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Retaining Your Marketing Director

By Jill R. Lock

: NOW that you found that

terrific, exceptional mar-
keting professional, after doz-
ens of interviews and months
of searching, the key is to rerain
that professional. In the early
1990s, the average tenure of the
marketing director at a firm was
13 months. Jean Marie Cara-
gher, President of Capstone
Marketing, conducted surveys
in 2004 and 2006 that show the
marketing director’s tenure has
increased to about four-and-
one-half years.

The increase in the tenure of
the marketing director at an ac-
counting firm came as a result
of a more sophisticated under-
standing of marketing and the

~ sales cycle. As marketing be-

came more commonplace in
the professional work environ-
ment, partners were better able
to. evaluate and articulate their
marketing needs.

How can firms facilitate a long
relationship with their market-
ing directors? What makes mar-
keting directors want to stay-at
their firms? :

An eight-year veteran at her
firm, Linda Slothower, Mar-
keting Director of the Con-
tryman Solutions Group (G0
employees, 12 partners), states,
“Most of the people on our
management team make me feel
that T am a key part of leading
a successful firm.” Linda also
likes the variety of projects and
the people.

Anna Marks, Director Public
and Client Relations of KFMR
(30 employees, 5 partners), has
been with her firm for over six

years. “The reasons I stay at my
firm are because of the partners’
respect, latitude to present and
execute new ideas and public
recognition of my contributions.
They, overall, have placed me in
a position of leadership.”

“I have stayed with Grant
Thornton for nine years be-
cause of their Guiding Princi-
ples, which we lovingly call ripple
(RIPL),” says Linda Garvelink,
National Director of Industry
Marketing for Grant Thornton
(5445 employees, 489 partners/
principals). Linda continues to
explain RIPL, which stands for
Respect, Integrity, Profession-
al Excellence, and Leadership.
“The partners respect and use
my input, provide clear guid-
ance and input on technical is-
sues. They treat me as an equal.
The firm strives for a high level
of integrity; I am completely
comfortable with the culture.
They support my efforts to help
the industry marketing staff de-
velop their professionalism and
skills. We have excellent leader-
ship, and they also recognize and
use my leadership skills. Other
reasons | have stayed with the
firm include the wide variety of
assignments and high level of in-
dependence I am given to man-
age the team. I have always felt
I'am a highly valued employee
and have a great staff and won-
derful team of colleagues.”

Eileen Monesson, Market-
ing Director at Cowan, Gun-
teski & Company (53 employ-
ees, 10 partners) is a veteran in
the accounting industry, with
over 15 years of marketing ex-
petience. She has been with her
present firm for over two years
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and has plans to remain lon
term. What is it about her firm
that she likes? Eileen explains,
“l am on the managerial level,
and they treat me as an equal,
with the same rights and re-
sponsibilities as other managers
and advancement options such
as becoming a partner or chief
marketing officer. I have the op-
portunity to voice my opinion
and participate in events. The
marketing voice counts.”
Another Marketing Director
that plans to have a long term
relationship with her firm is
Vickie Hicks of Kirkpatrick,
Phillips & Miller CPAs (66
employees, 12 shareholders)
Vickie has been with: her fir

six mont_ﬁh.s_
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Peiser & Peiser, LLP (25 em-
ployees, 4 partners) is a four-year
veteran at her firm. Stella stays
because of the validation she re-
ceives from the partners and the
variety of services in which she
is involved. Her partners realize
how vital marketing is to their
business. She feels like she has
true ownership, with a competi-
tive compensation package and
an incentive bonus based on the
firm’s overall success.

