Members of MGI Worldwide Asia

by the other regions, some of whom face various
challenges in recruiting new members amidst the
evolving professional services landscape. We have
also seen an increase in the amount of work referred
into and out of Asia based on members’ responses.
But there is always more each of us can do to take
MGI Asia to even greater heights, and I look forward
to your ideas and active participation in the new year.

MGI Worldwide concluded yet another successful
AGM in October. The venue for this year’s AGM was
Frankfurt, Germany. I am pleased to announce that
MGI Asia had 6 delegates from 5 firms who attended
and participated in the AGM. A new feature at this
year’s AGM was the session on open space
discussions, where members themselves suggested
the topics for discussion. Dickson, our member from
China, took it one step further and led one of the
sessions on “Doing business in China”.

And with that, I wish you and your loved ones a Merry
Christmas and a happy, healthy and prosperous
2018.

Imran Assan
Area Leader – Asia

As has been stressed in previous meetings and
newsletters, it is only through active participation that
members will derive any form of benefits from their
MGI membership. This is increasingly important as
we see businesses going global and technology
intertwining further with our profession. A recent
survey of finance and accounting professionals in
Singapore found that a whopping 79% of respondents
felt that they are not equipped with the required skill
sets to meet their job demands in 10 years’ time.
Apart from adequate workplace support, financial
resources and a lack of time were the main reasons
identified in the survey.

MGI MEETINGS 2018
Australasia Regional meeting
12 - 13 April
Canberra
MENA/AFRICA Joint Regional meeting
2-3 May
Beirut, Lebanon

In order to overcome the problems identified, it is
imperative for employers to ensure there are
adequate training and development opportunities for
employees to enhance their skill sets. Professional
bodies too can play their part by making suitable
tweaks to the academic curriculum and ensuring the
availability of relevant and future-ready courses. This
might be something that those of you involved at your
respective institute’s level may wish to consider. MGI
Worldwide has regular webinars on a diverse range of
topics, and I would encourage all members to attend,
or view the offline version, as these webinars contain
nuggets of useful information, and you are likely to be
able to resonate with at least one of the topics.

North America Regional meeting
17 - 18 May
South Beach, Miami, Florida
Latin America Regional Meeting
23 - 25 May
Quito, Ecuador
Europe Regional meeting
7-8 June
Les Prés d'Ecoublay at Fontenay Trésigny - Near
Paris
Asia Regional meeting
24-25 August
Hong Kong

This year is drawing to a close, and I am happy to
report the tremendous progress made by MGI Asia,
particularly in the areas of member recruitment and
collaboration. We now have 20 members across 16
countries, and our expansion has been commended

2018 Global AGM
17 - 19 October
San Francisco, USA
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MGI ASIA MEMBER NEWS

the review. He further said that the report was helpful
for his firm to improve in some areas

MGI Asia new member

In Seoul, Ken worked with Mr. Lee the head of Quality
Assurance at Hanmi Accounting Corporation. He
discussed the findings during the closing meeting with
both Mr. Lee and Young Ham.

Long-standing member of MGI Worldwide IIyas
Saeed & Co (ISCO) from Pakistan has opened a new
office in Kabul, Afghanistan and becomes the latest
new member to join us.
Managing Partner, Muhammad Abdul Basit heads up
the newly joined Kabul-based firm known as IIyas
Saeed Chartered Accountants (ISCA)
As part of a new growth strategy, the Kabul-based
firm are actively pursuing banks and other MNC’s in
Afghanistan as they believe there are considerable
opportunities given the quality of audit work being
performed by other firms in the country.

KWSR bags another bank audit
Khan Wahab Shafique Rahman & Co. Chartered
Accountants has been selected as external auditor of
The Farmers Bank Limited for the year 2017. The
Farmers Bank Limited, is a medium Scale private
Bank in the Bangladesh.

Recently MGI organised a webinar on the quality
review process. Members of the MGI Worldwide
Technical Committee, Dr Michael Grüne and Luis
Uncal covered everything network members needed
to know about the MGI Worldwide quality assurance
review system, the process, what to expect and when.

The bank commenced its
banking operation on
June 3, 2013 offering all
kinds
of
corporate,
institutional and retail
banking
services
covering all segments of
society. At the end of

You can watch the recording of the webinar HERE

MGI GLOBAL NEWS
A good growth for MGI membership

2016 the number of branches of the bank stood of 52,
including 26 rural branches and 26 urban branches.

MGI Worldwide admitted 5 new members during the
last 3 months of 2017 including Ilyas Saeed
Chartered Accountants in Asia

MGI Asia North Circle member quality
assurance review

UK & Ireland
Freestone Jacobs is a two partner firm based in
Portsmouth led by Paul Taylor and Allison Walker.
The firm is entirely focussed on serving the owner
managed business and its shareholders with a
comprehensive range of tax advisory services.

Ken Yeung from Kenneth Chau & Co conducted the
Quality Assessment review at Lehman Brown Beijing
office and Hanmi Accounting Corporation Seoul. The
former was conducted in September & the latter in
December 2017

F W Smith Riches & Co is located in Whitehall,
London, SW1. The firm comprises of 4 Partners and
a total of 20 staff. Service lines include audit &
accountancy, corporate & private client tax and
corporate finance with specialisms in IFRS, US
GAAP, inward investors and regulatory reporting.

Ken said the process went smoothly and both the
firms were welcoming and supportive of the review.
“The review was beneficial for my professional
knowledge and development because the ISQC 1 is
similar as HKSQC 1” said Ken. All related
documentations and template were provided by
SWAT UK

Our new firm from Ireland Roberts Nathan is a 6Partner firm with 40 employees across Dublin & Cork.
Roberts Nathan offers a broad range of accountancy
services that includes Corporate and Business
Advisory for the owner managed business,

Dickson of Lehman Brown was pleased with the
efficiency of the QA review process. He thanked Ken
and the team at his firm who were well prepared for
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International Services for foreign-based companies
and individuals seeking new opportunities in Ireland,
Compliance & Taxation Services, Outsourcing &
Management Support and Payroll.

PROFESSIONAL
NEWS
AROUND THE WORLD
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ISA 600 Project Update: Enhancing Audit
Quality Focusing on Group Audit

MENA
MGI Business & Financial Consulting (BFC) is
located in Tunis, the capital and the largest city of
Tunisia, and also the centre of the country's
commercial activity. The firm is among the nation's
biggest consulting firms and comprises more than 20
professionals including three partners.

