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policies. An interesting point to note however, is
that according to the IMF estimates, Libya was
the fastest growing economy of 2018, growing at
a rate of 10.3%.

As we reach the end of the year, I would like to
thank all of you for your continued support and
participation to help MGI Worldwide and the
MENA Region. I also would like to reflect on the
many happenings since my last address to you.
First and foremost, we had the MGI Annual
General Meeting in October 2018, in the lovely
city of San Francisco, USA. I was delighted to
see other members from the MENA region in
attendance, and happy to note that we have
been able to carry on our momentum with
increased member involvement well into 2018.
The AGM gave attendees a chance to network
with member firms all over the world, to share
ideas and learn from the insightful speakers and
group discussions that were planned. RINA
Corporation our MGI member Firm in San
Francisco, led by Ed Fahey, had organized the
event and made sure we also got to experience
their beautiful city.

On the regulatory front, IFRS 9 on Financial
Assets has been a challenge for companies to
adopt due to the already tight liquidity conditions
in the region. IFRS 15 – Revenue from Contracts
with Customers has also impacted financial
reporting in the region, especially for large
government-controlled
telecommunication
providers and the construction industry.
Increased regulation and taxes are generally a
positive for our members, however the
surrounding volatility globally has left many
questioning the timing of these new policies.
Let me conclude by saying again that I hope to
see all of you at the Annual General Meeting in
Dubai, in October 2019, where as a group we
can debate these challenges and come up with
ideas on how to manage them.

I cannot discuss the 2018 AGM without
mentioning that our AGM in 2019 will be held in
my home city of Dubai, U.A.E. We will be hosting
the event and are in the process of planning a
stimulating and enjoyable experience for all. This
will be a great opportunity for all of you to attend
an AGM (for those that have not been to one
before), and meet your fellow members around
the world, share best practices and at the very
least expand your network.

Wishing you, your loved ones and your
colleagues happy holidays and a healthy and
prosperous 2019.
Faiyaaz Rajkotwala
Area Leader – Middle East & North Africa

Shifting gears to the financial markets, 2018 has
ended on a volatile note globally, with stock
markets around the world plummeting to multiyear lows, amidst tensions relating to the
growing US-China trade dispute, the Brexit
debate becoming more polarizing, the ECB
shutting down its nearly decade old Quantitative
Easing program this month, and geo-political
tensions causing fluctuations in oil prices. Many
governments in the MENA region have
implemented new taxes or increased rates on
existing taxes, to diversity away from oil, and
have seen mixed results. Governments that had
promised to open-up their economies to foreign
investment by loosening rules at the beginning of
the year have been slow to implement these
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MENA region. This collaboration will help to bring
global risk management trainers to MENA region, as
well as supporting clients to send their risk
management teams to attend technical and advanced
risk management training in London and connecting
them with risk professionals from all countries around
the world via the Institute. Lastly he hoped this
inititiave will benefit MGI MENA members.

Strong MENA presence at MGI AGM
3 firms from the MENA region were present at the
MGI 2018 AGM held in San Francisco

The firm has also been busy with various projects and
one of the big ones was conducting a training on Anti
Money Laundering for 630 employees of one of the
largest money exchange companies in Kuwait
Recently Boubyan was awarded a new internal audit
agreement with the second largest insurance
company in Kuwait.

MGI BFC partner Nadia Yaich at CITED
2018
The International Symposium on Advanced
Technologies, Renewable Energies and Economic
Development (CITED) brought together the work on
concerted and reflective research on the
establishment of sustainable economic development
based on technological advances, the optimal use of
means and resources, and on renewable energies.

MGI Business & Financial Consulting (BFC) was
represented by Nadia Yaich and Osama Zuhairi from
AlHamli and of course our area leader Faiyaaz
Rajkotwala

Held in Tunis, Tunisia from the 15-17 November,
Nadia presented about the opportunities and
challenges that digitalization brings to the youth in
general and accountants in particular.

Boubyan Consulting Company (BCC)
approved training provider for the
Institute of Risk Management (IRM)
Boubyan Consulting Company, has been recognised
by the IRM as an approved provider of the
internationally recognised Fundamentals of Risk
Management (FoRM) course in Kuwait, Tunis and
Egypt. Hesham of BBC said this was a key milestone
for the firm in developing risk professionals in the
2
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The IC then elected Imran Assan (MGI Alliance PAC,
Singapore), representing Asia, onto the EC.

Quality Assurance Review
Mohamed Boumesmar of Audicis SARL voluntereed
to conduct the quality assurance & review of The
Scientific Office for Auditing, Accounting & Consulting,
our member firm in Jordan

The IC line up
Roger Issacs (Chairman)
Ed Fahey (Deputy Chairman)
Imran Assan (Deputy Chairman)
Thomas Althoff (Europe)
Matthew Moy (Australia)
Arthur Baguley (Africa)
Juan Carlos Guerra (LATAM)
Faiyaaz Rajkotwala (MENA)

Mohamed spent 2 days in Jordan in November 2018.
He met the partners and staff of the firm. Mohamed
said doing these assessments provide him with
insights on how other firms manage their practice
which he considers a good learning experience

Global Family Office Practice Group
Launched
MGI Worldwide's Global Family Office team of trusted
advisors can help family offices with a whole range of
support and advice throughout the world, providing
specialist services from family governance, trust and
corporate services, asset holding, tax planning,
wealth management and wealth planning to charity
and philanthropy.
A microsite has been developed that provides
member firms and their high net worth family clients
access to specialist expertise in the UK, Europe,
North America, South America and elsewhere across
the globe.
Khaled Massoud of Jordan was grateful for the time &
effort put in by Mohamed during the review and his
patience in making sure he understands the
operations of the firm

The global family office practice group joins the
forensic accounting group, M&A group and IFRS
group in providing opportunities for members to talk,
share knowledge and exchange ideas on current
issues and at the same time helping participating
firms promote their international credentials in the
local marketplace.

MGI GLOBAL NEWS
MGI Worldwide announces changes to
the
International
and
Executive
Committee

First MGI Worldwide Awards at Global
AGM in San Francisco
The first MGI Worldwide Awards presentation was
held during the gala dinner at The City Club of San
Francisco during the 2018 AGM.

At this year’s Global AGM, held in October in San
Francisco, changes were announced to both the
International Committee (IC) and the Executive
Committee (EC) At the end of Thomas Althoff’s term,
Roger Isaacs of Milsted Langdon LLP, UK, stepped
up as Chairman.

The event was an opportunity to celebrate the very
high standards of member firms and recognise the
amazing people and teams from around the world
who have gone the extra mile to make a success of
membership.

MGI Worldwide welcomed Juan Carlos Guerra of MGI
Guerra & Asociados onto the IC. The European
Region will elect a new IC member during the coming
months. Thomas has kindly agreed to stay on the IC
until then.

