and
your two leaders visualize an innovative and valuable
service.

Innovation at the market level involves meaningful
collaboration between industry and service line leaders, and
customizing services by industry/buyer group. But this
requires a deep understanding of the buyer group,
something most firm leaders are unwilling or unable to
invest in.
Sure, doing something different that adds value makes
sense, but you need a road map to get from here to there.

Market interviews reveal the hot spots where innovation
lives. There are countless innovation examples — from Six
Sigma for government entities to 990 consulting for
nonprofits (Top 100 Firm Crowe Horwath owns the first-tomarket for this one), benchmark reporting for law firms,
customized financial statement packages for construction
sureties, film tax credit consulting for state governments,
and attest services for title companies. Commercializing the
concept involves an early adopter program, which enables
incremental investment (proof-of-concept in the corporate
world), and provides additional market intelligence to inform
a commercialization strategy.

Which brings me to the question, “Why bother?”
Sustainable firm growth depends upon a continuous
innovation mindset. It’s not enough to come up with one
great idea occasionally and call it a day. I advise firms to
develop an innovation and commercialization method that
builds this mindset.
YES, YOU CAN!
Firm leaders often tell me they are unable to innovate
because their firm focuses on compliance. Hogwash! For
any firm, getting to the market with something new and
valuable is a matter of focusing on the needs of specific
buyer groups and customizing services to meet those
needs.

SEND IN THE CLOWNS
What does innovation look like? Think about Cirque du
Soleil, the popular entertainment mashup of dance,
performance and music. While it retains a traditional circus
feel, the experience is mature, refined and aimed at a more
sophisticated audience.

Sometimes the value is created by combining ideas in a
new and different way. An example is what Frans Johansen
calls “the Medici effect.” He maintains that breakthroughs
are often “intersectional” and occur when concepts from one
field are brought into new, unfamiliar territory. We’ve all
experienced this; for example, when cross-functional
colleagues collaborate to produce original ideas.Wherever
these types of intersections occur in our firms, the method
for creating a continuous innovation mindset is similar.

Cirque literally reinvented the category and, according to
one source, has reached a level of success in a couple of
decades that it took the Greatest Show on Earth 100 years
to achieve. From a highly commoditized market targeted at
children, Cirque found a whole new buyer group — adults of
means — and offered them a beautifully innovated product
delivered
through
an
innovative
channel (adult
destinations).
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Once you master this method, you’ll have what you need to
become an innovation machine. You’ll do it successfully and
efficiently, too, avoiding wasted time and resources, trial
and error, and questionable investments. Instead, you’ll
apply proven principles to identify that sweet intersection of
a ready market of buyers who need what you have to offer.

If you do this, clients will actively seek you out. You will
become part of the clients’ “institutional memory” and you
will be the first port of call.
4. The firm’s people are as important as the firm’s clients.
These firms have a reputation that it’s a hard place to be
hired into, a hard place to be promoted, and a hard place to
stay — but, when people move on, they do so as friends. In
addition, the firm is committed to helping its people develop
their expertise either inside or outside of the firm. Finally,
the firm cares about its people, going out of its way to help
with both work and personal situations.

Gale Crosley, CPA, consults with accounting firms on
revenue growth. Reach her
at gcrosley@crosleycompany.com.

The Secrets of their Success
13 best practices of high-performing
firms

5. They have a high-performance culture. Getting into these
firms is not easy and when you do get in, everyone in the
firm wants to be the best, to go the extra mile, and to seek
new solutions that force competitors to react.
6. They have outstanding execution. These firms leverage
ideas and expertise, regardless of their origin, to deliver
client value. They focus on client solutions that are at the
forefront of their thinking. Talking about something is not
enough. It’s all about doing.

BY AUGUST J. AQUILA AND ROBERT J. LEES

If you have ever wondered what successful firms do,
wonder no more. It’s a question that we have been asking
ourselves since we began consulting, and after a combined
60 years of consulting, we believe we have the answers and
want to share them with you.

