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Introduction

The Origin of This Method and Why It Works

In the late “70s and early ‘80s IBM, Xerox and other tech-invested companies were
scrambling to maximize the opportunities emerging as Silicon Valley developed
components for increasingly capable computer-dependent systems. A whole new world
was opening up for hardware, services, consulting, etc. and each competitor was
aggressively seeking to expand its market share and revenue streams.

Tens (if not hundreds) of millions of dollars were invested in solving the most basic
challenge: How can we effectively sell these new products and services? A crucial
component in answering that question was the necessity that each company’s sales
team employed the best possible sales methodology.

Many millions were spent empirically determining the most effective methodology ...
embracing those techniques proven to be effective in the real world. Once isolated,
they were then combined to create increasingly effective sales systems optimized for
specific products, services and markets. And they worked well. Really, really well.
Tech industry revenues skyrocketed.

Other industries took notice and the lessons learned were successfully applied to the
promotion of an incredibly wide range of products all across the economic spectrum.

| worked as a Senior Consultant for a major Southern California consulting company in
the ‘90s and was fortunate to have access to much of this data. Over time, my practice
niche evolved into helping more and more clients with business development issues —
adding revenue, improving margins, training sales teams, and the like.

The techniques proved to be especially potent in a professional services environment
and | found myself increasingly working with providers of accounting, engineering, legal,
consulting and similar services.

On a much grander scale, the largest accounting firms adopted these lessons and in the
‘80s and ‘90s built billion dollar consulting arms from scratch in less than a decade.

Since 1996 my (now private) consulting practice has specialized in helping accountants
and accounting firms increase their business development effectiveness.



In parallel, the Consulting team at Sageworks has been working with hundreds of
ProfitCents subscribers and learned how their most successful subscribers effectively
use the software to enhance both client communication and business development
effectiveness.

By combining our collective expertise, we have developed what we believe is a ground
breaking methodology that is both incredibly effective and user friendly. No matter what
your interpersonal style is, you can use the techniques described in the Lessons to build
and/or optimize your book of business. The practical effect is that if you are motivated
to do so you can grow or transform your practice into whatever you wish it to be.

Once you learn the methodology you will bring in more revenue, increase your margins,
upgrade your practice by attracting more “A” and “B” level clients and acquire the
capability to compete with larger firms on equal footing when you seek these more
sophisticated and higher revenue clients.

It won’t happen overnight. Take it slowly in bite-size bits ... one Lesson at a time.
When you have completed the course practice with your existing clients and smaller
prospects/opportunities first, and when you feel reasonably comfortable, go for it.

Don’t feel you need to be “perfect” or even competent with the entire model. It is better
to get out there and practice sooner rather than later. This is because even if you get
only part of the System right, it is so powerful you'll still be more effective than the vast
majority of your competitors.

Many of my clients who are ProfitCents’ subscribers have substantially grown their
practices and incomes as a direct result of employing the Accounting Practice Builder
method. So can you.

We look forward to hearing of your successes!

Best regards,

Craig Weeks craig@cpaprofitplus.com
The Sageworks Consulting Team www.sageworksinc.com

January 2012
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Can | Really Become an Exceptional Business Developer?

The answer for a large maijority of students is a qualified, “Yes.” It is a qualified answer
because there are several things that must be in place before it can happen (it goes
without saying that the overarching requirement is that you have the desire to do this).

1. Will you carve out the time from your practice for marketing? Obviously,
that is necessary because if you don’t take the time to talk with people your efforts will
fall short. Yes, you can employ traditional marketing techniques such as flyers, online
and print ads, telemarketing, billboards, and similar, but these will only rarely generate
“‘A” and “B” level prospects. Only personal marketing will do that with any regularity.

2. Will you methodically engage in personal marketing? It can take several
forms (they are discussed in the Student Manual as well as the Resource Manual).
Select a methodology that suits your interpersonal style and feels like you.

3. Will you adopt persuasive techniques that provide you with the highest
probability of success? This is not a superfluous question — it is crucial.

Here’s why: we all have a personal style which we employ to interact with the people
we deal with on a daily basis. This is who we are, and it is what feels natural and “right”
for us. But, when it comes to turning prospects into clients the implicit requirement is
that we behave in a manner that maximizes our persuasiveness. Unfortunately, it turns
out that our natural style oftentimes isn’t especially effective for this purpose.