The MGI Worldwide 2018 Award winners are:
Tax Firm of the Year Award - RINA accountancy
corporation (San Francisco, CA, USA)
3
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Project of the Year Award - a joint project: Milsted
Langdon (Bristol, UK), MGI Alliance PAC
(Singapore), MGI Gideon Adi & Rekan (Jakarta,
Indonesia)
Mid-sized Firm of the Year Award - MGI De LeoneTriunfo-Galloni (Milan, Italy)
Large Firm of the Year Award - Selden Fox Ltd
(Chicago, IL, USA)
Employer of the Year Award - Seymour Taylor (High
Wycombe, UK)
Professional Staff Member of the Year Award - Liza
Rowles, Seymour Taylor (High Wycombe, UK
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Fellow members who are operating in those locations
and interested in exploring opportunities can put
themselves forward and contact the member firm to
start the conversation with each other.
Visit the new business collaboration webpage in the
member area online and see the list of opportunities
among
firms.
LOGIN AND VIEW HERE

MGI Worldwide maintains its position as
a top 20 ranked international accounting
network
MGI Worldwide is pleased to announce we have
maintained our position as a top 20 ranked
international accounting network in this year's top 40
international accountancy networks, associations and
alliances survey from Accountancy Age. See HERE
for the ranking details.

MGI Worldwide continues to grow in the
second half of 2018

MGI Worldwide & Forum of Firms
The Forum of Firms' board confirmed that MGI
Worldwide will be a full member of the Forum of Firms
with
effect
from
1
January
2019.

MGI MCA Global from Harare, Zimbabwe is a threepartner firm formerly known as Mazhandu & Co. The
firm has a wealth of experience in serving private
sector clients, and has also worked with government
departments,
schools
and
non-governmental
organisations.
Their expertise lies in providing focused assurance,
tax and advisory services to both public and private
sector clients, with the firm priding itself on adding
value to its clients and their stakeholders.

MORE DETAILS IN 2019

NEW business collaboration

Bolivia-based, and newly renamed, MGI Aram
Consultores joined our global accounting network in
the MGI Latin America region. The three-partner firm's
specialisms include providing advice and assistance
in auditing, consulting, tax and legal compliance
across both the public and private sectors.
Join participating
opportunities.

member

firms

and

MGI Aram Consultores has experience in serving
clients across the manufacturing, trade, and
government sectors, as well as financial institutions
and projects funded by international organisations
and International Cooperation Agencies.

share

Using the business development spreadsheet,
participating member ﬁrms can share potential
opportunities with each other.

Joining the Asia region is newly renamed MGI KAL
Rupasinghe & Co. The firm is based in Colombo,
with 3 partners specialising in audit, tax, forensic
work, compliance, internal audit and accounting
services.

Each firm is asked to input a list of countries where a
parent company or subsidiary that they work for is
also operating or has interests
4
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PROFESSIONAL
NEWS
AROUND THE WORLD

The firm also offers other services such as due
diligence, income tax advisory, review of costing
systems, new company formation and corporate
secretarial services.

FROM

Digital
transformation,
talent
management key to growth for small
accounting firms

The five-partner firm Benko Kotruljić Ltd was
founded in 1990 and spent its initial years establishing
itself as the leading provider of accounting, internal
reporting, regulatory financial reporting, and advisory
services for investment banking pioneers and
financial assets management companies throughout
Croatia.

Accountants working in small- and medium-sized
practices (SMPs) are embracing technology to better
serve clients and attract and retain top talent,
according to 2018 IFAC Global SMP Survey results
released on October 23, 2018 . IFAC (International
Federation of Accountants) received more than 6,000
responses from SMPs, representing 150 countries,
about their performance in 2018 and marketplace
factors most likely to affect them in the future.

Benko Kotruljić Ltd has 24 staff in total and based in
Croatia's capital and largest city Zagreb, Benko
Kotruljić Ltd is ideally situated to provide services to
companies of all sizes conducting business in the
country, both domestically and internationally.

The survey found over a quarter of SMPs (28%) plan
to allocate more than 10% of practice revenue over
the next year to technology investment, reflecting its
critical importance in practice management and
operations. The most frequent responses to
technological advances have been the development
of in-house expertise in IT and the adoption and use
of cloud options to better serve clients.

In October HEM Associates, managed by a team of
six qualified professionals operating out of Kampala,
the capital and largest city of Uganda joined MGI
The firm is a key provider of auditing and assurance,
taxation, payroll management, business advisory,
accountancy and financial consultancy in Uganda,
and works with clients within the country as well as
some international organisations.

“As the first-choice strategic adviser to their clients,
firms are recognizing the importance of adopting
technology to provide insights and expertise and
strengthen their role as trusted business partners,”
said IFAC CEO Fayez Choudhury. “It is well-known
that the majority of SMPs’ revenue is generated by
traditional compliance services, but there has been an
increase and diversification in the provision of
advisory and consulting services that are real-time,
forward-looking and based on specialized industry or
sector knowledge, which is a trend we expect to
continue in the future.”

Canada-based Fazzari + Partners LLP (Chartered
Professional Accountants) added our numbers in
North America. Based in Vaughan, Ontario in the
east-central part of the country, the six-partner firm
was established in 1988, and specialises in taxation,
accounting, forensic accounting and more, including
providing support for smaller accounting companies
and individuals.
The firm serve a client-base in Canada, the US and
Europe, and pride themselves in their in-depth
knowledge of clients' requirements.

Tech-enabled Service Offerings
As transactional activities become increasingly
automated, firms are also leveraging technology to
provide business insights from data analytics as a
new service offering. A significant majority (86%)
provide business advisory and consulting services,
with a majority (51%) predicting a moderate or
substantial fee revenue growth over the next 12
months in this service line.

Cassian & Associates who joined MGI Worldwide in
November is based in Dar es Salaam, Tanzania, a
city that is rapidly becoming an economic
powerhouse.
The accounting firm serves the citizens of Dar es
Salaam by delivering accounting services based on
its three key values: professionalism, responsiveness
and quality. Apart from the usual audit and tax
services the firm is also a leading cloud accounting
service provider in Tanzania.

Talent in the Digital Economy
Talent remains a top challenge for SMPs. The
majority (54%) have difficulty attracting next
generation talent, with 66% stating the number one
reason is the lack of candidates with the right mix of
5
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skills. This highlights the importance of continuing
education and the development of new competencies
for the digital global economy. Additionally, firms are
implementing talent management initiatives to both
attract and retain staff. The most popular initiative is
the introduction of flexible working hours or work
days.

ISSUE 2, 2018

NEWSLETTER

It is critical that all parties in the financial reporting
supply chain, particularly regulators, national
standard-setters and firms collaborate in the
implementation of a standard with such far-reaching
effects on the audit of financial statements. The
IAASB will provide implementation support to help
auditors navigate and apply the revised standard.
Please visit the IAASB website for more information.

See HERE for the full report

IAASB seeks public
exposure
draft
on
procedures.

Source IFAC website

IAASB
Modernizes
Accounting Estimates

Auditing

of

comment on
agreed
upon

The International Auditing and Assurance Standards
Board (IAASB) seeks public comment by March 15,
2019 on its Exposure Draft of proposed ISRS 4400
(Revised), Agreed-Upon Procedures Engagements.