7. They embrace the one-firm concept. The partners put the
firm before their personal interest. They realize that the
team, not the individual, is what matters. Stars and lone
wolves are downplayed. They believe and live an
embedded set of principles and practices that maximize the
trust and loyalty people feel for both the firm and their
colleagues.

We developed a list. Now, every firm is not perfect in each
of these areas. But those firms that want to become the firm
of choice in their chosen markets by moving up to the next
level all focus on these activities.
When you examine our list, determine where your firm
would lie on a scale from 1 to 10 — 1 being that you are not
doing the activity and 10 implying that you have solved the
issue and your partners are aligned with it.

8. They have a strong culture and shared values. Their
values are what hold the firm together, and if someone does
not live the values, the firm is intolerant of wrong behavior.
In these firms, the partners walk together. Yes, they
disagree, but at the end of the day, they agree to agree.

We created a brief scoring at the end of the article. The
important thing is figuring out what you need to do to get
better and then starting your execution plan.

9. They practice a highly collaborative style. People in these
firms go out of their way to help each other. It’s not about
me, but us. You can see this in the most successful firms
because people have confidence in their colleagues to
introduce them to their clients.

Here’s our list of what the best firms do:
1. They have a clear vision and strategies for getting there.
A vision without strategies is meaningless. We have found
that in the best firms there is a shared understanding of
what to do and shared commitment to achievement. These
firms are not afraid to make tough people and market
choices. And most importantly, the partners model the
behavior needed to deliver sustained success. Your people
and your partners will never change unless they see that
the leaders start behaving differently.
2. They think about markets as well as clients. Markets
today are constantly changing, and partners, who should be
the first line of defense, need to continually scan the
competitive environment. By doing this they can anticipate
market changes and look for opportunities to enhance the
firm’s service offering. With this intelligence the firm can
decide what to do and what resources to invest in order to
deliver the new offerings.

10. They have strong partnerships. In successful firms,
partners see themselves as custodians of the firm’s future,
creating an even better firm for the people who follow them.
As we have said, the partners share and police the firm’s
vision, values and strategies.
11. They have an absolute commitment to recruiting the
right people. Not only do these firms recruit the right people,
they get them into the right seats. Often the top partners
lead the recruitment efforts. When they recruit, they recruit
for cultural fit as well as technical competence. While
qualifications are important, they focus on the individual.
12. They believe that developing their professionals is at the
core of the firm’s beliefs and activities. Partners pass on
their knowledge and expertise by actively coaching and
mentoring. They realize that learning happens where the
work gets done.

3. They develop a deep, deep client orientation. This is how
they develop their brand name. Their reputation for
delivering outstanding solutions precedes them. It’s all
about providing solutions that are meaningful for the clients.
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required to close this global “talent gap”, business
leaders’ responsiveness to change and disruption is
also crucial. Four out of five respondents rated ‘Big
Data’ as a key driver of change.

13. They are committed to staying at the top. These firms
realize that they can never rest on their laurels. They are
always looking for new ways to do things better.
You may think that the above 13 items are overwhelming.
No firm does everything 100 percent right. Even the “best of
the best” are still working on areas. You might want to take
one or two of the easiest things to improve upon. These are
low-hanging fruit and will give you and your team some
successes and confidence that you can start the change
process. Start today! You will become a better firm with
happier people. You have a great deal to gain if you go
down this road and much to lose if you don’t.

Stephen Emasu, chair of ACCA’s public sector global
forum, said: “The scale and pace of change in the
public sector is accelerating. Effective governments
need to understand which issues should be their top
priorities and when they are likely to impact.”
The research findings presented in the ACCA
report were based on over 1,000 global online
surveys by senior executives, ACCA members and
members of other professional accountancy bodies
working in public sector organisations from May to
August 2016. The drivers of change uncover 50 key
forces that will affect the global public sector
landscape up to 2021, which encompass challenges
from governance and strategy to operations and
talent development.