Your prospect has both emotional and logical needs that must be persuaded before
they will decide you are the choice to provide their future accounting-related services.
Furthermore, they need to like you, or at least feel you are someone they can
comfortably work with. Taken together, this means your challenge is to meet with a
stranger and satisfy all these requirements within, typically, a one hour meeting.

The best “natural” business developers successfully address their prospect’s needs
instinctively, but these individuals comprise only about 5% of the accountants in private
practice. For the rest of us, we need a system that ensures our approach methodically
incorporates the behaviors proven to have the most positive persuasive effect.

This means that the Accounting Practice Builder method will be adjusting how you
would naturally approach your prospect, and change isn’t easy.

Check out the explanatory graphic on the next page. If your natural style places you
outside of the circles, then the method will pull you into the gray.



[ Sales Effectiveness vs. Interpersonal Style
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Explanation:

Alice, with her type A intensity, can easily breach her prospect’s emotional and/or
logical boundaries. Feeling overwhelmed and pushed, they turn Alice down.

Paul’s type P passivity fails to convey passion and conviction. He doesn’t actively
pursue the prospect’s needs and motivations and fails to take control of the meeting.
Uncertain about Paul on several levels, the prospect selects another accountant.

Ethan, wearing his type E feelings on his sleeve, focuses so much on connecting
emotionally with his prospect that he fails to satisfy the logical issues. No sale.

Louise, with her type L logical and reasoned recitation of the accounting issues and
solutions, fails to connect with the prospect emotionally. Once again, no sale.

The method employs all the mental triggers that emotionally and logically connect
you to your prospect. Additionally, it strikes the correct balance between proactivity
and reactivity.

Accounting Practice Builder ensures Alice, Paul, Ethan and Louise will make
optimally balanced presentations. This will maximize the likelihood that each
of their prospects will become a client.



Overview of the Accounting Practice Builder Method

An overview of the method is illustrated by the four boxes below. Beginning in the next
section there are nine Lessons that teach this well-proven and practical method to
successfully accomplish the journey from initial preparation to securing the prospect as

a client.

The Lessons are deliberately presented with a broad brush because business
development is a dynamic undertaking and setting forth a detailed list of best practice
rules followed by all the potential variations and exceptions would be excessively
complex and very difficult to learn. The Lessons are presented in a sequence that most
often mirrors how the process unfolds when you are interacting with a prospect.
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All successtul business development/sales systems are designed to gopeal
to both the logical and emotional makeup of the prospect. This is the
psychological foundation of the system you will be learning.

— o S

Generally speaking, the prospect’s emotional judgment will reach its initial
conclusion well before the logical side does. In other words, their emotional mind
will be made up first. If the verdict is “no,” your job has just become a great deal more
difficult because you now must persuade the prospect’s logical side to convince the
emotional side to reverse itself.

And, as we all know from personal experience, getting anyone to change their mind
when once made up is often very difficult. It is a significant challenge to climb out of the
hole that’s been created, and when you do all it does is get you back to level ground
where you started. In the meantime, the allotted time for the meeting is ticking away
and you haven’t begun to make your case to the prospect.

This is why when you approach every prospect the initial focus must ALWAYS
address this emotional side of the persuasion equation. If in the first few moments
together the prospect begins to feel good (or at least comfortable) about you — or even
like you — the obstacles between you and a successful outcome are greatly eased.

When you fail ... when you don’t quickly connect in a positive manner with your
prospect ... the foundation for proceeding to an engagement is greatly weakened. The
prospect will be conflicted internally; feeling somewhat stuck in a situation they find
uncomfortable, distracted by an inner dialog questioning the desirability of meeting with
you, wondering when it will be over, questioning what you are saying, etc.

Therefore, the method first addresses the prospect’s emotional desire to work with an
accountant they feel comfortable with and then places before them a logically
persuasive case that you are the right person to provide their future accounting related
services.



E APPLICATION OF PROFITCENTS:

The capability of Sageworks and ProfitCents products are combined into the Accounting
Practice Builder System in several ways so the logical case you make will be
exceptionally persuasive and you will enjoy a significant advantage over other
accountants you are directly (or indirectly) competing with.