The International Auditing and Assurance Standards
Board (IAASB) released on 3 October 2018
International Standard on Auditing (ISA) 540
(Revised), its revised standard for the audit of
accounting estimates and related disclosures.

The demand for Agreed-upon procedures (AUP)
engagements
continues
to
grow
across
jurisdictions.Changes in regulation, such as the
increase in audit exemption thresholds in many
jurisdictions, have also driven increased demand for
AUP engagements. This is especially relevant for
smaller entities, as the increased audit exemption
thresholds prompt stakeholders to look for alternative
services to an audit.
To ensure that the IAASB’s standard on AUP
engagements remains relevant in the current
business environment, the IAASB proposes to
enhance key concepts in the standard, including:
•
The role of professional judgment in an AUP
engagement.
•
Disclosures relating to the practitioner’s
independence or lack thereof.
•
Guidance on appropriate or inappropriate
terminology to describe procedures and findings in
AUP reports.
•
The use of a practitioner’s expert in an AUP
engagement.
•
Restrictions on the distribution and use of the
AUP report.

Banks, insurers and other financial services firms
have seen revolutionary change in their accounting
practices as they moved to new accounting standards
that changed the way they deal with loan provisions
and insurance contracts. ISA 540 (Revised) reflects
this rapidly evolving business environment and
ensures that the standard continues to keep pace with
the changing market.
This revised standard is the first to be completed as
part of the IAASB’s broader program ‘Addressing the
Fundamental Elements of an Audit’ and is an
important part of the IAASB’s efforts to improve audit
quality globally. Some of the significant revisions
include:
•
An enhanced risk assessment that requires
auditors to consider complexity, subjectivity and other
inherent risk factors in addition to estimation
uncertainty. This will drive auditors to think more
deeply about the risks inherent to accounting
estimates.
•
A closer link between the enhanced risk
assessment and the methods, data and assumptions
used in making accounting estimates, including the
use of complex models.
•
Specific material to show how the standard is
scalable to all types of accounting estimates.
•
Emphasis on the importance of applying
appropriate professional skepticism when auditing
accounting estimates to foster a more independent
and challenging skeptical mindset in auditors.

In developing proposed ISRS 4400 (Revised), the
IAASB has received significant stakeholder input,
including feedback from its November 2016
Discussion Paper, Exploring the Demand for AgreedUpon Procedures Engagements and Other Services,
and targeted continuing stakeholder outreach.

Source IFAC website

ISA 540 (Revised) becomes effective for financial
statement audits for periods beginning on or after
December 15, 2019.
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PAO

Development

During
the
IFAC
Professional
Accountancy
Organization (PAO) Development Committee meeting
in New York in October 2018, committee members,
engaged in a day of creative thinking about the futureready PAO.
The meeting started with meditation, but with a
purpose: we were asked to picture a future
accountant.
Most of us pictured more of a Palo Alto-Steve Jobsesque techie than a pin-stripe, suited New York City
gent. That image is important as it is indicative of the
discussion themes throughout the meeting:
•
•
•
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The Corporate Reporting Dialogue actually launched
four years ago as a way to achieve dialogue and
alignment between some of the key standard setters
and framework developers around the world that have
a significant international influence on the corporate
reporting landscape. It includes the Carbon
Disclosure Project, the Climate Disclosure Standards
Board, the Financial Accounting Standards Board
(which participates as an observer), the International
Accounting Standards Board (which also participates
as an observer), the Global Reporting Initiative, the
International Organization for Standardization, the
Sustainability Accounting Standards Board, and is
convened by the International Integrated Reporting
Council.

The Future-Ready PAO Must Be Global
by Alan Edwards,
Committee Member

ISSUE 2, 2018

Corporate Reporting Dialogue participants hold
regular meetings to share their views and provide
further cooperation. The participants have already
adopted a Statement of Common Principles of
Materiality, developed a common map of the reporting
landscape, and took a common position in support of
the recommendations of the Financial Stability Board
Task Force on Climate-related Financial Disclosure,
or TCFD. This collaborative project aims to align
standards with the recommendations published by the
TCFD in June of last year.

that accounting in the future will be as much
about data analysis as financial accounting
that accounting careers will be far more global
than local
that the tools of the trade may be more
technological but interpretation will be made by
insightful humans with a personal touch.

To read this interesting article please go HERE

Under the new project, the various participants plan to
map out their own sustainability standards and
frameworks to identify the common traits and
differences, while jointly refining and continuously
enhancing the overlapping disclosures and data
points to achieve better alignment. They will be taking
into account the various focuses, audiences and
governance procedures of the different organizations.
Participants will identify how non-financial metrics
relate to financial outcomes and how this can be
integrated in mainstream reports.

Source: IFAC website

Global reporting groups plan to align
standards in 2 years
The International Integrated Reporting Council and
several other leading corporate bodies, including the
Sustainability Accounting Standards Board, the
Global Reporting Initiative and the Carbon Disclosure
Project, announced plans to align their standards and
frameworks within two years at the World Congress of
Accountants in Sydney, Australia.

An important aspect of conducting this project in the
context of the Corporate Reporting Dialogue is to
undertake this work with the overview of financial
standard-setters, consistent with the ultimate aim of
integrating financial and non-financial reporting.

The ground-breaking two-year project is focusing on
driving better alignment in the corporate reporting
landscape to make it simpler for companies to
prepare effective, coherent disclosures that meet the
information needs of capital markets and society.

In undertaking this project, the participants in the
Corporate Reporting Dialogue aim to demonstrate
visible improvement in the coherence, consistency
and comparability of corporate reporting by business.
This will lead to improvements in reporting from a
multi-capital perspective for the long-term efficient
allocation of capital given the changing nature of risks
and opportunities.

The participants in the umbrella group, known as the
Corporate Reporting Dialogue, committed to driving
better
alignment
of
sustainability
reporting
frameworks, along with other frameworks that
promote further integration between non-financial and
financial reporting.
7
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MGI MENA COUNTRY UPDATE

“The different elements of the corporate reporting
system are not working as harmoniously as possible,
with the result being that corporate reporting can be
seen to pursue conflicting objectives, under disjointed
definitions with unclear aims,” said Corporate
Reporting Dialogue chair Ian Mackintosh in a
statement. “There is a renewed urgency to drive
better alignment that can combat reporting fatigue,
reduce burden and enable more effective corporate
reporting. Today, the participants of the Corporate
Reporting Dialogue have made clear their
commitment to delivering this.”

Bahrain passes consumer-friendly Value
Added Tax (VAT) Law

Bloomberg Philanthropies will be providing funding for
the project. “Transparent disclosure brings many
benefits to global markets,” said Curtis Ravenel,
global head of sustainable business and finance, at
Bloomberg in a statement. “Advancements in
corporate reporting over recent years have led to a
better understanding of how businesses operate
across their value chains. However, as efforts to
improve disclosures have emerged, so has a range of
varying guidance, frameworks and standards in the
field. At Bloomberg, we are committed to helping
organizations communicate clearly, succinctly and
effectively with the market. That is why we are
delighted to support this project, which will lead to
better alignment in the corporate reporting
landscape.”