This publication was prepared by the IAASB Group
Audits Task Force to update the issues under
consideration in the revision of ISA 600, Special
Considerations‒Audits
of
Group
Financial
Statements, and other projects that address other
international standards, including ISA 220, Quality
Control for an Audit of Financial Statements, and
ISQC 1, Quality Control for Firms that Perform Audits
and Reviews of Financial Statements, and Other
Assurance and Related Services Engagements. It
also explains the linkages between these projects as
they relate to group audit issues.

Argentinean tax reforms
MGI Latin America member MGI Jebsen & Co. has
provided a summary on the incoming tax reforms in
Argentina to help fellow members of the MGI
Worldwide
international
accountancy
network
understand the new set of laws.
At the end of October, the Argentinean government
announced significant reforms to tax legislation in the
country, which will have a profound effect on firms
conducting business in the Argentinean market.

IESBA Seeks Your View about the Level
of Fees Charged by Audit Firms
The IESBA is exploring a number of matters related to
fees charged by firms with a view to determining
whether there is a need for further enhancements to
the Code of Ethics for Professional Accountants or
the commissioning of staff guidance. As part of its fact
finding, the IESBA is releasing a survey questionnaire
to seek views and information from stakeholders
(investors and other users of financial statements, the
corporate governance community, the regulatory and
audit oversight community, preparers, firms, national
standard setters, IFAC member bodies, academics
and others). The responses will help inform the
IESBA’s consideration of the relevant matters.
Please
go
to
http://www.ifac.org/system/files/publications/files/IESB
A-Fees-Questionnaire-2017_0.pdf to complete the
questionnaire

The summary, available in both English and Spanish,
explains the main points of the Argentinean tax
reforms.
Visit MGI Jebsen & Co.'s website HERE to read the
summary and find out more about the tax reform.

Online member training materials
We have a suite of network training materials on
our website. Have a look at (you have to be logged in)
http://www.mgiworld.com/members-area/knowledgehub/quality-assurance-audit-independence/qualityassurance-training-webinars
 Audit Quality Assurance
 ISQC 1
 Ethics and audit independence
We organise a series of webinars throughout the
year, each hosted by different member firms from
each of our regions around the world. Members can
watch
recordings
of
past
webinars
at
http://www.mgiworld.com/members-area/knowledgehub/webinars
Our website has marketing materials that range
from templates for your firm business cards, letter
heads, banners etc to the MGI Worldwide client video
& ready-made templates to help firms develop a
website
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INTRODUCING NEW MEMBER

TIPS & HELP

Ilyas Saeed Chartered Accountants (ISCA) – Kabul
started operations in May 2016. Mr. Muhammad
Abdul Basit is the managing partner. The firm is
registered with AISA (I-81736) and currently employs
around 15 staff to run its operations.

Stop fighting the war on talent
By Daniel Hood
Over the course of the several years that the
accounting profession has been struggling with
staffing issues, I’ve noticed something of a Freudian
slip in the way people describe the situation: More
and more, I hear people refer to the war on talent, as
opposed to the war for talent.

What was the catalyst in forming the firm?
ISCA is part of MGI member firm Ilyas Saeed & Co,
Pakistan. Previously, we were serving our Afghan
clients from Pakistan but as the clients grew bigger
and the jobs more complicated we opened the office
in Kabul to better serve the needs of the market and
to capitalise on the potential growth opportunities

That’s a pretty telling prepositional switch, and I don’t
think it’s just a mental typo. It’s not uncommon to hear
managers and partners complaining with surprising
bitterness about Millennials, or to hear Millennials do
the reverse, or to hear conference speakers rile up an
audience by playing on inter-generational differences.

What type of services, are offered by your
company? Do you have any specific industry
specialisation or clients?
We are offering the following services:
•
Accounting & Auditing
•
Taxation
•
IT & Risk Management
•
Corporate Affairs
•
Capacity Building
•
Research & Consultancy

It is a reflection of the frustration that today’s cadre of
managers and partners feel, both at the sheer
difficulty of finding and keeping good employees, and
at the expectations those employees bring on board
with them. They want and expect levels of managerial
involvement, feedback, mentoring, flexibility and
empowerment that the profession has simply never
provided to young accountants.

What do you see as your firm’s strength?
We are one of the larger firms in Afghanistan and with
30 over years of experience in Pakistan we are well
placed to serve the Afghanistan market. Our target is
to have around 35 employees by 2018

That fact alone explains much of the unhappiness of
managers and partners — they never got this kind of
attention from their bosses, and it’s easy to see why it
would be galling for them to have to provide it. It isn’t
fair, really — when it comes to real leadership and
management, the accounting profession has gotten
away with short-changing its members for decades.
The same Baby Boomers and Gen Xers who were
told to keep their heads down and pay their dues for a
once-a-year review with a manager and the distant
hope of a shot at the possibility of maybe being
considered for partner are suddenly expected to
spend vast amounts of time delivering the kind of
intensive management they would have loved to
receive.

What are your future plans for the company?
Our vision is to be a technology driven firm. For this
reason we have already started developing our own
applications like:
•
ERP
•
Tax Management Applications
•
Internal Audit Application
•
Learning management system
What will your firm bring to the network?
•
Innovation
•
Technology
What do you hope to gain from membership of
MGI Worldwide?
We hope to gain:
•
New experiences
•
New business opportunities
•
International recognition
•
Wider clientele base

But just because it isn’t fair doesn’t mean they
shouldn’t do it.
At a very basic level, the profession needs to draw in
these younger employees to staff the engagements
that will pay for the current wave of Boomer
4

retirements, and ensure the viability of firms going
forward — and the cost of that is higher investment in
management.
Beyond that, though, it’s important for firm leaders to
realize that this investment will pay off in employees
who are motivated, talented and devoted. Recently, I
saw workforce consultant Bruce Tulgan congratulate
Millennials on these two facts: “You’ll be the most
high-maintenance workforce in history — but you’ll
also be the most high-performing.” Tulgan is the
founder of Rainmaker Thinking, a consultancy
focused on intergenerational workplace issues, and
he’s one of those speakers who likes to play the
generations off against each other during his
presentations — but he then uses that as a powerful,
teachable moment to explain why what the Millennials
want is, first, perfectly reasonable, and second, worth
spending time on because it will generate more
valuable employees.