The first benefit is differentiation ... what you will be showing the prospect will be
meaningfully more impactful than what 99% of them have seen in the past. In addition
to their stellar content, the reports have a very high Wow! factor.

When determining how you wish to employ the software, you have the option of
approaching the prospect in two fundamentally different ways. (Note that “the
prospect” doesn’t necessarily have to be someone who isn’t a client. Instead, they may
be an existing client and you are employing ProfitCents to demonstrate the value of an
additive project or other ad hoc work you are proposing to them.)

The first option is to deal with the past. This means you examine the prospect’s
financials and/or other information and use one of the ProfitCents Snapshot reports to
explain, simplify, interpret or otherwise add value to the prospect’s understanding of
what you are proposing in the way of services.

The second option is to address the future. Here, you are taking the prospect’s
aspiration and putting flesh on it, e.qg. if they tell you they want to purchase some capital
equipment to enhance their construction company’s capabilities, you can use a
Counselor report to explore the future with a series of “what-if” scenarios featuring
various borrowing interest rates, loan amounts, projected impact of additive revenues,
and a host of other variations. This information will be of significant value to the
prospect and your ability to provide it should differentiate you from any other accountant
they may be considering.

Because your name appears on the report and not Sageworks, the prospect identifies
you with the work product, which further underscores your expertise and
professionalism.

You will learn how to employ the report(s) to demonstrate your capability, creativity,
responsiveness and a host of other desirable personal characteristics (appeals to the
emotional side), and leverage their power to make a solid, hit-it-out-of-the-park case
for the solutions you suggest (appeals to the logical side).




[ Lesson 2 — The Prospect’s First Impression

The Why of this Lesson:

The first seconds you spend with the prospect are crucial. In these moments you
will receive your initial reactive emotional assessment by the prospect. Will it be thumbs
up or thumbs down? You simply must give yourself every advantage to maximize
the probability this first impression is positive. Once formed, a negative first
impression is difficult to overcome, especially when there may only be a single meeting.

Think about those instances when you have formed a poor first impression of someone
and how powerful that feeling was. To illustrate, even though (logically speaking) a 90
second exchange with a new acquaintance would reveal little, if someone asked you,
e.g. “So, now that you've met Terry, what do you think,” the odds are your response
would be stated in fairly conclusive terms. We all form impressions quickly, and so
does your prospect.

This Lesson is focused upon the proven steps you can take to manage how the
prospect perceives you and thereby positively influence their initial impression.

Surveys confirm what is obvious: everyone wants to deal with people they like or at
least feel good about. Our goal here is to have the prospect quickly and firmly place
you in that category.

Remember, at the outset virtually all prospects assume accountants have
essentially equal professional skills. Going into an evaluation, their default approach
is to rely upon their feelings, e.g. “Which one of these accountants do you think would
be the best to work with?”) and (because they think your services are primarily a
commodity) price.

This Lesson 2 deals with the first impression half of this equation now. It is very, very
important to get this right. Don’t put yourself in a hole by selling this module short.



The How's you will learn in this Lesson:

<\ <\ <\ <\ <\ <\

How to optimize your appearance

How to shake hands

How, when and where to sit

How to “humanize” yourself

How to employ body language to enhance communication
How to relieve the prospect’s concerns about time

How to optimize your appearance

Appearance isn’t just what you wear or how you comb your hair. Appearance is made
up of several things, including demeanor, tone of voice, etc. Taken together, they all
impact how you are perceived by the prospect.

Body Language is a large part of your appearance. For example: how you sit.
If you are meeting at their place of business you may be invited to take a seat
while someone finds the prospect. When you sit, sit neatly. Don’t sprawl or
slump. Don’t toss your briefcase and coat on an adjacent chair. Don’t be stiff,
but sit upright; coat neatly folded across your lap with your purse, folio or
briefcase at your side on the floor. The body language and posture I'm
describing denotes alertness, self-discipline and respect for the prospect’s
premises.