The Bahrain VAT Law has now been published and
sets out the general principles for the application of
VAT in Bahrain. In line with the Unified GCC
Agreement for Value Added Tax (VAT), VAT will be
implemented in Bahrain on 1 January 2019.
The Law sets out a number of differences from the
VAT Laws that have been already been implemented
in the KSA and the UAE.
Some of these key differences relate to the zerorating and VAT exemption provisions in the Law. In
particular, it is expected that Bahrain will apply the
zero-rate on basic food items, the construction of new
buildings, education and healthcare services, local
transport services, as well as oil and gas and
derivatives. The sale and lease of real estate as well
as certain financial services (i.e. those with an implicit
fee) and life insurance/reinsurance will be exempt
from VAT. Financial services provided for an explicit
fee including account management, certain trade
finance services and fund management will be subject
to standard rate VAT. Standard rate VAT will also
apply to non-life insurance/reinsurance.
Source: PwC website

More information about the project can be found on
the Corporate Reporting Dialogue website.
Source: AccountingToday.com

Electronic filing of income tax returns in
Egypt
8
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The Egyptian Tax Authority (ETA) has introduced a
new electronic filing (“e-filing”) system for the
submission of the income tax returns. Corporate
taxpayers will be required to submit their income tax
returns electronically (through the ETA’s website),
starting from this financial year (i.e. 2018).
Accordingly, manual filing will no longer be accepted
as of this year.
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taxes and claims. The Decision, effective 1 November
2018, will remain in force through 31 March 2019.
Following issuance of the Decision, the Director
General of the Jordanian Income and Sales Tax
Department (ISTD) issued Instruction No. 202/2018
on 12 November 2018 and No. 212/2018 on 25
November 2018 to clarify the specific types of
penalties and interest to which the Decision will apply.
According to the Instructions, if a taxpayer settles,
within the waiver period, unpaid (i) general sales tax,
corporate income tax, personal income tax, and
property tax payments due to the ISTD, (ii) claims due
to the Customs Department, and/or (iii) other
government claims due to the Ministry of Finance, the
full or partial waiver of related penalties and interest
will apply in respect of the settled claim.

As of this financial year, the e-filing of income tax
returns on the ETA’s website, has become
mandatory. Accordingly, the taxpayer will be required
to register on the ETA’s website to create an account
and obtain a username and password, as well as a
specific code to be provided to their tax advisor.
Following the registration process, taxpayers shall
prepare their annual income tax returns on the ETA’s
website, and then have them reviewed/ verified by
their tax advisor. Prior to electronically submitting the
return, both the taxpayer and the tax advisor will be
required to sign-off the return.

Taxpayers looking to benefit from this waiver should
refer to the Instructions before approaching the
relevant authorities to understand the extent of
coverage of the waiver to their claims and the
mechanism for the waiver’s application.
Source: EY Tax Insights

Upon submission of the tax return, the taxpayer will
be required to pay the tax due (as per the tax return)
through one of the following methods:
Bank transfer through the taxpayer’s own bank; or
Using smart card to pay/ transfer the tax due to the
ETA; or
Through the banks or the National Post Authority with
which the ETA has specific agreements, for taxpayers
to settle the tax due and this is also through using
smart cards.
As for individual taxpayers, they still have the option
to pay their annual income taxes due, electronically or
manually.
Source: PwC website

Oman Ministry of Finance targets
September 2019 for VAT implementation
The Oman Chamber of Commerce and Industry held
a special seminar titled Value Added Tax (VAT): The
Motives, Objectives and Potential Impact on Economy
and Development on 25th September 2018. During
the event, it was suggested that the authorities are
now targeting September 2019 to implement VAT in
Oman.
The speakers at the seminar included senior
government representatives. The panel discussed the
government’s purpose and objectives behind the
introduction of VAT in Oman, and the potential
impacts on the economy and business environment.

Jordan waives penalties and interest on
certain unpaid taxes and claims
The Jordanian Council of Ministers issued, on 5
November 2018, Decision No. (1767), which waives
penalties and interest applicable on certain unpaid

For more information see HERE
contributed by MGI Vision Chartered Accountants
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Specialised
talents

•

UAE VISA Changes
UAE Cabinet on 24 November 2018 approved the
implementation of long-term visas and announced
useful information regarding the circumstances and
terms under which these visas would be available. It
is expected that these new visas will come into force
in early 2019.

•
•

The table below provides a high-level snapshot of the
key features of these new long-term visas:
Visa type
Investors

Conditions
•
•

•

Entrepreneurs

•

Exceptional
students

five-year
visas
for
investors in property worth
AED 5 million or more
renewable 10-year visas
for investors in public
investments through a
deposit, an established
company,
business
partnership of AED 10
million or more, or a total
investment of not more
than AED 10 million
in both cases, the amount
invested must be whollyowned by the investor and
not loaned, with the
investment
retention
period being at least three
years

•

an accredited business
incubator in the country
possibility of upgrading to
investor visa provided the
requirements are met
10-year visa for doctors,
specialists, scientists and
inventors subject to certain
conditions including, where
applicable,
appropriate
accreditation and specific
academic achievements
10-year visa for creative
individuals in the field of
culture and art
all categories are required
to
have
a
valid
employment contract in
specialised fields of priority
for the UAE
five-year visas for those
with a grade of at least
95% in secondary school
level and a distinction of at
least 3.75 GPA upon
graduation
from
universities within and
outside the country

The changes are likely to stimulate further economic
growth for the UAE and facilitate greater inward
foreign direct investment, as well as a more
knowledge-based and driven economy.
Other developments in the UAE along similar lines
include the Dubai Internet City free zone (forming part
of the Dubai Creative Clusters Authority) introducing a
new “freelance permit” for those working within the
technology sector, including, in particular, technology
professionals in the fields of web, mobile, software
development
and
architecture,
IT
and
telecommunication networking, data science and
analytics, customer service, as well as stakeholders
providing technical support and related services. The
freelance package costs AED 7,500 per year and
provides the holders of such permits to choose the
company they work with, the projects they work on
and the ability to manage their own schedules.
Source: PwC website

five-year multi-entry visa
for entrepreneurs having a
previous project with a
minimum of AED 500,000
or having the approval of
10
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and Business Model and Technology Tools. There
are tremendous opportunities for practices to be
innovative and transform, especially due to the
environmental and technological shifts.

IDEAS & BEST PRACTICES

Professionalism
A key framework is the International Code of Ethics
for Professional Accountants, which sets out
fundamental principles of ethics for professional
accountants and distinguishes them from other
consultants or advisers). Professionalism underpins
all of professional accountants’ activities. SMPs can
promote their values including integrity, diligence,
trust and putting clients first and be clear that they are
providing professional advice and services.