“Listen to the marketing direc-
tor's recommendations,” states
Sue Zisko, Marketing Director
at NSBN LLP (75 employees,
18 partners). Sue has been with
her firm for almost four years.
“Give your marketing director
access and visibility with the
~ partners. Let your marketing di-

rector be creative and support the
- programs fiscally. Be patient and
illing to wait a bit for results.
:services are a long-term
ell. Managing partners should
vailable to meet often, give
eedback and serve as a sounding
or plans and ideas. Cre-
nderful working envi-
it, foster a friendly work-
e generous bonuses and
‘bé understanding of
requests. Make part-
on.” .
‘Farrar, Director
g at Peterson Sul-
3(65 employees, 10
thinks the most suc-
eting professional in
al service firm needs

Molly explains, “This
sential at the partner
it Creates an environ-
marketing has already
priority and leader-
micted to marketing.
keting partner.champion

here at Peterson Sullivan under-
stands professional service mar-
keting and believes it is essential
“at our firm. This attitude allows
me to do my job without the re-
sistance that I normally would
have if T did not have the partner
buy-in, which ultimately makes
me happy, feel successful in my
position and makes me want to
stay in my positon!” Molly has
been with her present firm for
over two years.

I am going on four years at
my present accounting firm, Is-
daner & Company, LLC. T have
worked in the industry for over
20 years. I look forward w a
long relationship with Isdaner
& Company, LLC as the Direc-
tor of Marketing,

The managing member (part-
ner), Scote Isdaner, at our irm
(64 employees, nine members)
makes me feel valued. He is
my main champion. Scott lis-
tens to my recommendations,
shares Jong-term goals and sup-
ports marketing initiatives. Oth-
er members seck my input and
appreciate the initiatives. I am
fortunate to have other cham-
pions at Isdaner & Company,
LLC. As a result, I am able to
excel in my position and con-
tribute to the firm.

What can accounting firms
do to enhance their existing re-
lationship with their marketing
professional? Feeling valued and
being put in a leadership posi-
tion are essential factors in re-
taining marketing directors. All
interviewed agreed on these two
components. Find out what else
is important to your marketing
director. Determine what he or
she needs to be successful in the
position. Support the marketing
efforts and make a commitment

the: professwn I theau-
. thority needed to do
the job

at the top. Accounting firms can
retain marketing directors by re-
alizing he or she is-a crucial part
of the team and giving that pro-
fessional a seat at the manage-
ment table. Provide the profes-
sional with the authority need-
ed to do the job. Use the pro-
fessional’s expertise in market-
ing—don' ask the professional
to do administrative work. Get
the most from your marketing
director, and take advantage of
the skills offered. Give the pro-
fessional the necessary financial,
administrative and technological
support. Have realistic expecta-
tions, and be patient. Under-
stand that success takes time,
buy-in, implementation and
follow-up. Acknowledge and
reward the professional’s accom-
plishments. Be committed to the
marketing plan. Respect the ex-
pertise of your marketing direc-
tor. Be careful to stay on track,
especially after you listened to
what the last person you sat next

Continued on page 15

CPA PracTICE MANAGEMENT FORUM




Marketing Director
Continued from page 11

to at a networking function did
at their firm. That idea might
work at that firm, but may not
work at yours. Your marketing
director is there to develop a
unique marketing program that

fics your firm. Stay focused on -

the program that complements
the strengths of your firm.

You took the time to hire an
extraordinary marketing person.
Let that professional do whatyou
hired him or her to do. Have con-
fidence in the creative knowledge
this individual brings to your ta-
ble. Keep your marketing direc-

tor in the loop. Share the strate-

gic plan with the professional. In-
volve the marketing professional.
Make the marketing director an
insider. By being included and
valued as a unique member of the
management team, your market-
ing director will be able to truly
facilitate the firm’s growth.

The accounting industry has
come a long way with the integra-
tion of the marketing profession-
al. Partners have more reasonable
expectations of the marketing di-
rector’s role and are strong propo-
nents of the marketing message.
They realize that marketing is an
integral part of the practice.

About the Author: Jill Lock
is the director of marketing for
Isdaner & Company, LLC in
Bala Cynwyd, PA. She joined the
firm in 2003. Prior to joining
the firm, she was the cfirector of
marketing at three other regional
accounting firms. Jill has over 20
years of experience as a marketin
rofessional. Jill can be reached
Ey phone at 610-668-4200 or by
email at jlock@isdanerllc.com. +
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