Personal grooming. Be well groomed. Hair neat, closely shaven, fingernails
cleaned and the like. Clothing colors are relatively neutral (but don’t avoid color
... i's more a matter of not making a color “statement” that is excessive for the
circumstances), skirts an appropriate length, pants up around the waist,
everything fits well, etc. And, silence your cell phone

Dress. Avoid overly casual or formal dress as dictated by the circumstances. If
you are meeting with the owner of a pool cleaning company, then Dockers are
just fine. If the prospect is the president of an investment company it might be
more appropriate to wear a suit. | don’t pretend to be an arbiter of women’s
clothing, but it seems things from Jones New York or Macy’s are almost always
appropriate. Excessive jewelry, e.g. big gold chains for guys and great big



dangling earrings for women are best avoided. Moderation with an appropriate
level of class is the standard. Finally, keep your accoutrements under control:
coat neatly folded, purse and/or briefcase by your side and papers organized

The idea is for you to speak for you; not your appearance. The prospect can
have appearance prejudices you aren’t aware of, so by straying out of the
mainstream you run the risk of touching a negative hot button without even
realizing you have done so.

4, Communication. How you speak, your projected confidence, tone of voice,
gestures, word selection, etc. all contribute to how you are perceived by the
prospect. Keep it conversational, avoid anything that can be considered
swearing even if the prospect mouths off like a sailor, and maintain a friendly, low
key demeanor. It goes without saying you are always amused by his jokes.

Appearance and its effect can cut both ways. If, for example, a man is smitten by a
female accountant’s looks he may engage her just on that basis alone. Some may find
this insulting, but it's reality. The flip side is true also; if someone finds tall and skinny
people unattractive, well, don’t be surprised if they aren’t hired. Or, if you have a
mannerism that reminds the prospect of something very negative, or are wearing a color
they hate, or in some other way touch their “dark side,” all bets are off.

Y  How to shake hands

A hand shake is a ritual that almost always passes with little or no notice. However, it
can go wrong, and because it occurs so soon in the process of meeting someone, it can
strongly influence a first impression. Men, don’t overdo it. Make it firm, but never hard.
Women, never be wimpy ... make sure it is firm. When shaking the hand of an “older”
person, always bear in mind they may have some arthritis, which can be painful if the
joints are squeezed together.

People sometimes wear relatively large rings which can create pain if the fingers are
compressed. Hold a handshake approximately 1 — 2 seconds (roughly 3 — 4 “pumps”)
and then gently release pressure to signal the other person to break it off, thereby
making it easier for them.

Finally, because you are just meeting the prospect, don’t make the overly familiar
mistake of putting your left hand on top of the shaking hands. Gentlemen, for the same
reason always avoid the European custom of kissing a woman’s hand unless you can
peg the savoir faire meter at Cary Grant levels.



Y  How, when and where to sit

Much of this Lesson is about not exhibiting assertive behaviors and body language that
suggest you are attempting to invade the prospect’s space or otherwise take
possession or ownership. In other words, if you are in their office you want to be
respectful and compliant to their wishes. Generally, it will be obvious where you should
sit. In fact, the most typical practice is the prospect will gesture toward a chair, or where
you should sit will be made clear because there are only two chairs in front of their desk.
Pick either one and you’re safe.

But, what about if you are directed into a conference room and before you are a long
table for 12 people? If you're first through the door, what do you do? The basic rule is
you let the host occupy the “power” seat of his or her choice. Generally speaking those
are located at either end, in the middle of the sides and the seat closest to the door.

If you walk to the far side of the table and then select a seat located near the end of the
table nearest the entry door you really can’t go wrong. Of course, if the prospect
motions you to a particular seat, then that’s where you sit.

Your umbrella, coat, etc. can be placed neatly on an adjacent seat (not if they are wet)
and it is best practice to remove everything you will need from your briefcase and place
the papers, files, pens, etc. neatly on the table, putting the unneeded briefcase on the
floor next to your seat. Never put your briefcase on the table.

Sit upright and avoid slouching or sprawling. Best practice is to neither lean fully
forward nor sit all the way back in the seat. By doing this you are displaying interest in
the proceedings without appearing overly eager nor withdrawn.

Y  How to “humanize” yourself

The prospect may know something about you. For example, he may have attended a
function where you were a panelist, or he may have spoken with a mutual acquaintance
who has told him something about your personality. But, let's assume the prospect
knows nothing about you except that you are an accountant. This suggests you are
intelligent, have the persistence to complete college and can survive the rigors of
various qualifying tests for your profession. But, none of that reveals what kind of
person you are. Recalling that he wants to do business with someone he feels
comfortable with, what can you do to give him a glimpse what'’s inside?