The Practice of Tomorrow – How to
Remain Relevant
As highlighted in Firms of the Future–Building
Advisory Services there is a general consensus that
small- and medium-sized practices (SMPs) need to
re-evaluate the services they provide. This may
involve changing their business model to include or
expand business advisory and consulting services.

Firm Structure and Business Model
SMPs need to re-consider their firm structure and
business model. There are a range of different
options for transitioning and providing different
services, which includes recruiting specialized talent
to focus on a niche area, merging or acquiring a new
firm and training existing staff to equip them with new
skills.

Research indicates that, irrespective of jurisdiction,
accountants, and especially SMPs, continue to be the
preferred advisors to small- and medium sized entities
(SMEs). SMPs have an in-depth knowledge and
understanding of their SME clients and are therefore
well-positioned to provide a range of value added
services. IFAC’s literature review on The Role of
SMPs in Providing Business Support to SMEs—New
Evidence explored both the supply and demand for
business support from SMEs and highlights the
associated potential for future revenue growth from
business advisory services.

It is clear that a new service cannot be provided
without sufficient expertise and knowledge. A firm
may decide to recruit a new partner who specializes
and has strong experience in one particular industry
or sector. This would enable them to understand
client’s issues in that area and importantly bring
added-value from their exposure to a range of similar
businesses over the years. Combining one practice
with another, either through a formal merger or
informally through a referral process and ‘business
partnering’ provides an immediately available
resource for existing clients and a new revenue
stream.

Of the over 6,000 SMPs who responded to the 2018
IFAC Global SMP Survey 86 percent provided some
form of business and advisory consulting services.
The range of services is wide and diverse, including
corporate
advisory,
management
accounting,
business development and restructuring services.
Advisory services are predicated to have the most
substantial growth in the next 12 months with the
majority of small practices (51%) anticipating
moderate or substantial fee revenue increases in this
service line, compared to tax compliance & planning
(40%) audit and assurance (36%) and accounting/
compilation (36%).

Adding additional experienced expertise to a practice
can also help with talent attraction and retention,
which continues to be top challenge facing many
SMPs. In fact, 54% of small practices have difficulty
attracting next generation talent. However, crosstraining staff in new service lines provides valuable
learning experiences and can be combined with onthe-job practical involvement. Even starting small,
with basic tasks, is beneficial expertise which will
grow quickly over a just a few years.

Members of the IFAC SMP Committee recently
discussed this topic with representatives from around
the world providing their own experiences, tips and
good practices for how firms can transform. To
respond to client’s demands, practices should focus
on three main areas – Professionalism, Firm Structure

In considering what types of services to provide to
clients, it is important for the firm’s leadership to be
open to new opportunities whether internally or
externally driven. All staff members should be actively
encouraged to provide suggestions for potential new
11
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service lines, as they are often closest to the clients.
Communication training and encouraging a more
client centric mindset can often help staff to listen and
fully understand the client needs, so the appropriate
service can be scoped and delivered. This shift helps
staff focus on the practice’s value proposition and
level of fees charged (please also see Three Ways to
Effectively Manage Fee Pressure).
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them to service a number of businesses and provide
appropriate, relevant advice, around the clock.
Approaches to Advisory Services
There are a number of different approaches an SMP
can adopt to provide advisory services. The firm can
focus on improving a client’s entire business by
considering the whole strategy and future direction.
The firm can interpret and provide insights on both
financial and non-financial information and provide
informed advice to help improve the businesses
decision-making and general processes. This is
where listening and understanding the client’s needs
is critical and is complimentary to the deep knowledge
and expertise the firm has on the nature, culture and
operations of the business.

External opportunities may take the form of new
technological developments, emerging activities or
sectors, or changes in legislation to provide
specialized advice. To appeal to younger generations
who strongly value working in an ethical, dynamic and
sustainable organizations, firms could focus on
service lines which have some element of public
service or environmental and social impact. In this
rapidly changing environment, small firms can usually
make faster changes in strategic direction to take
advantage of new opportunities and significantly
benefit from being more agile and adaptable.

Conversely, a firm might focus on basic financial
number interpretation, involving a review of the
annual financial statements and monthly management
accounts. This may include an explanation of what
the figures mean to the business and could progress
towards more detailed analysis and forecasts with the
development of year-on-year trend analysis, budget
versus actual models, cash flow forecasts etc. to
enable advice around managing working capital and
profits.

Technology Tools
Fully utilizing a range of technology is critical to future
success. 28% of SMPs plan to allocate more than
10% of total practice revenue over the next 12 months
to technology investment. As automation and
digitization continues to impact business, clients will
require advice on how to effectively implement
technological solutions. For example, to reduce
administration costs around generating and
processing invoices, chasing late payments, payroll
etc. SMPs can provide valuable advice on what tools
can make any business process more effective and
efficient.

Christopher Arnold is the head of SME/SMP and
Research at IFAC. He was previously an Audit
Manager for Deloitte and qualified as an accountant in
a mid-tier accountancy practice in London
George Willie is the managing partner of Bert Smith
& Co. He has over 40 years of experience
specializing in the audits of healthcare, government,
and not-for-profit entities. He became a member of
the Small and Medium Practices Committee in
January 2015.

SMPs should also develop and implement a
technology strategy for their practice. This may
include utilizing practice management software
packages to assist, for example, in timesheet, billing
and monitoring recovery rates or a customer
relationship management package to help the
provision of services or implementing a client portal.

3 reasons accountants don’t need to ‘do
it all’
By Ben Richmond
While progressing your practice to offer a complex
advisory service is a pathway open to all, it’s also one
that, for various reasons, some practices may not
choose to take.

Going forward, the higher value work will be future
focused based on analysis, interpretation and
insights, compared to lower value historical tasks
such as inputting data, verification and conventional
reporting. Technology tools provide an opportunity to
provide information to clients in real-time. For
instance, visual dashboard reports can be easily and
quickly generated to enable a meaningful discussion
with clients on a monthly basis with current figures.
Practitioners in some jurisdictions have specialized in
becoming virtual CFOs - utilizing the cloud enables

What’s important to realize is that there is an
opportunity to be successful at each step on the
pathway, and success isn’t defined by how far you
make it along the advisory journey. It’s equally
important to be able to recognize your strengths and
identify areas where you can add value to your
community with the services you currently provide.
12
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Your practice may specialize in budgeting or tax
compliance and you may have carved out a nice
niche for yourself in this space. If that’s your bread
and butter, and you’re comfortable there and there’s
capacity to grow (if that’s what you want), then keep
at it.
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improve your business’ profitability and increase your
client base.
2. Be the expert
Everyone knows the saying “Jack of all trades, master
of none.” While increasing the number of services you
offer is an opportunity to tap into your practice’s
potential, it’s not the only way to improve your offering
-- becoming a specialist in a particular area offers
another opportunity. Whether that’s simple advisory -budgeting, forecasting -- or by choosing one or two
complex services to specialize in, it’s possible to
improve your practice without overextending your
service menu.