Transforming
Challenges
Opportunities: Competition

into

by Christopher Arnold and Mats Olsson
The recent IFAC Global SMP Survey identified key
challenges many small- and medium-sized practices
(SMPs) face. This article is one in a series that breaks
down the data from the survey and provides
information, ideas, and tips to help SMPs address
these challenges as well as best practice examples
from IFAC SMP Committee members, together with
the range of other tools and resources available.
Differentiating from Competition
Differentiating from competition came in fourth as one
of the top global challenges identified by survey
respondents, reflecting that competition is increasing.
It is also in the top two challenges in Central and
South America/ Caribbean and the Middle East
regions.

Make no mistake — no one is suggesting that this
investment will be easy. “Leaders, managers and
supervisors don’t do enough leading, managing and
supervising,” Tulgan explained, and they need to be
prepared to spend much more of their time in all three
of those areas — time that their predecessors would
have devoted to client work and billable hours.

Thousands of accountants provide similar services
and there are many other service providers promoting
themselves and competing for similar market
segments. Existing and potential clients will need to
decide which firm they engage. In making this
decision, they are more likely to be influenced by
differences between practices than by similarities.

They’ll more than make up for those billable hours,
though, through rising employees who can do the
work more efficiently with new technology, and who
are prepared to expand their firm’s capabilities far
beyond their current scope. By spending the time to
properly lead, develop and invest in the next
generation (and the one after that, and the one after
that), today’s managers and leaders can build much
stronger firms and a stronger profession for the future.

Having a point of differentiation helps your practice
stand out from other accounting firms, at least in the
minds of clients. But this is not necessarily an easy
task. After all, firms deliver similar services and
operate under a similar code of professional ethics.
But the fact that professional accountants in public
practice are required to adhere to the highest ethical
standards is an important differentiator from other
consultants. IFAC member organizations are required
to adopt and implement ethical standards no less
stringent than those in the International Ethics
Standards Board for Accountants’ Code of Ethics for
Professional Accountants.

Remember, the war is for, not on.
Daniel Hood is editor-in-chief of Accounting Today
and Tax Pro Today, and has covered the tax and
accounting field for over 20 years.

Firms often price their services in a similar way, and
may even brand themselves in a comparable way.
Many firms also pride themselves on their
professionalism, confidentiality, communication style,
and personality.
Differentiation can be achieved in a number of ways,
such as through:
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to obtain new funding, and exhibit higher growth rates
or intentions to grow. The research suggests that
SMPs currently, and more so going forward, may play
the roles of advisor, confidant, analyst, facilitator, and
educator to their clients.

how your firm communicates and engages
with clients;
the range of services provided;
the depth of specialization in a particular
area;
how services are provided;
accessibility;
price and pricing structure;
office appearance and feel; and
the network that your firm can connect clients
into.

Trusted Business Adviser
Trust is the key to success in building up business
advisory services. Your clients’ need to believe that
their accountant’s advice—your advice—will have
positive consequences. In this context, trust has three
dimensions:
 capability: your client’s belief that their
accountant has the required expertise, skills,
and competences to perform the job
effectively;
 honesty or integrity: your client’s belief that
their accountant will keep his or her promises
and adhere to a set of acceptable principles;
and
 benevolence: your client’s belief that their
accountant cares about their welfare.

It can difficult to focus on work quality as it is hard for
clients to recognize a difference in quality of work or
advice, unless they have had a bad experience in the
past. Generally, clients expect their accountants to
deliver a quality product, and price is not an area
where your practice may want to try to differentiate.
Price competition requires a volume market to be
profitable, and typically the delivery of professional
services is not an area of high-volume transactions.
Differentiation is likely best achieved through the
services offered and the way it is done. There is
ample scope to identify what is delivered that will be
meaningful to the target market. Once done, your firm
can build a part of its marketing program and
messaging around the point of differentiation.

Business advice is significantly enhanced when
provided by an accountant with knowledge and
insights into a client’s finances and business
environment, as a result of providing traditional
accounting services previously. New advisory and
consulting clients are often driven primarily by existing
customer-client relationships.

Business Advisory Services
The Global SMP Survey found that the fastest
growing service area is advisory and consulting
services with 35% of SMPs reporting fee increases in
this area in 2016 and 45% predicting increases in
2017.
83% of SMPs provide some form of consulting
services with the three most commonly provided
being corporate advisory, management accounting,
and human resources policies and procedures and
employment regulations.
The findings support the recent IFAC research report,
The Role of SMPs in Providing Business Support to
SMEs—New Evidence, which found that whilst the
majority of SMPs’ revenue is generated by traditional
services, including compliance, audit, and taxation,
diversification in business advisory services is on the
rise.
Differences exist in SMPs offering of business
advisory services by geographic region, size, and
strategy. In addition, the factors driving small- and
medium-sized entities’ (SMEs) demand for business
advice from SMPs, among others, include company
(i.e., size, debt, age, growth, and available resources)
and environment-related factors (i.e., economic
conditions, including regulations, and competition).
SMEs most likely to purchase business advice are
larger, younger, carry higher levels of debt or intend

There are numerous opportunities available to firms
wishing to step outside their traditional service areas
and expand service offering into business advisory
services. This demand is being driven not only by
firms wishing to increase profitability but also by
clients who need to compete in a globalized business
environment. While the concept of providing
consulting services presents a challenge to
practitioners, many have come to realize that clients
value advice on growing their business much more
than traditional accounting services. IFAC’s Good
Practice Checklist for Small Business can be used by
practitioners to help determine what type of
assistance a client may need.
Technology also enables SMPs to work in a global
economy where borders are no longer relevant.
Outsourced or off-shored compliance services can
often provide much lower prices, meaning there is
increased pressure on some firms to expand their
service offering.
Sustainability reporting and advising businesses on
how to be more sustainable is a relatively new but fast
growing service area for accountants. In 2016, 14% of
SMPs provided some form of enhanced corporate
6

reporting service (integrated reporting, sustainability
reporting, corporate social responsibility reporting).
Many organizations are keen to know how to do more
with less as this may improve the bottom line.
Accountants can advise on the benefits of reducing
energy costs and pollution, from simple behavioral
changes aimed at eliminating waste to investment in
new equipment and alternate sources of energy or
developing an environmental management system
(EMS). EMS allow businesses to identify and control
the environmental impact of their activities, products,
and services; set and achieve environmental targets;
and demonstrate that targets have been achieved.
Creating Value for SMEs through Integrated Thinking:
the Benefits of Integrated Reporting can help
accountants and their clients in this space.

success. There are a number of reasons why
SMEs choose SMPs to provide business advisory
services, including their reputation for trust,
competency, and responsiveness. Leverage
these qualities by promoting them to potential
clients, who are often unaware that their
professional accountant can provide these
services.
6. Change your business model. Business
advisory services may require a different business
model from that of traditional accountancy-based
services. For example, business advisory
services may be better suited to a business model
based on selling intellectual capital rather than
time. This lends itself to value pricing.
7. Embrace technology. Advances in technology
present a significant opportunity for SMPs to
operate more efficiently, reduce costs, and offer
additional
value-added
services.
Cloud
computing, for example, allows SMPs to more
actively engage with their SME clients in a “real
time” environment and offer services, such as a
virtual CFO, cost effectively.