A common technique employed by sales people is to insert a personal question or
comment before you are both settled in your respective seating and it’s time for
business. The source of the question/comment will come from the room or office you
will be meeting in. For example, if you see a civic award on the wall you can ask about
it. Or, there may be some trophies on a shelf, prompting you to ask if he is the
champion bowler or skeet shooter or softball player? Or you can comment that the
décor feels familiar because it is similar to your home office. Use your imagination.

The reason for this personal question or comment is to show you are interested in them
as person; that you aren’t all about business, and that there is a warm, engaged person
accompanying the calculator, spread sheets and yellow legal pad.

Just ask the one question or make a single comment. If they run with it and want to talk
about it, that’s great. If they don’t respond, drop it. You’ve already made your point. If,
however, when you are walking to wherever it is you will be meeting, the prospectis in a
total nose-to-the-grindstone, all business mode then perhaps you hold off, but if things
warm up later it is still good practice to get it in.

Y  How to employ body language to enhance communication

Body language is an exceptionally important component when we communicate with
one another. Psychologists and academicians who study these things (typically by
observing actual meetings) are unanimous that well over half of what you
communicate is directly related to non-verbal clues the listener is receiving and
processing. Figures range from 60% to 95%(!), but whatever the real number is, it is
big enough so that it makes a real difference and must be taken into consideration.

Your primary use of body language as a business development tool is for the purpose of
putting the prospect at ease and becoming comfortable with you.

By adopting certain proven behaviors, you can influence how you are perceived by
those you are meeting with. You can, for example, make it easy for people to feel
comfortable, at ease, unpressured, and regard you as pleasant and friendly... all
without saying much of anything.

This is important because you want them to hear you; to listen to why you should be the
one doing their accounting work. You want them to feel comfortable with you, even like
you, because people rely upon these feelings when they choose personal service
providers. Body language plays an extremely important role in this process, and if you
know the basic rules you are way ahead of the game.



It is noteworthy that so-called “natural” business developers/salespeople, no matter the
industry they are in or the product or service they offer, almost always exhibit an
instinctive understanding of these principles, and so their message tends to be heard
more clearly than many of their less perceptive competitors.

If you call up your own memories of seeing, for example, a mother and child playing in
the park, lovers strolling along a path, or friends hanging out, these behavioral
snapshots all share one characteristic: the people involved act similarly. This is
because when people are on the same wavelength, they match and mirror each
other’s physical behavior. Matching and mirroring happens subconsciously because
their bodies reflect the emotional comfort each person feels with the other.

Acting similarly is a natural way of enhancing one person’s connection with another. It is
mutual affirmation that says, “We are on the same page.” On the flip side, when you
enter a restaurant and look around at the other patrons, one glance makes you instantly
aware the couple on the far side of the room is disconnected. You can literally see it.
You don’t need to hear a word. Just a few seconds observation of their mutual posture,
how they are holding their heads, arm and hand gestures and their overall positioning at
the table practically shouts that they are experiencing some level of conflict or
misunderstanding.

Used competently, body language is a more powerful influence than you might at first
realize. For example — If you are in the middle of a misunderstanding or even a more
serious clash of wills, can body language skills be used to positively impact the
dilemma? The answer is “yes,” and for that reason emergency workers, crisis
intervention personnel, police, mental health professionals and others are taught how to
utilize body language cues to defuse tense situations.

It follows that by consciously matching another’s physiology and voice in a business
development setting you can greatly increase the rapport the other person feels and
thereby improve communication between the two of you. The ability to match and
mirror is a skill that can be learned. Here are some examples:

They Lean forward to make a point.
You A few heartbeats later you also lean forward.

Not to the same extent ... perhaps half as much.

They Lean back, considering the matter
You Shortly thereafter you also lean back - maybe just a bit - perhaps even for

a “reason,” e.g. to get something out of your pocket or briefcase.
But then you stay leaning back, thereby getting back into phase with them.



They Lean forward, elbow on the table, supporting their head with their hand.
You Wait a moment, also lean forward, but not quite as far, and just reflectively
touch or tap your cheek with your finger.

They interlace their fingers.
You A few seconds later you adjust your watch band and then keep your hand
on your wrist, or perhaps appear to massage a sort knuckle.