HOW DID YOU DO?
The maximum score is 130. If you gave yourself this score,
you might want to go back and re-examine your answers.
All firms can improve in one or more areas. There will be
only a handful of firms that have a score between 117 and
130. Several will fall in the 104-116 category, and the
majority will be in the 91-103 group. Firms with a score of
90 or less should seek outside help and advice.
Here’s how the scores break down:
117–130: Your firm is one of the best. Congratulations!
104–116: Your firm is moving in the right direction.
You’re doing a good job!
 91–103: Your firm is on the fence. Decide which way you
want to go.
 78-90: Take the time now to get better. Get help!
 Below 78: Your firm needs help now!

The report focused on identifying key factors of the
public sector and assessing the shape of the future
that governments will need to handle. Each driver was
assessed against; the economy, politics and law,
society, business of government, science and
technology, environment, energy and resources, the
practice of accounting and the accountancy
profession to determine the likely and timely impact
on the sector.




Robert Lees is a founding partner and director of Moller
PSF Group Cambridge, and co-author of When
Professionals
Have
to
Lead.
Reach
him
at roblees2@me.com.
August Aquila is CEO of Aquila Global Advisors, and coauthor of Compensation as a Strategic Asset and Client at
the Core. Reach him at aaquila@aquilaadvisors.com

Helen Brand, chief executive at ACCA said:
“Collectively these drivers of change are making the
public sector environment more fluid and forcing it to
evolve. There is a huge opportunity to help shape the
public services of the future, achieving value for
money and long-term sustainability.”
Brand continued: “Arguably, there are few other areas
that provide the diversity of challenge and fulfilment
found in the sector. To perform their roles well, public
sector finance professionals need to be able to
navigate the present and prepare for the future to
ensure that the best value is obtained from public
funds.”

Accountants need to prepare for 50
public sector forces, outlines ACCA
report
THERE ARE 50 ‘FORCES’ leading change in the
global public sector that accountants need to prepare
for, say ACCA.

Source: Accountancy Age

The top drivers of change are economic growth,
quality and availability of the global talent pool, and
business leaders’ responsiveness to change, the
report stated. Economic growth is, crucially the top
driver of global change, which many respondents in
the East rated particularly highly. Access to a global
talent pool was viewed as critical for many, but less
so for Western Europe – most likely due to their ability
to attract talent from other regions.
Although attracting the right talent is a long-term
challenge for the public sector, and efforts will be
10





MGI ASIA COUNTRY UPDATE




To curb the black money;
To stop terror funding;
To tackle the menace of counterfeit currency
notes in circulation;
To tackle drug cartels;
To target corrupt officials / tax evaders.

The World Bank has estimated the size of shadow
economy to be 23.2% of India’s total economy in
2007, and nine years later one would expect it to have
increased further both in percentage and in absolute
amount. Note that that last decade has seen a fast
pace of GDP growth in India. Therefore if the shadow
economy is 25% of the total economy, this will be
equal to over $2 trillion in PPP terms (India’s GDP in
2016 is $8.7 trillion in PPP terms or $2.3 trillion in
nominal terms).

Hong Kong to commence automatic
exchange
of
financial
account
information in tax matters with Japan and
UK in 2018
As announced on October 26, 2016, Hong Kong has
signed agreements with Japan and the United
Kingdom with a view to commencing automatic
exchange of financial account information in tax
matters (AEOI) with these two tax jurisdictions in
2018. The Inland Revenue Department (IRD) has
recently signed bilateral competent authority
agreements (CAAs), based on the model CAA
promulgated by Organisation for Economic Cooperation and Development (OECD), with Japan and
the United Kingdom. Under the AEOI standard, a
financial institution (FI) is required to identify financial
accounts held by tax residents of reportable
jurisdictions in accordance with the OECD's due
diligence procedures.
(Source from: http://www.ird.gov.hk)

The currency notes demonetized constitutes 86% of
the value of currency in circulation.
The Government announced introduction of a new
INR 500/- note and the introduction of a currency note
of value of INR 2,000/-(US$28)
Options given to Indian citizens who had the now
invalid tender were to:
1. Exchange the same at banks for new/other
existing currencies with limits set up.
2. Deposit the old currency into their respective
bank accounts and draw fresh currency.
The people of India have been given upto the end of
business hours on December 30th to use the above
options.