Additional tips to help SMPs build or lay the
groundwork for a business advisory practice
1. Modify the mission statement, vision, and
plan. When expanding or changing the direction
of your practice, set a clear vision for the future
and a roadmap for how to get there.
2. Educate and train staff. Providing high-quality
business advisory services demands a different
skills base than providing traditional accountancybased services. Developing business advisory
capacity by expanding existing staff’s technical
and soft skills is critical. Some accountants can
make the transition to business adviser through
experience and self-development, while others
may need training or coaching.
3. Focus on a specific industry sector or
specialization. Few practices and practioners will
be able to gain and maintain the knowledge and
skills necessary to be competent in all areas of
business advisory. Therefore, your practice
should consider carving out a niche and
participating in a referral network that can provide
the other services. A common model is to focus
on a specific industry sector, such as hospitality,
or develop a specialization, such as sustainable
business practices, in order to differentiate your
practice from the competition.
4. Develop relationships with other firms.
Referral
networks
offer
many
potential
advantages, such as helping your practice
increase its client base. Participating in a network
is an effective way to satisfy the increasing
breadth of demands from SME clients and can
help demonstrate to new clients that you have the
capability of a larger practice. Referral networks
can extend beyond accountancy to legal, human
resources/capital, and IT, for example.
5. Promote your practice to existing and new
clients. Promoting and marketing your practice,
and the value of your services, is crucial to

http://www.ifac.org/system/files/publications/files/Tran
sforming-SMP-Challenges-into-Opportunities.pdf
Christopher Arnold, is the Head of SME/SMP and
Research, IFAC and Mats Olsson, is the IFAC SMP
Committee Deputy Chair and Partner, Adrian &
Partners AB

Success Factors of Partner Relationships
By Joe Tarasco
Progressive partners relationships are one of the
most critical success factors for a CPA firm. The
partners’ ability to work harmoniously with each other
and possess the deep knowledge and understanding
of what makes each other “tick” is essential to
creating and sustaining successful partnerships. Over
our many years of advising and consulting to CPA
firms, we have observed certain common factors in
CPA partner relationships that have led to a firm’s
long-term success, such as:
Shared Vision
A key component to building progressive partner
relationships is a common vision for the short-and
long-term success of the firm and belief in its value
proposition. More than shared goals, a shared vision
and clearly communicated value proposition is
paramount to making a CPA firm partnership
succeed. When partners share a common vision, they
share the same view of a successful firm model and a
mutual, highly desirable future of the firm. Having a
model or picture of the end result creates energy
7

among the partner group and motivates partners to
act as a team. The best partner relationships aren’t
necessarily dependent on common operational and
management styles, but rather the road and journey
to attain the firm’s shared vision. It is essential that
the firm’s core vision and values are defined so that
the partners are “on the same page” and lead others
in the same direction.

and the corporate culture. This is why we consider
trust to be a non-negotiable trait.” —David K. Williams
Collaboration
Collaborative partner relationships are one of the
most critical success factors for a CPA firm. The
partners’ ability to work harmoniously with each other
and possess the deep knowledge and understanding
of what makes each other “tick” is essential to
creating and sustaining successful partnerships. In
Part I of this article, we discussed a “Shared Vision”
and “Trust” as key factors. Over our many years of
experience advising and consulting to CPA firms, we
have observed other certain common factors in CPA
partner relationships that have led to a firm’s longterm success, such as:

“Good business leaders create a vision, articulate the
vision, and relentlessly drive it to completion.”—Jack
Welsh
Trust
Trust is essential to any successful partnership. The
ability to build and maintain a high level of trust in
CPA partnerships is more challenging than ever
before due to:
 succession planning and transitioning client
relationships between baby boomers and
millennial partners;
 accelerating M&A transactions resulting in newly
formed partner relationships; and
 the occurrence of numerous internal partner buyouts of unfunded partner retirement obligations.
In addition, trust takes into account other elements in
a partnership such as, accountability, responsibility,
integrity, and reliability.



Collaborating on services – Brainstorming is a key
element to bring partners together to collectively
answer the question, “How can we provide world
class services and add more value?” Partners
need to generate ideas and creative solutions,
and present different perspectives and expertise,
to offer clients’ truly valued services as a one firmfirm. Creativity is crucial for firms today, especially
when the market is highly competitive for
innovative, advisory and high-value services
beyond compliance. The collaboration of all the
partners increases the potential to implement
creative client service ideas and make them a
reality.



A keen sense of purpose and value – Partners
who truly collaborate see the value in working
together. Collaboration should not be a forced
mandate, but should be a meaningful effort to
work together with shared goals and objectives,
that benefit both the individual partners and the
firm as a whole.



Equal participation – In successful firms, a
collaborative partnership leaves titles at the door
and treats all partners as equals when
collaborating on firm initiatives by all levels of the
partner group, including the Managing Partner
and Management/Executive Committee. Partner
collaboration is important in this fast-paced,
competitive environment with ever-increasing
client demands. Breaking down the partner silos
and removing the obstacles to innovation,
creativity and firm growth, is paramount to
succession
planning
and
remaining
an
independent firm of the future.



