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Be a Part of the 2010
LCPA-Junior Achievement
I Financial Literacy Event
in Your Area

Baton Rouge * Wednesday, April 28
Greenbrier Elementary
12203 Canterbury Dr.

Riveroaks Elementary
950 Fontainbleau Dr.

The Dufrocq School
330 8. 19th Street

Houma ¢ Tuesday, April 27
Coteau-Bayou Blue Elementary
2550 Coteau Rd.

Lafayette ¢ Thursday, April 29
Prairie Elementary
2910 Ambassador Caffrey Pkwy.

Lake Charles ¢ Thursday, April 22
A. A Nelson Elementary

(and you’ll get something out of it too!) 1001 Country Glub Rd.
Shreveport < Friday, April 30
; : ) ; ; - Central El b
If you think just qnfe day qant possibly mgke a d%fference then lgg;’WeinfEfcf;{Z?r’eet
you've never participated in an LCPA-Junior Achievement (JA)

Financial Literacy Day before. New Orleans
Gentilly Terrace Elementary

4720 Painters St.

LCPA-JA Financial Literacy Day volunteers from past years Wednesday, April 28

will tell you that being a part this one-day event not only has Robert Russa Moton Charter School
a positive impact on students K-6th grade, but also on them 6800 Chef Menteur Hwy.

as well. Spend one school day leading students in hands-on JA Thuraday, April 29

activities designed to teach work readiness, entrepreneurship, ?,‘é’?iﬁii?fﬁ,“ﬁ?ﬁﬁ

and money management skills — and take away an incredible Friday, April 30

sense of satisfaction that you have made a difference! Dr. Martin Luther King Charter School

1617 Caffin Ave.
All lessons are preplanned, all materials are provided in advance Monday, May 3

e s o
and free-of (?harge, and you're given tr.a,lmng; as to fexactly what CPA and 1non-CPA volunteers
to do. No prior JA or classroom experience is required. are welcome t0 join us!

© Your time and enthusiasm are your gifts to them.
¢ An unforgettable experience is their gift to you.

Complete Your LCPA-JA Financial Literacy Day
Volunteer Form Today!
http://www.lcpa.org/javolform.html
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You DON’T Know About
The LCPA-Endorsed Health Plan?

Get With The Program!

VISIT US ONLINE AND REQUEST A QUOTE TODAY!

www.gilsbar.com/Icpa

You have exclusive access to the LCPA Member’s Insurance Program. Gilsbar’s thought
leading professionals understand your needs and know how to solve your toughest benefit challenges.

v’ Proactive Health Management Strategies for You,
Your Family & Staff

v’ Plans Built Exclusively for Small, Mid-Size
& Large CPA Firms

v’ Streamlined Quote Process

; LCPA Members PHONE: (800) 445-7227 ext 672
INSURANCE PROGRAM P.O. Box 998 e Covington, LA 70434
PROVIDED BYGILSBAR ~ www.gilsbar.com

This ad is for informational purposes only and is not a contract. Contact your Gilsbar representative for complete terms, conditions, definitions, exclusions, limitations, and renewability. Medical Insurance (HDHP) is underwritten by New York
Life Insurance Co., 51 Madison Avenue, New York, NY 10010. Policy Form GMR. The Health Savings Account (HSA) is subject to limitations and restrictions under the Medicare and Prescription Drug Improvement and Modernization Act
of 2003. New York Life bears no responsibility for the establishment and administration of an HSA.
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| Highlights
LDR Bulk Extension Filing Online

Individual Income and Corporate Tax
Bulk Extensions for the 2009 tax year
can now be submitted through the Lou-
isiana Department of Revenue’s (LDR)
website under the tax preparer section,
www.revenue.louisiana.gouv.

In order to use the bulk e-file for
extensions you must have an EFIN
number registered with LDR or a cur-
rent Louisiana Account Number listed
with LDR. You must have an LDR user
account or you must register for one.
The user account you register may be
used to access different LDR applica-
tions. To check on the status of your
return, payments or refund online, you
will need to use this LDR user account
information.