There’s no requirement to add to your workload if it
won’t improve your practice, your home life or add
value for your customers. The key is to work smarter,
not harder.
There are a few reasons why it might make sense for
a practice to stay at the first step of the advisory
journey:

Take a look at the number of businesses out there
that exist solely to calculate personal income tax
refunds each year. Near the end of every financial
year, we are swarmed by commercials promising to
take away the hassle of doing our taxes, for a small
fee.

1. Improve your work-life balance
The very reason people often leave larger businesses
is to achieve (or get closer to achieving) the work-life
balance sweet spot. I’ve spoken to many accountants
and bookkeepers in smaller practices who have
followed a similar path. They started off in a large firm
at the bottom of the food chain, before progressing
slowly up the ranks. After putting in several years’
worth of hard yards, pushing 60-to-80-hour weeks,
they burned out.

There are two things that businesses like these are
doing to successfully to offer just one service. Firstly,
they have identified a service that consumers want -who doesn’t want some of their hard-earned tax
dollars back? -- and they essentially charge to
perform a task that nearly everyone could do
themselves (albeit not as easily).

Then, in an attempt to find a more balanced lifestyle,
for their own health, mental wellbeing or for an
improved home life, they decided to go out on their
own and start up a small firm. Working for yourself
really is appealing when you feel like you’re chained
to your desk and driving profits for someone else.

The other way in which they are effective is in their
marketing. Through channels such as radio
commercials and Facebook advertising, they ensure
that their target audience knows about them and is
aware of their services. They also ensure their clients
know how much their service is going to cost upfront.

What they find if they’re not careful, though, is that
their work-life balance is actually no better than it was
before. Many find that they’re actually working harder
and working longer hours in their own practice than
when they were an employee at a large firm. When
you have to find and retain clients and drive every
dollar that you earn, the stakes really are raised. So
they put in those long hours, hoping that things will
eventually level out.

3. Curate your client base
Another way to drive revenue is to curate your client
base. Once you’ve established your practice and
found your niche, it’s time to curate a solid client
base. Being diligent in how you manage your client
base -- targeting the types of clients you will accept
and managing out the messy ones -- is an excellent
way to ensure your revenue continues to grow.

If work-life balance is a priority, evolving your practice
to offer new services may not be the best way to
achieve this goal. Becoming proficient in your new
offering will no doubt mean spending countless hours
on professional development -- and then you’ll need
to consider the time and effort you’d need to put in to
marketing your new service.

One way to curate your client base is to choose an
industry to specialize in -- a vertical niche. I’m familiar
with a few firms that do this really well. One such firm
specializes in the restaurant industry. They were a
compliance-based firm that really focused on getting
their practice efficiency phase nailed. They deeply
understood their profitability, and focused on selling
more services into that base of budgeting and

If you’re happy with the status quo and unwilling to
sacrifice your work-life balance (and I don't blame
you!), there are other avenues you can take to
13
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forecasting before choosing a complex piece of
advisory.

talent flows in the
competition is fierce.

This firm identified their complex advisory stream as
the restaurant industry. They were very clear on the
types of restaurants they wanted, they developed
really good industry knowledge and targeted their
marketing towards restaurants. They got really clear
on their app stack, and were really diligent about their
client base -- if they started getting enquiries or
interest from prospective clients that didn’t fit in with
their specialty, they would refer them to other firms
within their network.

ACCA was therefore interested to explore whether
international trade is one area where SMPs’ unique
experience and expertise might lead to the
development of a new, specialist service provision.

are

uncertain

and

Our findings suggest that many SMPs are equipped
with an excellent platform towards providing additional
value-added support to clients. However, despite
SMPs stating that the overwhelming majority of their
clients had been involved in some form of
international activity over the last three years, their
current provision of relevant support remains highly
focused around a small number of limited areas.

This firm’s growth came from the restaurant vertical.
They built up expert knowledge, focusing on client
referrals and marketing within the same industry, and
became the go-to accounting firm for the restaurant
industry in their region.

Our new report, Growing Globally - How SMPs can
support international ambitions, revealed the following
about internationalization and the relevant advice
landscape for SMEs.

Every business is different, but these methods are
effective. It’s all about identifying a key area of
compliance or two -- perhaps budgeting, forecasting
or tax compliance. Perhaps it’s all three, packaged up
into one fixed monthly price offering. Perhaps it’s
specializing in a vertical niche. And then it’s about
doing those things really well, building up a core
clientele and expert reputation and promoting your
business as an authority in this area.

SME internationalization today
•
Just under half (45%) of SMEs said the main
benefit of internationalization was access to new
customers in foreign markets. Increased profitability
(35%), faster business growth (33%) and access to
new business networks (30%) followed.
•
Both SMEs and SMPs considered ease of
doing business and high growth potential as the most
important factors when choosing an export
destination. Geography was seen as less important,
which may be a result of new technologies reducing
its significance as a perceived barrier.
•
Both SMEs and SMPs recognized foreign
regulations as the most significant barrier to
internationalization. For SMEs, the second most
important was competition (27%) whilst for SMPs it
was foreign customs duties (33%).
•
In terms of the future, SMEs’ international
ambitions are focused on building the capacity of their
business (45%), building networks in foreign markets
(45%) and introducing or developing more products
and services to market (44%).

Ben Richmond is a chartered accountant and vice
president of partner sales for Xero.

Global Business Expansion
Opportunity for SMPs

sector

Presents

By Ben Baruch
Much has been written in recent years about how
SMPs are experiencing a growing number of
commercial challenges that disrupt the client services
they have traditionally relied upon for revenue
generation.

The advice landscape
•
A wide breadth of professional advice and
support is used by internationalizing SMEs, who tend
to reach out to different sources as they move along
their internationalization journeys. Government or
relevant public agencies (39%) are the most widely
used source of professional advice, closely followed
by lawyers (35%) and then banks (33%).
•
Accountants are most likely to be used by
SMEs when looking for support on international tax,

Equally, many argue that more SMPs need to
consider whether diversification into new advisory
services could be the key towards the sector’s future
success. However, such change can be difficult when
14
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regulatory compliance, foreign exchange and
accessing external finance.
•
Only 9% of SMPs said they had no clients
who had been involved in any international trade
activities over the last 3 years. Importing and
exporting activities were the most common, as was
participating in broader international supply chain
networks.
•
SMPs mainly rely on internal and informal
resources
when
advising
clients
about
internationalization. However, this gradually shifts
towards a reliance on more external and formalized
resources as practices grow in employee size.
•
Just under half (47%) were not members of
any networking organization, potentially missing out
on valuable resources that could enable the
development of more effective forms of international
support.
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4.
Invest in professional development - Practices
must have highly skilled staff with the appropriate
intellectual knowledge for clients to recognize the
value in the services you offer. Creating a structured
program of learning activities for staff around
international trade could be useful for SMPs looking to
upscale their international advisory provision. This
could involve introducing formal learning activities
across more technical areas of international trade
(such as tax, compliance and foreign exchange) as
well as working with other firms to develop knowledge
networks where staff can learn, collaborate and
access good practice.
As SMEs continue to seek new ways of engaging in
international trade, partly brought about by
developments in technology, practices are being
presented with opportunities to develop and widen
their international advisory provision.