They Are enthusiastic and talk rapidly.

You Gradually speed your speech up, but not quite to the same extent.
They Have a high energy level and use animated gestures.

You Lean forward, use a few more gestures when talking and energize your

voice, varying its tone and volume.

They Are happy and smiling.

You Are happy and smiling.

They Cross their legs.

You Cross your arms loosely.

They Lower the tone and volume of their voice.

You Follow suit

They Begin twirling their pen as they talk.

You Pick your pen or other small object up and hold it

In all of the foregoing you wait between, say, 5 and 15 seconds before initiating your
matching behavior. If you don’t wait, and instead begin immediately, it is possible your
actions become noticeable. If instead you delay and then begin in a casual, smooth,
and unhurried manner your prospect will never become aware.

The effect of the foregoing is to put the other person at ease. They feel in synch
with you, they open up and they are more quickly likely to conclude you are trustworthy
and someone they can work with. As you practice these skills, begin in a relatively
minimalist fashion and it will never appear to be contrived. You will be amazed how
matching and mirroring can improve communication with not just prospects but
everyone you deal with.



Still unsure? One test is to practice it with a small child. Without exception, people |
know who have tried this have marveled at how it promotes a deeper rapport.

Y  How to relieve the prospect’s concerns about time

You don’t know how jammed the prospect’s day is, and she may have a commitment
immediately following your meeting. That means she wants to be done on time. If at
some point during your meeting she begins to think you may not finish on time, all
manner of extraneous thoughts begin to enter her mind. This is bad because then she
isn’t concentrating on what you are saying. If she becomes sufficiently anxious she
won’t hear anything you are saying. Instead, she will be trying to decide when and if to
interrupt you, how to exit the meeting graciously or, even worse, she’s getting angry.

It is good practice to tell the prospect that you won’t run late. Once you get settled,
papers are arranged, chit chat is done and you are getting down to business you can
say something like, “Pat, I've had a chance to go through the financial information you
sent over and we have quite a bit to talk about, so | do want to get right into the
material. | am confident we will be done at 10 (assuming that’s the scheduled end time
of the meeting) and I'll keep my eye on how we’re doing.”

Now Pat can relax and concentrate on your meeting. If you look at your watch with
about 20 minutes to go and again affirm you will be done on time, she will be focused
on the business at hand throughout the meeting.

Wrap Up

When someone doesn’t know you there are walls that must be overcome before a
working relationship can be established. Additionally, there will always be issues
related to differences in age, skin color, gender, cultures, etc., but the techniques we’'ve
discussed are proven to be effective for greatly reducing these traditional barriers.

By adopting these proven behaviors you will have done what is reasonably within
your power to make the case for your prospect to perceive you with a favorable
first impression. lItis then a relatively small leap to regarding you as someone they
can comfortably work with.




Lesson 2 — Review Questions and Discussion ]

The prospect is a local non-profit charity. I’'ve been over there before and all they
wear is jeans. If it isn’t jeans then they have cut-offs and sandals on. I'll look
really out of place if | show up looking too, well, up-scale. Are you sure that’s
what | should do?

| think prospects really prefer a no-nonsense accountant who has their nose in
the numbers. They're not looking for a friend. Why all the emphasis upon these
humanistic first impression behaviors? Won'’t you do better if you show up
obviously all about the business and appropriately prepared with relevant
documentation?

| see the lesson takes place in the prospect’s office. What would be different if
the meeting was at MY office? Or maybe a neutral site such as a restaurant?

The partners at my firm always go in pairs to business development meetings.
They feel it gives them an advantage because if one of them misses or forgets
something the other will catch it. What differences does it introduce if more than
one of us attends? Or, conversely, what if there are two or even three people in
the prospect’s group?

Isn’t the personal comment or question somewhat risky? What if you asked
about the trophies on the shelf and were told his deceased wife won them?
Aren’t these personal questions getting into unknown and dangerous territory?

When during this First Impression phase is the first impression actually formed?
And, is there a difference between an emotionally-based first impression and one
that is derived from more upon logical observations and considerations?

This whole body language subject sounds unnecessary. If the prospect
becomes aware of what | am doing they will surely react negatively. | can’t
believe the risk is worth it. (What are the pros and cons?)