Collaborative leadership – As the landscape of
the business of public accounting becomes
increasingly dynamic, and as consolidation reshapes the marketplace daily, successful firms

“Trust, not money, is the currency of business and
life.”—Vartika Manasvi
It is imperative that partners continuously
communicate their expectations of each other at least
on an annual basis. A dilution of mutual trust can
occur if expectations are not clearly articulated
annually with the goal of narrowing expectation gaps.
Each partner’s expertise, strengths and weaknesses,
personality, financial needs, and tenure at the firm are
different. Throughout the year, it is important to clearly
communicate expectations and evaluate how each
partner is meeting agreed upon goals and objectives,
both formally and informally.
A trusting relationship means being as transparent as
possible regarding each partner’s expectations of the
partnership. Addressing changing expectations due to
modifications in business or personal conditions on a
timely basis will increase the level of trust among the
partners.
In summary, these are the traits—and the critical
questions—to ask as you examine the culture in your
firm. If trust is lacking, take the necessary steps to
allow this vital unmeasurable to improve.
“The foundation of trust will permeate every aspect of
your company: the people, the products they produce,
8

are tasked with building their capacity for agility,
adaptability, and speed to sustain their
competitive edge. The most successful firms are
transitioning from a hierarchical organizational
structure to more flexible, team-centric models
that foster collaboration, information sharing, and
empowerment.

The most common challenges that can be best solved
with technology fall roughly into three broad
categories:
1. Providing services and products
When it comes to providing services and products,
challenges center on efficiency, staff utilization and
differentiation from competitors. Thus, experts
recommend technology that incorporates automation,
artificial intelligence and business analytics as the
types of solutions that accounting and advisory
professionals should explore. Automation allows more
routine tasks to be handed off to administrative staff,
while senior accounting staff can focus their efforts on
providing additional analysis and insight. Business
analytics technology, which leverages artificial
intelligence, can also make it easier and faster for
accountants to provide operational or strategic advice
to business clients.

Today’s CPA firm environment requires speed, which,
in turn requires partners representing various service
areas to collaborate effectively and quickly.
Collaboration with partners who are specialists in
different areas of the firm (audit, tax, advisory, niches,
firm management/ operations, etc.) pollinates
knowledge and assists the partner group to
understand how their areas/departments fit into the
bigger picture. Cross functional partner collaboration
allows ideas to come from all partners.
Joseph A.Tarasco, Chief Executive Officer and Senior
Consultant, Accountants Advisory Group

3 key challenges that firms can solve with
technology
By Mary Ellen Biery,

2. Customer relationship management
Technology can help accounting and advisory firms
manage the entire life of a customer relationship —
from finding the prospect (or better yet, making it easy
for the prospect to find the firm), to coordinating client
communications and deepening the relationship to
expand revenue opportunities and ensure retention.
Several experts list a customer relationship
management system as the type of technology that
can address many of the challenges of accounting
and advisory firms, particularly when some form of
CRM is implemented early on in the life of the firm.

Most accounting and business advisory professionals
know that industry-leading firms rely heavily on
technology to grow their businesses. But where does
a firm start in evaluating technology?
Experts suggest that firms cannot select new
technology effectively without first examining their
clients, their services and their staff as they all relate
to firm strategy. Greg LaFollette, strategic advisor to
CPA.com, says starting with the question “What
technology should I use?” is like saying, “I want to
build a house; which hammer should I buy?”
Technology, like a hammer, is really a tool to help
firms build a dream practice. The process of
completing the detailed “blueprints” or strategy for the
firm will clarify what technology tools are required.
Some technology solutions address multiple
challenges, but it is still important to consider how
specific solutions may address other critical
challenges facing the firm.

For a startup firm, a cloud-based CRM solution should
be one of the first technology solutions incorporated,
according to Doug Sleeter, an Accounting Hall of
Fame member and accounting software guru focused
on small business solutions. “For accountants, that
term might not feel as comfortable today as it will in
the future for them, because it’s not your client list
only, it’s your marketing list, your database of details
about your clients, maybe even into the tax return
records,” Sleeter says. CRMs can consolidate
information about email traffic, action items for the
9

firm, etc., all in one spot. Technology thought leader
and consultant Brian Tankersley notes that firms need
more activity tracking and centralized correspondence
in order to provide continuity of service as the team
and client base grow.

accountable. Innovation requires collaborative teams,
focused on adding value through leadership
(direction), relationships (confidence) and creativity
(new capabilities).
The following 10 tips will help any organization
improve and accelerate the results from innovative
thinking.

3. Performance/practice management
Another category of challenges that firms can solve
with technology is practice and performance
management. Examining a firm’s strategy and
processes up front will be crucial to selecting the
technology that is most needed. Indeed, those
examinations will often highlight bottlenecks or
roadblocks to customer service, growth and staff
engagement. Solutions to manage the practice and
workflow can be as simple as e-learning and web
meeting technologies.

1. Think — plan — grow. Innovation requires time to
think, time to plan and time to grow. Tightly scheduled
partners generally can’t transform themselves or their
firms. This is where delegation and succession work
at all levels and ages within an organization. You
must free people up through delegation in order to
have the time to think, plan and grow. Charlie
“Tremendous” Jones says the books you read and the
people you meet will determine who you will be in five
years. There is great truth to this statement, and
exposing one’s self and one’s firm to new thinking,
experiences and capabilities is extremely important in
creating an innovative culture.

Other workflow-focused solutions can address
challenges related to balancing staff workloads and
digital document storage. Experts say it’s critical to
have secure, cloud-based storage that allows clients
to transfer data and push documents to the firm so
that the firm can access them immediately. These
solutions also allow staff in multiple locations to
access what they need to in order to perform their
work and move the engagement forward. Cloudbased storage also allows firms to share deliverables
with clients electronically and immediately. This helps
a firm focus on what’s most important (even if it’s not
the same as what’s most urgent) about managing the
practice.

2. Innovation generally starts as a bad
idea. Innovators often have an idea, but it requires an
innovation manager to make the idea real and a
collaborative team to scale it. Also, remember that
most innovation starts as a bad idea, especially to an
incumbent or someone who is going to be disrupted
or replaced by the change. This is why lean process
reviews and project management skills are becoming
increasingly important in today’s rapidly changing
environment.
3. Innovation requires a collaborative team. Large
and small organizations are taking the 5x5x5
approach where a team of five is assigned
challenges, and given five weeks and a $5,000
budget to solve one or more problems. Sometimes, it
is most efficient to skip a problem and move forward
to a higher priority. This approach supports
collaboration as well as a sense of urgency. It will also
encourage looking at external resources and
leveraging peer relationships.