Department of Revenue Discontinues
Contractor Registration Program

The Louisiana Department of Rev-
enue (LDR) has discontinued a program
to certify the residency of contractors
performing jobs in Louisiana. “The
Contractor Registration Program was
not serving to increase compliance with
Louisiana’s tax laws, which is the mis-
sion of the Department of Revenue,”
said LDR Assistant Secretary Jarrod
Coniglio. Resident contractors previ-
ously certified by LDR are no longer
required to renew those certifications.
Nonresident contractors are no longer
required to pay the $10 application
fee per contract or post a bond with
the Department of Revenue. However,
every resident or nonresident contrac-
tor performing jobs in Louisiana must
register with the Department of Rev-
enue for Louisiana general sales tax in
addition to any other applicable taxes,
including income and withholding. Con-
tractors must submit proof of tax reg-
istration to the permitting office with
jurisdiction over any jobs they perform.
All contractors remain subject to the
laws and regulations administered by
the Louisiana State Licensing Board for
Contractors. For more information, con-
tact: Jarrod Coniglio Assistant Secre-
tary Louisiana Department of Revenue
(225) 219-2150.

America Counts on CPAs™

Economic Recovery Payment (ERP)
IRS Online Verification Tool

The IRS developed the “Did I Receive
an Economic Recovery Payment?” on-
line verification which gives taxpay-
ers an easy way to determine if they
received the one-time ERP payment
and which agency made the payment.

Taxpayers can call (866) 234-2942
and select Option 1 to access the auto-
mated verification service. The Web
application is expected to be available
in late March on IRS.gov.

Taxpayers who had earned income
in 2009 or are government retirees and
received an Economic Recovery Pay-
ment need to report whether or not
they received an ERP and the amount
when they prepare their Schedule M,
Making Work Pay and Government
Retiree Credits.

The one time $250 ERP was paid to
individuals in the following categories:

D Retirees, disabled individuals and
Supplemental Security Income
(SSI) recipients receiving benefits
from the Social Security Adminis-
tration,

D Disabled veterans receiving bene-
fits from the U.S. Department of
Veterans Affairs, and

D Railroad Retirement beneficiaries.

LOVISIANA

Using the IRS verification tool, tax-
payers are required to enter three piec-
es of information to determine if they
received an ERP: social security num-
ber, date of birth, and zip code from the
last filed return.

A separate telephone call or Web
inquiry must be made for each taxpay-
er, even if filing a joint tax return.

IRS Will Require Disclosure of
Uncertain Positions for 2010 Tax
Years; Extends Comment Period

The Internal Revenue Service (IRS)
has announced that in early April it
will release a draft schedule for busi-
nesses to report uncertain tax positions
and will require the use of the schedule
for 2010 tax years. Also, in response
to the AICPA and others, the IRS has
extended the deadline for commenting
on the proposal from March 29 to June 1.
The AICPA is developing a response to
IRS Announcement 2010-9 on compa-
nies disclosing uncertain tax positions
in their annual filings. CPAs who
would like to share their thoughts and
concerns on this matter should email
comments to MemberinputonAnnounce-
ment2010-9@aicpa.org. <

Join Us for FETCH! Financial Literacy Saturday

LOVISIANA CHILDREN’S MUSEUM
April 24 from 11:00 am - 3:00 pm

CHILDRENS
MVSEUM

420 Julia Street, New Orleans

Volunteers are needed to facilitate hands-on
activity stations that will teach youny children
about the value of money. From paint-your-
own pigyy bank, to making groceries on a
budget, to storytime and more, come be a
part of this fun community service event,

Two shifts are available: 11:00 am to 1:00 pm
and 1:00 to 3:00 pm.

To Volunteer contact Ann Lupo

(504) 904-1125 (800) 288-5272 ext. 125
alupo@Icpa.ory f~
—

Sponsored by Whitney National Bank. WHITNEY



| Tracking Referrals Is Marketing ROI & e Hune

Marketing ROI is a common oxymo-
ron in business. It ranks behind “Agree
to Disagree,” but ahead of “Approxi-
mately Equal.” The problem with Mar-
keting ROI stems from the uncertainty
implied by marketing and the certainty
implied with ROI, or Return on Invest-
ment. ROI is an explicit financial cal-
culation determined by “dividing the
monetary benefits by the money spent
on developing or revising a system.” On
the other hand, marketing is commu-
nication. Successful communication is
subjective by nature. How do you mea-
sure communicating at level ten? And,
how is it different from what happens
when you communicate at level nine?