Contributed by Kenneth Chau & Co

Needless to say when 86% of the currency by value is
withdrawn in a space of a few hours there was
enormous inconvenience and chaos at banks and
ATM’s as people began lining up to get legal tender.
This continues to a large extent even now and most
ATM’s run dry very quickly.
The entire political opposition shook hands against
this move calling this draconian and the introduction
of a “financial emergency”.
At 12% of GDP India’s cash economy is nearly 4
times the size of Brazil and South Africa. It needs to
emphasized that while the size of the cashless
economy has been steadily increasing there are still a
lot of areas where cash is a requirement in day to day
lives such as:

Demonetization of Indian Currency
The
Indian
Government announced
the
demonetization of INR 500/- (US$7) and INR 1000/(US$14) notes effective midnight of 8 th/9th November
2016. The announcement was made in a nation-wide
address by Prime Minister Narendra Modi late on 8 th
November.

-

The main objectives of this move are:
11

Rural areas and smaller towns where banking
and ATM coverage is not adequate
For day to day requirements such as public
transport/groceries/ payment for labour etc.

Medical needs, particular in the case of
private clinics.
- Small restaurants.
- Unorganized sectors which consists of a
significant part of the economy and do not
accept cashless payments.
Digital banking companies have also risen to the
challenge, setting up shop in more convenient places
to allow people to sign up and use their money as
they wish.
-

Thailand increases minimum wages in
2017 by 5-10 baht in 69 provinces

Any foreigner or Non Resident Indian who happens to
be in India may convert the amount like any Indians
do, with proper supporting documentation. If he is at
the airport, he can convert upto INR 25,000 (US$
370) without any long-term documents, perhaps
except passport.

The Thai cabinet on November 22, 2016 approved the
recommendations of the Central Wage Committee to
increase the daily minimum wage rates by an additional five
to 10 Thai Baht (THB) for 69 provinces with effect from
January 1, 2017.

If the person is residing outside India and he is
currently holding the Indian currency - Some NonResident Indians may have kept slightly large
amounts with them in Indian currency just to make
their leave travel comfortable while they return to
India on annual vacation. Those people will lose
money unless they somehow arrange to ‘transport’
this money back to India and get it renewed by their
Indian friends.

Eight provinces that will not be increasing minimum
wage include Nakhon Si Thammarat, Trang, Ranong,
Chumphon, Sing Buri, Narathiwat, Pattani and Yala.
49 provinces with a five baht increase in minimum
wage and 13 provinces with an increase of eight baht
Seven provinces with an increase of ten baht include
Bangkok, Nakhon Pathom, Nonthaburi, Pathum
Thani, Samut Prakan, Samut Sakhon and Phuket.

The removal of the notes has also brought India’s first
“digital and cashless village,” Akodara, which is 60
miles from the northern city of Ahmedabad, into the
limelight. Most of the 1,200 people living here buy
everything from wheat flour to potato chips through
mobile banking and have little to worry about when it
comes to the demonetization.

The wage adjustment is in accordance with the Labor
Protection Act and through the consideration of ten
crucial factors including the cost of living, inflation,
production cost, labor productivity, and national GDP.
Employers should be mindful of the proposed
changes to the minimum daily wages and ensure that
the daily wages they provide to employees comply
with the minimum daily wages if and when the
changes take place.

The long term success or failure of this move will
depend largely on follow up measure that the
Government of India takes to curb the regeneration of
the parallel economy.
Contributed by Tambakad & Goil
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