New technology opens up opportunities for
accountants and business advisors to stay on the
cutting edge of client services and scale their firms
efficiently. By taking a closer look at these three
challenge areas and solutions, firms can gain a better
understanding of what technology will best meet their
needs.
Mary Ellen
Sageworks.

Biery

is

a

research

specialist

at

4. Diversity and inclusion increase the
possibilities, as well as provide multiple
perspectives. This strategy goes back to the
Renaissance, when the Medici family brought
numerous disciplines together in what is called
“intersectional” rather than “directional” innovation.
Don’t be afraid to open your dangers, opportunities
and strengths up to clients and other professional
leaders. They are willing to help, and an outside
perspective is valuable.
5. Culture and leadership are the keys. Don’t be
afraid of failure, but be prepared to fail fast and learn
from your failure. Transformation and innovation are
journeys, not one-time events. This requires strong,

10 ways to accelerate innovation
By L. Gary Boomer
Firms are talking about innovation, yet many struggle
with how to develop an innovative culture and
strategy and to make a difference. Naturally, some
people are happy with the status quo and
conventional success. The challenge is to move the
mindset from conventional success to that of a gamechanger. This requires different thinking —
transformation, rather than just incremental change.
The keys are leadership and the building of teams
that want to be led and are willing to be held
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innovative leaders who are willing to manage risk,
knowing there will be failures, but confident enough in
the firm’s ability to pivot.

improve planning, increase
processes, and scale results.

innovation,

improve

Innovation has different meanings to different people
and professions. Some of the hard trends that can be
managed and will impact you and your organization
are:
 Demographics. There are approximately
10,000 Baby Boomers leaving the workforce
daily in the U.S.
 Regulation. Federal,
state
and
local
regulations are increasing.
 Technology. The big three: processing
power, bandwidth and storage are on
exponential growth curves and plummeting in
cost.

6. Trust determines speed and return on
investment. Organizations that have a high level of
trust receive a dividend, while those with a low level of
trust pay a tax. In his book “The Speed of Trust,”
author Stephen Covey demonstrates 13 ways
organizations can increase trust. Lack of trust and
FOMO (“fear of missing out”) often impede progress,
and the focus should be on progress, not perfection.
7. Mindset determines growth. Some people are
wired for growth, while others are not. Some of the
entrepreneurial mindsets needed for innovation are:
 Vision;
 Lifelong learning;
 Team player;
 Game changer vs. conventional success;
 Process improvement; and,
 Accountability — being willing to hold yourself
and others accountable.

With these hard trends, you can reduce your risk
while sustaining success and becoming future-ready.
Remember: Think — plan — grow.
L. Gary Boomer is the visionary and strategist at
Boomer Consulting Inc.

8. Innovators need to be involved in interactive
conversations
rather
than
working
alone. Innovators often put more pressure on
themselves by not discussing their ideas in front of
peers. This can come from a lack of confidence or
simply the fact that most innovation starts as a bad
idea in the mind of anyone the idea will disrupt. By
fostering interactive conversations, the entrepreneur
is able to commit, increase their courage, grow their
capabilities, and gain confidence.

11 Strategies to Help You Win & Keep
Accounting Clients
By Lou Friedmann

9. To transform, you have to leave something
behind. Accounting firms and their clients are
challenged to leave some services behind, even
those that add value or are profitable. As traditional
services are being commoditized, the move to highervalue advisory services is a great example. Many say
that they don’t have time to offer these services or
their staff are not confident in a consulting role.
Transformation requires a journey that includes
planning, education and evaluating skill gaps. The
decision and choice as to what services you should
leave behind are yours. Don’t procrastinate and
impede your ability to move up the continuum of
value.

If you’re like a lot of small-practice accountants, you
may love the work you do but dread the idea of
marketing or selling your services. So how can you
ensure your pipeline is strong and your business
remains vital enough that you can keep doing what
you love?
We spoke to three accountants who run small
practices for their insight on getting new clients.
Collectively, here’s what they recommend:
1. Build Relationships
We all know intuitively that we prefer to do business
with people we know, like, and trust, and that we’re
happy to do favors for the people we care about.
Bernadette L. Harris, a Tax and Forensic Accountant
with By The Book Accounting, recommends building
strong relationships, and that accountants be
“genuinely interested in [clients’] success.” She notes
that developing this interest helps both win new
clients and retain existing ones.

10. Risk management, rather than risk avoidance,
is important to an innovative culture. Many in the
profession have been trained in risk avoidance.
Entrepreneurs generally have a greater tolerance for
risk and focus on managing it. After-the-fact audit risk
is much different from managing economic risk and
future strategies. Anticipate risks to reduce them,
11

This strategy isn’t exactly a secret (after all, the
customer relationship management software is a $31
billion industry). But don’t think you have to invest in a
digital CRM to connect with clients. As Harris notes,
simply asking questions about your customers’ lives
and professional goals will go a long way.

referrals: “Your clients are your best marketing force,
but many times they do not know if you want new
clients or what type of client you want or need more
of. So, let them know.”
And if a client refers a new customer, she notes, be
sure to send a prompt thank you. But referrals aren’t
just a one-way street.

2. Listen
When you ask questions, make sure you actually
listen to how your clients (and potential clients)
answer. Harris emphasizes the importance of
listening, both to what a prospect says and to what
they don’t say. “You have an opportunity to see if they
have any misconceptions, and you can dispel those,”
she notes.

6. Build Referral Relationships with Other
Businesses
Whether your clients are mostly small businesses or
individuals, chances are good they also need services
you don’t provide. Building relationships with other
businesses (e.g., lawyers, financial planners, etc.) can
mean a source of new clients for both you and them.

She added that in a recent conversation, she
discovered that a potential client thought having an
accountant meant automatically having to pay on a
monthly basis, a misconception she was able to
correct. Listening lets you understand exactly why a
prospect is hesitating and therefore gives you a better
chance to close the sale – if it’s a good match.

Powell notes that her firm maintains a list of referrals
for anything her clients might need that her firm
doesn’t offer. In fact, she notes, they “do not do any
advertising but work only on a referral basis.”
7. Skip Paid Advertising Channels
One tip we heard repeatedly: don’t bother with
traditional paid advertising channels. Harris notes that
paid channels have always been the least effective for
her firm. “I have done Yellow Pages, monthly fliers
that get mailed to homes, magazine ads, and a few
others. They have ALL cost much more than they
ever yielded.”