In order to accurately measure a
marketing campaign, a meaningful
metric must be established. Because
marketing is a multi-faceted discipline,
identifying what to quantify can be
tricky. For example, advertising is
marketing since a broadcast campaign
tells the virtues of a product or service
across the airwaves. Likewise, printed
brochures are marketing in the sense
that they communicate features and
benefits directly to prospects who read
it. However, in these cases it may not
be clear exactly who receives the mar-
keting message. John Wanamaker, the
retail pioneer, pointedly expressed the
problem with advertising (and many
other forms of marketing) when he said
that “half of all advertising is wasted.
I just don’t know which half!” To solve
the mystery of quantifying marketing
results, let’s focus on a marketing tactic
that can be counted.

Marketing by referrals is a proven
practice. It is similar to word-of-mouth
advertising, but more powerful. Both
rely on the trust that one individual
transfers to another regarding your
service. A bonus benefit of marketing
by referral is that trust and goodwill is
typically transferred by an actual cli-
ent, and the positive communication
is intentionally directed toward the
business. Word-of-mouth advertising
could simply be someone relaying a
good reputation. Referrals involve an
endorsement based on personal expe-
rience and the expectation of driving

business toward someone that deserves
the benefit.

Because referrals are direct and
intentional, the results are easier to
trace. Either new business is realized
based on a client speaking on your
behalf, or it’s not. Furthermore, new
business is quantifiable. Marketing by
referral connects a buyer and a seller,
then the sale consummates the market-
ing effort. The revenue is the “return”
in “return on investment”!

The “investment” piece of “return
on investment” still must be captured
from the marketing exercise. Although
pursuing referrals is a low cost prac-
tice, it is not free. Lunches, gifts, and
special events are important parts of
business entertainment. Their costs
represent the “investment” part of the
equation. The time spent communi-
cating by phone or email to cultivate
relationships reflects additional costs
associated with marketing by referral.
Because results from referrals depend
on intentional action from the endorser,
let’s not believe that the service pro-
vider does no work. But with relatively
little effort, you get golden opportuni-
ties for warm prospects similar to your
referring client that will potentially
yield new business.

To track marketing by referral effec-
tively, create a simple spreadsheet that
uses columns showing the initial date
of the prospect introduction, the refer-
ral contact, the prospect they offer,
any entertainment costs, the service
involved, the revenue potential, the rev-
enue realized, and the date closed. You
can add additional columns that specifi-
cally benefit you. Perhaps you want to
identify where the connections are cul-
tivated that yield the best clients. You
can set up a column tracking whether
the referral source connected you to the
prospect at the golf course, the wine
tasting event, the professional sporting
event, or the youth soccer game. You
may want to identify the industry in
which the prospects participate. The
possibilities are numerous. The system
can be as sophisticated or straightfor-
ward as you find comfortable. But most
importantly, the tracking tool must be

Marketing by referral connects

a buyer and a seller, then the sale
consummates the marketing effort.
The revenue is the “return” in
“return on investment”!

convenient and easy to update. Market-
ing by referral is not designed to create
another report to generate. In fact, it
should only require a simple method to
monitor what you spend to realize new
business that others want to help you
earn. Upon determining the amount of
new revenue over a given period and
the costs invested in time, entertain-
ment expenditures and specific mar-
keting collateral, the ROI calculation is
simply new revenue divided by these
costs.

Realize that your marketing efforts
are tangible when measurable results
are captured. Tracking referrals is
great marketing. It is based on commu-
nicating your service benefits through
someone that the prospect already
likes and trusts. The results can be
easily measured by determining wheth-
er a sale is made. Marketing by refer-
ral works because it features activities
that deliver measureable results, is
easily replicated and is a marketing
tactic where ROI can be calculated.
Marketing ROI is no longer an oxymo-
ron. By implementing marketing by
referral, businesses can quantify how
well these marketing efforts are per-
forming. Best of all, you can measure,
then repeat these successes by working
strictly with clients that you choose! «

Editor’s Note:
Glenn Hunter is
the Director of
Member Develop-
ment for The APA/
Enterprise Network
Worldwide, a divi-
sion of Five Star

3, LLC. Glenn
focuses on connect-
ing certified public
accountants to resources and other
professionals to get the most value from
their association membership and to
contribute to their firms’ performance
improvement activities.
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] Economy Brings Fee Issues to the Forefront s ricraciaverport, 10

Cl
activ
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CPAs having difficulties in recouping
fees. The economy-wide trend of clients
having business problems also affects
cash flow and the payment of bills,
including the bills owed to CPAs.