Using these findings, ACCA conducted a series of
interviews and roundtables with SMPs and SMEs
globally. The subsequent insights were used to
develop recommendations on how practices can look
to develop their international advisory provision.

For some SMPs providing additional support to clients
involved in international markets will not be feasible or
practical. Nonetheless it is important for all practices
to continue recognizing the changing realities of how
SMEs are operating globally.

1.
Specialization is key - For those developing
their international advisory provision, it is vital to first
identify an area of the market where you believe your
practice has the opportunity to effectively develop its
expertise, resources and intelligence to best suit the
needs of your clients. SMEs’ demands for
international advice vary according to sector and size
of business. Building a market focus is more likely to
make any future expansion of international support
more achievable and successful.
2.
Adopt a strategic mindset - Identifying where
you could best add value in terms of international
support requires SMPs to think strategically and
embark on initial planning and research. The best
place to start is with existing clients rather than
prospective ones, as they provide a readily accessible
(and more approachable) evidence base to explore
where demand is likely to be greatest. Making efforts
to understand your clients’ internationalization needs
can then help you shape your wider international
advisory offering.
3.
Expand your international network - Networks
are integral for the development of new professional
advisory services but particularly with regards to
internationalization. This is because global value
chains often necessitate close and efficient
coordination of activities between businesses. SMPs
should therefore aspire to become the central referral
point for clients looking to find the most appropriate
source of professional advice.

The key challenge in taking advantage of such
opportunities is centered on the risks that inevitably
come with the business model optimization required
to provide new and relevant client services.
Read the full report here: Growing Globally - How
SMPs can support international ambitions.
Ben Baruch is ACCA’s Head of SME Policy. His
interests include access to finance, alternative finance
and payments technology. Prior to joining ACCA, Ben
worked as the economy, finance and tax policy lead
at the Federation of Small Businesses in the UK.

4 Effective Ways to Win & Retain Clients
By James Mason
Are you walking the walk or just talking the talk? A
flashy marketing campaign is doomed to fail if your
transparency and genuineness don’t come through to
your clients in their interactions with you. Make no
mistake: Customers have well-honed radar and will
disconnect if they sense even a whiff of
disingenuousness.
So, how can you continue to gain new clients and
create long-term relationships with them?
15
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1. Market for Engagement
“Experience is the new product, and time is the new
price" was an idea that resonated throughout the
workshops.
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decision by the time they engage a supplier.
Therefore, engaging through influencing decision
makers can be a powerful tool.
Advisors can implement the seven principles of
persuasion to assist in the B2B sales process:

For professional service firms, providing a fantastic
experience for customers across all touch points, from
the sales process, onboarding and delivery through to
billing, is essential to generating referrals, which
remains still the strongest way to generate leads. This
is based on the key idea that marketing is no longer
the sole responsibility of a few people and clients’
willingness to pay for ease of engagement.

Reciprocation: Prospects will have a feeling of
obligation if you provide something of value first
Social Proof: We tend to be more trusting of things
that are popular and have been endorsed as quality
by others we trust
Commitment and Consistency: Asking your
prospect to start with small agreements makes it
harder for them to say no in the long run
Liking: We’re more likely to submit to requests made
by people we like and who like us in return
Authority: We’re more likely to agree with those who
have perceived authority
Scarcity: We’re drawn to things that are hard to get
and in short supply
Unity: People need to feel they belong to something
greater than themselves
These principles are not about “trickery” and need to
be applied in an authentic way. How can you weave
them into your advisory offering, marketing and
sales?

This whole-of-business approach to marketing
requires thinking, acting and communicating from the
inside out, starting with the organization’s “why.” Ask
yourself some fundamental questions about your
purpose, motivation and beliefs. This will frame how
you go about engaging with clients: your process,
specific actions and your firm’s “what.”
2. Be More Authentic
Balancing what you say versus what others say about
you is the key to authentic engagement. An advisory
brand is an articulation of who the organization is,
what they believe and what they do. So, if it does not
reflect the expectations and experience of your
customers, you’re at risk of lacking authenticity. Do
you know what clients are saying about you and what
your reputation is? If not, you need to find out. Start
by asking both customers you have won recently and
those you lost.

4. Meet the Marketing Fundamentals
The quality of your service model and ability to deliver
a high-value outcome for clients are obviously keys in
client retention of clients. If you’re not offering
services that provide ongoing benefits, rather than
one-off, project-based activities, you will constantly be
searching for new clients.

The sweet spot of authenticity is the intersection of
your brand, reputation and fit with customer needs.

Your offering must meet the following three marketing
fundamentals:

To be authentic you need to be trusted, and to be
trusted you need to be transparent.

1. Be digestible
2. Solve a problem
3. Link to a clear competitive advantage
Your advisory model needs to tell a great story about
how you will work with clients to achieve their goals.

Think of your marketing as a pyramid: The base is
your website, holding up campaigns and sales
engagement techniques. All these building blocks
need to be authentic, aligning with your “why” at each
stage of the sales cycle and beyond. Here’s a
practical tip: Why not try harnessing the power of
video (the shorter the better) and using unscripted
language to tell stories of how your customers have
experienced success using your services?

Here are three advisory services that will resonate
with clients in 2019 and improve your likelihood of
retention:
a. Online Coaching and Training: Deliver the triple
play of benefits: leverage (more clients, more often),
improved customer experience (just-in-time support)
and cost reduction (less reliance on heavy travel
schedules to maintain face-to-face contact).

3. Engage Through Influence
B2B selling is complex, and the likelihood of a
purchase drops sharply when the number of decision
makers involved increases. Today’s empowered
customers are often well into making their purchase
16
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b. Initial Business Reviews: Help clients focus
attention on where they are now and where they want
to be in the future. Use tools such as a Growth and
Profit Diagnostic, Now Where How and financial
dashboards.
c. Half-Day Strategic Plan Resets: Time-poor clients
want a simple, strategic plan review to get them back
on track. Use tools like One Page Plan, Now Where
How, Sustainable Competitive Advantage, Mindmap
and Pareto to achieve a clear plan in a short period of
time.
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Auditors, both those working internally and externally,
can shift from a sample-based model to employ
continuous monitoring where much larger data sets
are analyzed and verified. The result: less margin of
error resulting in more precise recommendations.
Tax accountants use data science to quickly analyze
complex taxation questions related to investment
scenarios. In turn, investment decisions can be
expedited, which allows companies to respond faster
to opportunities to beat their competition — and the
market — to the punch.

James Mason has been managing director of
Mindshop since 2000, where he oversees the
advisory training, coaching, resources development,
and growth needs of business leaders and advisors.