3. Make Sure the Price Is Right (and Right There)
Speaking of billing misconceptions, Ben Surace, a
sales and retention leader at Australian bookkeeping
firm BeFree, recommends two strategies for getting
new clients: post your pricing structure online and
offer value-based pricing in addition to hourly options.

Powell’s firm does no advertising at all, getting new
customers only from referrals. And Surace contends
that learning how to have a sales conversation
(“something accountants don’t do!” he insists) can
have a bigger impact on winning new clients than
paying for advertising.

Today, many accounting tasks can be completed
more quickly than in the past, thanks to technological
advances. Offering clients an opportunity to pay per
service rather than per hour can go a long way toward
communicating that you’re focused on outcomes.
Displaying your prices clearly online makes life easier
for prospective customers shopping on the web.

The reason ads don’t have great ROI for small
accounting firms isn’t hard to guess: people want an
accountant they can trust, and they’re much more
likely to trust someone recommended by a friend or
current client than someone who paid for a mailer.

4. Maintain a Solid Online Presence
It’s wise to make sure people can find you online.
Having a business website can help demonstrate your
legitimacy, but don’t stop there. Tiffany Powell of
Sapphire Bookkeeping & Accounting Inc. notes that
her company’s Yelp page “has helped tremendously
with marketing.”

8. Become a Trusted Adviser – Not Just an
Accountant
In a recent Wasp Barcode survey of small
businesses, respondents note what bothers them
most about their accountants:
 Reactiveness rather than pro-activeness
 A lack of guidance
 Failure to provide advice
 Failure to educate the business owner

Review sites like Yelp can be helpful because they’re
free to maintain but lend your business legitimacy
through customer reviews. Give prospects a chance
to hear good things about your business by making
sure you do the following
5. Ask for the Referrals You Want
Of course, the internet isn’t the only place
accountants can get new business referrals. Harris
recommends asking current clients for specific

Translation: small-business owners want more from
an accountant than someone who can crunch
numbers. You have an insider’s view to the biggerpicture issues that might affect their business
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finances, so feel free to talk with them about their
long-term goals – and then guide them toward
achieving those goals.

Outsourced Marketing
Why Small CPA Firms even consider it.
by Hugh Duffy

Surace agrees, noting that becoming a trusted
adviser has proven an effective way for his firm to
retain clients.
9. Understand the Financials of New & Existing
Clients
When thinking about attracting new clients, Surace
recommends keeping two important lessons in mind:
 It’s less expensive to retain a client than to
win a new one.
 Revenue doesn’t always mean profitability.
In other words, make sure you understand the
different levels of service you offer and how many
clients at each level you need to maintain to remain
profitable. This doesn’t mean only working with the
big fish: if you bring on a client for lower-level services
and win their trust, you might soon find yourself
providing more lucrative services.

The concept of outsourcing functional aspects of
YOUR business to organizations that can perform
these services more effectively, or less expensively, is
not new. In fact, some of the best companies in the
U.S. are also the biggest outsourcers, like Ford,
CISCO, American Express, IBM, GE, and Microsoft.
Heck, even Google outsources development work.
These companies are outsourcing core functions of
their business like software development, information
technology, manufacturing, human resources and
customer support while generating major productivity
benefits. Years ago, IBM never would have
considered outsourcing core functional responsibilities
outside of their own facilities. Their in-bred culture and
commitment to doing it the IBM way would never
allow for this. Well, bringing in an outsider like Lou
Gerstner changed a lot of that thinking.

10. Get Back to People Fast and Use Plain English
Every industry has its jargon, but accounting-speak
can be especially jarring to non-accountants, as they
may already be intimidated by financial matters.
Harris recommends speaking plain English in all
conversations with clients. “They already know that
you are smart,” she says. Speaking simply helps you
connect on a personal level, which can improve trust.

Outsourcing – the practice of using outside firms to
handle work that normally is performed within a
company – is a familiar concept to entrepreneurs.
Small companies in the U.S. routinely outsource
many functions like payroll processing, accounting,
distribution, legal, IT, and temporary staffing. Why not
outsource your marketing and lead generation as
well?
To illustrate, the payroll industry is a perfect example
which many accountants know well. As businesses
within the United States grew and payroll processing
became more complex, payroll became a service that
would be outsourced to a service bureau provider.
Eventually, this industry grew beyond ADP and
Paychex into thousands of various options. Today,
these providers have gone beyond tradition payroll
and now provide retirement savings programs,
insurance, human resources, credit card processing
and many other related services that can be
outsourced cost effectively.

She also emphasizes the importance of replying as
quickly as possible to phone and email
communications. “I have had several clients say they
feel like they are my only client,” Harris notes.
Demonstrating that level of commitment in your dayto-day services builds up the kind of goodwill that
translates readily to referrals.
11. Embrace New Technology
Surace notes that embracing new technology and
industry changes is crucial to growing a practice. This
means you have to stay up to date on the latest
developments in software and services that might
benefit your businesses.

While many companies are outsourcing to cut costs,
many outsource and have discovered that a third
party can perform this function more effectively as
well. This has been the case for software
development, call centers, payroll, manufacturing and
many other functions traditionally provided within a
business.

Lou Friedmann is Chief Revenue Officer at Bento for
Business, provider of an expense management debit
card for small businesses.

Marketing is another function that can be outsourced
to generate cost savings, operate more effectively,
and free up resources so the company can focus on
core competencies. And yes, marketing for an
accounting firm can be beneficial as well.
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The benefits with outsourcing your marketing are:

MGI ASIA COUNTRY UPDATE

1.
Increase Efficiency and Effectiveness.
Companies that try to do everything themselves have
a much higher cost structure, that must be passed on
and integrated into the fees. They are also more
complex to manage. And when it comes to marketing
your accounting services, a boutique company that
specializes in marketing for accounting firms across
the United States will consist ently outperform a
professional you hire off the street who tries to learn
this from ground zero.

ASEAN, Hong Kong sign free trade
agreement

2.
Control Fixed Costs. Outsourcing your
marketing function converts fixed costs into variable
costs, simplifies your management responsibilities,
and enables you to focus your energy towards “rain
making” and client retention. In other words, an
accounting firm that outsources the mark eting can
oper ate with fewer staff members and less office
space because these duties are being performed by
another firm.