With financial problems come going-
concern issues and bankruptcies, caus-
ing CPAs to deliberate whether it is
worth trying to pursue payment from a
struggling or belly-up client. If there’s
no money left, it’s of course futile.
Otherwise, the firm gets in line with
the other creditors. If the CPA firm has
allowed fees to build up to the point
where the firm can no longer walk
away from them, that’s a problem that
the firm can usually avoid, along with
having a collection problem in the first
place.

The following Q&A provides some of
CAMICO’s wisdom gained from over 23
years of dealing with the issues of bill-
ing, collecting and suing for fees.

How can | avoid having a collection
problem in the first place?

The best way is to communicate your
billing and collection policies in your
engagement letter, including stop-work
and/or disengagement provisions that
can be enforced if a client doesn’t pay
you in accordance with the engagement
letter. Bill on a timely basis, and do not
allow fees to build up to the point
where you can no longer walk away
from them. When unpaid fees become
too large, they provide an incentive
for the client to sue for malpractice,
especially when the CPA has sued to
collect fees.

Is there a better option than suing to
collect fees?

Claims experience shows that simple
fee disputes are better resolved through
mediation and arbitration than through
litigation. That’s why mediation is
effective for all disputes as a first step,
the exception being when the cost of
a mediator exceeds the amount of the
fees in dispute. Binding arbitration —
for fee disputes only — is an effective

America Counts on CPAs™

second step, again depending on the
amount of the fees in dispute.

How do | get the client to agree
to this?

The best way is to have a mediation
clause for all disputes, and a bind-
ing arbitration clause for fee disputes
only, in your engagement letter, which
should always be signed by the client.

What are the first steps to take when
a client is not paying?

Good communication with a non-
paying client will either spur payment
or set up circumstances that will make
a potential demand for arbitration
more effective. This may eventually
involve sending a series of three letters
requesting payment and communica-
tion from the client:

1. The first letter politely notes the
nonpayment of fees owed, requests
payment, and asks if there is any
reason for the delay in payment.

2. The second letter is a reiteration of
the first letter.

3.The final letter notes the contin-
ued nonpayment, and it requests a
call to discuss payment arrange-
ments by a specified deadline date,
stipulating that if no call is
received by the date, the result will
will be a demand for arbitration
concerning the fee dispute, effec-
tive as of that date.

The purpose of the letters is to show
that the client, by not responding to
them, did not have any valid basis to
claim that the fees were not owed. Had
there been any dissatisfaction with the
work, the client would have communi-
cated it when given the opportunity.

Why are mediation and arbitration
better than suing to collect fees?

CAMICO claims experience clearly
shows that suing for fees creates a high
probability of a counter-suit by the
CPA’s client, usually alleging malprac-
tice during the engagement in ques-
tion. This escalates the situation from
a simple fee dispute to a malpractice
lawsuit.

e

Good communication with a
non-paying client will either spur
payment or set up circumstances
that will make a demand

for arbitration more effective.

Why is it a good idea to first consult
with my professional liability carrier
before suing to collect fees?

The consultation enables the risk
adviser to assist the policyholder in
weighing the risks and consequences of
suing for fees. Lawsuits and counter-
suits almost always result in the CPA
spending far more in attorney fees and
in lost billable time than is warranted
for the fees owed to the CPA. CPA
firms should be aware of all of the

potential costs and consequences before

committing to a lawsuit. <

Editor’s Note:
Michael Davenport,
J.D., has been a
professional liabil-
ity claims special-
ist with CAMICO
(Www.camico.com)
since 1988. He has
managed claims
since 1983 and has
handled accounting
malpractice claims, developing expertise
in avoidance and mitigation procedures
related to potential malpractice claims,
since 1988.

Mike earned his bachelor’s degree
from the University of Hawaii-Manoa,
and his Juris Doctor from Southwestern
University School of Law.