Accountants who assist, or act as, investment
advisors use big data to find behavioral patterns in
consumers and the market. These patterns can help
businesses build analytic models that, in turn, help
them identify investment opportunities and generate
higher profit margins.
Four types of data analytics
To get a better handle on big data, it’s important to
understand four key types of data analytics.
1. Descriptive analytics = “What is happening?”
This is used most often and includes the
categorization and classification of information.
Accountants report on the flow of money through their
organizations: revenue and expenses, inventory
counts, sales tax collected. Accurate reporting is a
hallmark of solid accounting practices. Compiling and
verifying large amounts of data is important to this
accurate reporting.

Why does (should) data analytics matter
to accountants?
“What do the numbers tell us?”
“Let’s dig into the data!”
“Can we analyze this in real-time?”

2. Diagnostic analytics = “Why did it happen?”
Diagnostics are used to monitor changes in data.
Accountants regularly analyze variances and
calculate historical performance. Because historical
precedent is often an excellent indicator of future
performance, these calculations are critical to build
reasonable forecasts.

It’s very likely that you’ve heard these expressions
around the office. Big data. Data analytics. Data
science. This is important stuff.
But why is this important? And what does it have to
do with accounting?
Accountants use data analytics to help businesses
uncover valuable insights within their financials,
identify process improvements that can increase
efficiency, and better manage risk. “Accountants will
be increasingly expected to add value to the business
decision making within their organizations and for
their clients,” comments Associate Professor Wendell
Gilland, who teaches Data Analytics for Accountants
at the UNC Kenan-Flagler Business School. “A strong
facility with data analytics gives them the toolset to
help strengthen their partnership with business
leaders.”

3. Predictive analytics = “What’s going to happen?”
Here, data is used to assess the likelihood of future
outcomes. Accountants are instrumental in building
forecasts and identifying patterns that shape those
forecasts. When accountants act as trusted advisors
and build forecasts, business leaders grow
increasingly confident in following them.
4. Prescriptive analytics = “What should happen?”
Tangible actions — and critical business decisions —
arise from prescriptive analytics. Accountants use the
forecasts they create to make recommendations for
future growth opportunities or, in some cases, raise
an alert on poor choices. This insight is an example of

Here are a few examples:
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the significant impact that accountants make in the
business world.
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1. What are the firm’s strategic vision and plan?
2. Why do we do what we do? Will it be relevant and
can we compete in three years?
3. Who will lead IT and to whom will they report?
4. What new services will we add to remain relevant
as well as competitive?
5. What is the economic model to ensure we get a
return on our IT investment?
6. What training will our people require to be “futureready?” Do we have the right people in IT?
7. How much are we currently spending on IT and
what should we spend to remain competitive?
8. What percent of our current IT expenditures are
focused on maintenance and what percent on
innovation?
9. Do we have an IT roadmap that we can easily
explain to our firm and clients?
10. Do we have a process to ensure our firm is on the
right path?

Why accountants make excellent data scientists
Accountants have outstanding technical skills. Gilland
notes, “Accountants are used to aggregating
information to create a picture of an organization that
summarizes the details contained in each transaction.
Working with descriptive analytics, predictive
analytics, and prescriptive analytics comes more
easily to people who already possess excellent
quantitative skills.”
Accountants are natural-born problem solvers. The
jump from descriptive and diagnostic analytics to
predictive and prescriptive analytics requires that one
shift from an organizational mindset to an inquisitive
mindset; a shift from stacking and sorting information
to figuring out how to use that information to make
key business decisions. Accountants are experts at
making this jump.

These are difficult questions that require time to think,
and most involve risk and transformation. As my good
friend Allan Koltin puts it, you have three options:
1. Do nothing and ignore the changes that are
occurring in the profession.
2. Ask everyone but you to change.
3. Address the issues and make the difficult changes.

Accountants see the larger context and business
implications. The true value of data analysis comes
not at the point when the data is compiled, but rather
when decisions are made using insights derived from
the data. To uncover these insights, a data scientist
must first understand the business context. Not only
do accountants understand this context, they live it.

Allan uses the analogy of three doors; you can take
your pick. The results of Options 1 and 2 will
ultimately impact both you and your firm negatively.
Option 3 requires change and strong leadership. It is
also the best solution for the long term.

Source University of North Carolina, Kenan-Flagler
Business School

What is your IT strategy?

There are several requirements a firm needs to
develop an IT strategy. The strategy or plan is just the
start, and the implementation of the plan is where the
return on investment occurs. The requirements to
develop an IT plan — or any plan, for that matter —
are:
• A firm vision;
• The support of the CEO and firm leadership;
• An IT-savvy leader;
• Access to leading peers and business partners
(resources); and,
• A planning process.

By Gary Boomer
Do you have a written plan? Does it integrate with
your firm’s strategic plan? Is it transformative? These
questions often get a response like, “We don’t have a
written plan, but we have an IT budget.” In other
cases, the response may be, “IT is moving too fast to
have a plan.”
There is nothing wrong with operating with a budget,
but I recommend a one-to-three-year IT plan along
with an IT budget. Many firms are working with an IT
project list, which is better than nothing, but the value
of an IT plan comes from the planning process and
getting the firm to think differently about the future.

Each firm is different with the age of their hardware
(infrastructure), satisfaction with existing applications,
training, and integration of data from multiple
applications or databases. An outside facilitator for
the planning process can significantly accelerate the
process and ensure a focus on strategy and
innovation, rather than tactics.

Maintenance is no longer enough. IT must be
innovative and transformative for many accounting
services to remain relevant.
Some critical questions firms should ask during the
planning process are:
18
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You may also want to consider including an external
IT-savvy peer or client in the process.
You should develop the plan first and then the budget.
We utilize a “quick budget” tool that takes just a few
minutes to prepare and works well with getting partner
or executive committee buy-in without spending days
preparing a detailed budget that may never get
partner approval.
Here are some of the critical areas your IT plan
should address:
• Governance;
• Leadership;
• Accountability;
• Training;
• Cloud and workflow strategy;
• Security and privacy;
• Mindset, staffing and sourcing;
• The technology stack or ecosystem;
• Client services; and,
• Integration and growth.
We recommend our one-page plan format, as it forces
firms to identify their objectives, measurements of
success, priority initiatives, due dates, and
responsible parties. This approach leverages
resources as well as offering simultaneous, rather
than sequential, solutions. From experience, we have
found that multiple-page plans cause people to lose
focus on the “big rocks” and often get caught working
in the “sand.”
Here is a quick checklist for developing a strategic IT
plan and budget:
• CEO or MP support and participation.
• Dates and venue away from the office
(recommended one-and-a-half to two days).
• Participants — representative of the entire firm,
including non-partners.
• Facilitator — someone with industry experience
and exposure to a large number of firms.
• Agenda — structured, but flexible enough to allow
participation and discussion.
• Communication of the plan — consistent, concise
and understandable to the end users.
• Ongoing accountability reviews — recommended
quarterly.
Remember, IT strategy is about progress and not
perfection. Changes in IT are occurring at blazing
speed, and the plan should be updated annually.
Don’t procrastinate — set the dates for your IT
strategy planning meeting today.
Gary Boomer is the visionary and strategist at
Boomer Consulting Inc
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