ASEAN and Hong Kong signed a free trade and
investment agreement on the 13th November, hoping
to strengthen economic cooperation between the two
parties and stimulate development in the region.
The two agreements, the ASEAN-Hong Kong, China
Free Trade Agreement (AHKFTA) and the ASEANHong Kong Investment Agreement (AHKIA), were
signed at the the 31st ASEAN-Hong Kong summit in
Manila.

3.
Speed to Market. An excellent outsourced
marketing company can get your new initiative up and
running quicker. Doing things in-house sometimes
start with good intentions but never get off the ground.
Hiring people takes weeks and if the person you hire
does not work out, then you are back to square one.

“The agreements create opportunities for ASEAN
because they will ensure greater access to both trade
and investment,” Philippine Trade and Industry
Secretary Ramon Lopez said.

4.
Increase
Focus
on
YOUR
Core
Competency. Every business has limited resources
and can only tackle a couple large initiatives
concurrently. Outsourcing marketing can help you
focus on client acquisition, processing the work and
client retention. Keep it simple and your clients will
refer more business to your accounting practice.

He said the agreements also create opportunities for
micro, small and medium enterprises in ASEAN
countries to increase their presence in Hong Hong.
Sourced from Jakarta Post

5
Level the Playing Field. Most small
accounting firms simply cannot afford to hire talented
marketing staff members. Outsourcing functional
responsibilities like marketing provides you with
access to expertise that large companies enjoy.
6.
Reduce the Risk. Every business initiative
involves a certain amount of risk. Outsourcing
marketing to a “reputable” company that truly
understands YOUR industry can be extremely
valuable because they have much more information
to make informed decisions, test things constantly,
and know what issues to avoid.

FDI Liberalisation
economy

If you would like to streamline your accounting
practice and focus on what you do best, than consider
outsourcing your marketing to the experts.

to

boost

Indian

The Department of Industrial Policy and Promotion
(DIPP) has notified India’s Consolidated Foreign
Direct Investment Policy 2017 (“FDI Policy 2017”)

Hugh Duffy, is the Chief Marketing Officer for Build
Your Firm (BYF). Hugh has been marketing for
accounting firms for fifteen years, has well over thirty
years of marketing experience, and manages the
Outsourced Marketing Program (OMP) with a wide
variety of accounting firms.

The changes in the FDI Policy 2017 display the efforts
of the Indian Government to remove of multiple layers
of bureaucracy, and to process proposals for FDI
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under the government approval route in a more
streamlined, positive and expeditious manner.
The Government has eased 87 FDI rules across 21
sectors in the last 3 years, opening up traditionally
conservative sectors like rail infrastructure and
defence. Even India's agriculture sector has received
FDI worth INR 515.49 crore in 2016-17.
For more information please visit KDP website
https://www.kdpaccountants.com/mailers/nov_2017.p
df
Contributed by Kamdar, Desai & Patel Chartered
Accountants

Amendments to
Bankruptcy Code

the

Insolvency

Malaysian prime minister
2018 Federal budget

announces

The 2018 budget was announced on Friday 27
October, laying out the government’s plans to tackle
rising costs and to contain the country’s fiscal deficit.
The new budget is in line with the government’s
agenda
to
achieve National Transformation
2050(TN50). TN50 is a 30 year-plan,first introduced in
the budget 2017,that aims to make Malaysia one of
the world’s top 20 countries by 2050.
The country's economic report was also released
forecasting a 5.2%-5.7% growth for 2017.

and

The President of India gave his assent to an
amendment in the Insolvency and Bankruptcy Code
that barred a majority of defaulting promoters from
buying back their assets on the 23 November 2017

Malaysia plans to spend 280.25 billion ringgit
(US$66.1 billion) in 2018 on rural infrastructure
development, aid packages, goods & transport
subsidy and home ownership support.

The newly included Section 29A of the ordinance
makes certain persons, including wilful defaulters and
those who have their accounts classified as nonperforming assets for one year or more, ineligible to
be a resolution applicant. "The Ordinance amends
sections 2, 5, 25, 30, 35 and 240 of the Code, and
inserts new sections 29A and 235A in the Code," said
Finance Minister Arun Jaitley.

Sharifah Aljeffri, Principal at Aljeffri Dean Chartered
Accountants said the budget was very comprehensive
in ensuring that the economic growth would benefit
the people. She also commended Malaysia’s
commitment to comply with OECD’S Common
Reporting Standard (CRS) information sharing and
BEPS (Base Erosion and Profit Shifting) initiatives
from 2018

In addition to putting in place restrictions for such
persons to participate in the resolution or liquidation
process, the Amendment also provides such check by
specifying that the Committee of Creditors ensure the
viability and feasibility of the resolution plan before
approving it.

The summary of the budget is available at HERE
Contributed by Aljeffri Dean Chartered Accountants

The Insolvency and Bankruptcy Board of India (IBBI)
has also been given additional powers.
Sourced from various newswire portals
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Singapore Companies Act – inward redomiciliation

Draft strategy on attracting new FDI
generation in 2018-2023

Singapore has introduced an inward re-domiciliation
regime with effect from 11 October 2017.
The inward re-domiciliation framework which was
introduced under recent amendments to the
Companies Act will enable foreign corporate entities
to transfer their registration to Singapore. A foreign
corporate entity that re-domiciles to Singapore will
become a Singapore company and will be required to
comply with the Companies Act like any other
Singapore incorporated company.

The Ministry of Planning and Investment is drafting
the foreign direct investment (FDI) strategy for 20182023, with the assistance from the World Bank.
The new draft aims to increase foreign investment in
high-tech industries, rather than labor-intensive
sectors. Manufacturing, services, agriculture, and
travel are the four major sectors in focus in the draft.
Under the draft strategy, Vietnam would set out
priority sectors for attracting FDI, such as those that
needs increased value and competitiveness.

Contributed by MGI N Rajan Associates

In the short term, priority is to be given to industries
with limited opportunities for competition, such as
production (automotive and transport equipment
OEMs – Original Equipment Manufacturers and
suppliers), and environmental technology (water
conservation equipment, solar, wind).
In the medium term, priority will be given to sectors
that
create
and
develop
skills,
including
manufacturing
(pharmaceuticals
and
medical
equipment), services (education and health services,
financial services, financial technology (Fintech),
information technology and intellectual services.
The draft also proposed solutions to enhance
efficiency in the operation of the Foreign Investment
Agency (FIA) under the MPI. It recommended that
Vietnam should remove entry-barriers and maximize
the impact of incentives in attracting investments.
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