Copyright ©2010 CAMICO Mutual
Insurance Company. All rights reserved.
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New Compilation and Review Standard
Addresses Many Small Firm Issues

At its final meeting of 2009, the
AICPA’s Accounting and Review
Services Committee (ARSC) approved
Statement on Standards for Accounting
and Review Services (SSARS) No. 19,

a new compilation and review stan-
dard that includes the most significant
changes to the SSARSSs since 1978. An
over-arching goal of the new standard
was to address issues that had emerged
over years with small CPA firms and
their small business clients.

For example, one of the major chang-
es reflected in the new standard is to
allow, but not require, CPAs to disclose
in the compilation report the reason(s)
why they are not independent when
performing a compilation service. CPAs
always had been permitted to perform
compilations when not independent but
were prohibited from including in the
report an explanation regarding the
lack of independence. The standard is
effective for compilations and reviews of
financial statements for periods ending
on or after December 15, 2010, with the
exception of the new provision on the
compilation reporting option which may
be implemented early. With SSARS No.
19’s issuance on December 30, 2009, the
compilation reporting option became
available.

“This change has long been supported
by many CPAs from small firms, as well
as by those who use their compilation
reports,” says Hazel, CPA, executive
director of the LCPA. “Allowing CPAs
to explain the reasons why they are not
independent will provide transparency
to users and flexibility for CPAs.”

Other Changes

Another important change made by
SSARS No. 19 is that the new standard
separates the compilation guidance
from the review guidance. For the large
number of small firm practitioners who
perform compilations but not reviews,
this makes the compilation guidance
much easier to use. Other significant
changes include:

D A discussion of how the accountant

obtains limited assurance through
the performance of review procedures.

D Introduction of the term review

evidence to the review literature.

D A discussion of tailoring the review

procedures based on the accoun-
tant’s understanding of the client’s
industry, knowledge of the client,
and awareness of the risks that he
or she may unknowingly fail to
modify the review report on
materially misstated financial
statements.

A discussion of materiality in the
context of a review engagement.

A requirement that an accountant
document the establishment of an
understanding with management
through a written communication
(e.g., an engagement letter) regard-
ing the services to be performed.
The establishment of enhanced
documentation requirements for
compilation and review
engagements.

New Standard Differs from
Exposure Draft

There are a couple of differences
between the exposure draft released for
comment in April 2009 and the final
standard that was issued. Most notably,
the proposal to allow an accountant to
perform a review engagement when
the accountant’s independence was
impaired due to the performance of in-
ternal control services to the client was
deferred. Based on comments on both
sides of the issue, the ARSC decided to
conduct additional outreach with key
stakeholders to glean more insight on
such review engagements.

More information about the recent
changes to the SSARSSs, including an
Executive Summary of Compilation and
Review Engagements — SSARS No. 19
and guidance on the compilation report-
ing option, can be found at www.aicpa.
org/reliability. <

Tax Planning for
Real Estate Investors

In general, Section 1031 of the Internal Revenue Code allows an owner to
exchange one property for another and defer payment of state and federal
capital gains taxes, as long as both properties are of “like-kind”.

Any investment real estate is “like-kind” to any other investment real estate.

Now, your client can sell his real estate, deposit the proceeds with a “qualified
intermediary” and have 45 days to “shop” for a replacement property.

Featuring: * Reverse Exchanges ¢ Construction Exchanges * Consultants
Tenancy in Common Due Diligence
www.TitleExchange.com

TITLE EXCHANGE COMPANY
IRC 1031 “QUALIFIED INTERMEDIARY "

\ e
-’

Bill Hyde, Attorney At Law
13862 Perkins Road Baton Rouge, LA 70810
(225) 752-1031 FAX (225) 752-3737

Toll Free 1-866-752-1031
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Avoid Added Liability from Strategic
Alliance Agreements & suanne . ol coa

There can be a number of advantages
and disadvantages to establishing a
strategic alliance with another CPA
firm or a provider of financial services
and/or products. Some of the advantag-
es include access to back-office custo-
dial and support services, which in turn
can help enhance the image, reputation
and revenue of the firm.

On the downside, an alliance may
change the firm in ways that can defeat
such advantages. Consider these disad-
vantages:

D More hidden costs than anticipated

D A change in the firm’s fundamental

character from relationship driven
to transaction driven

D An erosion of the firm’s indepen-

dence and objectivity

D Exposure to additional liability

risks

Due Diligence

A thorough due diligence process

is crucial. Some of the steps would
include:

D determining the specific expecta-
tions of potential alliance partners
(i.e., what they need from the firm
in terms of referrals, mailing lists,
business plan execution, etc.),

D interviewing other CPA firms that
have entered into similar alliances
to learn from their experiences,

D spending time with potential
partners to determine whether you
are comfortable with their style of
practice and whether your business

/N

America Counts on CPAs™

plans and philosophies are
compatible, and

D researching and studying what is
needed to execute the business
plan; hidden costs may include
software, training, licensing,
marketing and fee-sharing.

The Alliance Agreement

Especially critical is the alliance
agreement, which typically contains
legal language and caveats. Before con-
tractually binding your firm to an alli-
ance, it is important to understand all
of the implications of the legalese. For
example:

D Some agreements attempt to shift

D Consult with a qualified attorney
to review the agreement, especially
an attorney comfortable with
assessing professional liability
risks as well as contract terms.

D Contact your professional liability
carrier regarding the liability risks
and coverage implications associat-
ed with the agreement. Your carri-
er’s advice would be supplemental
to, but not replace, appropriate
legal review.

D Push back. You do not have to
accept the terms as they are
written in an agreement, pre-
printed or not.

D Develop quality control measures
and loss prevention strategies to

liability from service providers to
the CPA firm, even for errors and
omissions committed by the service
provider.

Some agreements have clauses
that require the firm to add the
service provider as an additional
insured under the CPA’s profes-
sional liability policy.

Risk Management

Follow these risk management
steps before entering into an alliance
agreement:

D Assess whether or not the culture

and values of the service provider
are a good match for your firm. An
alliance may negatively impact the
fundamental characteristics of the
firm.

Especially critical is the
alliance agreement, which
typically contains legal
language and caveats.
Before contractually binding
your firm to an alliance, it
is important to understand
all of the implications of
the legalese.

manage the added liability
exposures.

D Determine whether the potential
strategic alliance partner has its
own professional liability
insurance.

Some firms have defined the nature
of their relationship with the alliance
partner in the agreement. If the part-
ner is to be more of a back-office custo-
dian and service provider than an equal
partner, make sure this is spelled out.
Also, when considering issues regarding
your firm’s independence and objectiv-
ity with respect to a potential alliance,
be sensitive to the impact of the public’s
perceptions and expectations of CPAs. %

Editor's Note:
Suzanne M. Holl,
CPA, is vice presi-
dent of loss preven-
tion services with
CAMICO (www.
camico.com). With
more than 18
years of experi-
ence in accounting,
she draws on her
Big Four public accounting and pri-
vate industry background to provide
CAMICO’s member-owners with infor-
mation on a wide variety of loss preven-
tion and accounting issues.

Copyright ©2009 CAMICO Mutual
Insurance Company. All rights reserved.



I YOlI Are Always Se“ing By Lisa Benson

The accounting field may appear at
first to be almost the opposite of sales.
After all, you're not trying to get a hos-
pital to buy the latest x-ray machine.
But the truth is: If you’re in business,
you're in sales. That’s the only way you
can sustain and grow your accounting
practice.

This reality can, of course, be very
uncomfortable for accountants, but if
you think of sales as persuasion, you’ll
realize that you've been practicing sales
techniques since childhood. Every time
you try to convince someone to see the
movie you want to see, for example,
you're selling or persuading. It’s also
true that every time you talk to some-
one about your business, you are selling
your service. It doesn’t mean that you
have to be at all pushy or manipulative
about it. In fact, the old image of the
fast-talking, overbearing salesperson is
just that ... old. Most of the best tech-
niques avoid that stereotypical salesper-
son persona entirely.

As you are spending time with clients
and prospects, here are some ways to
sell your accounting services with confi-
dence and tact:

Listen to potential clients. One
of the common negative beliefs about
salespeople is that they talk and talk
without letting anyone else get a word
in edgewise. The truth is that an excel-
lent business developer knows how to
listen. This is how you find out what
your client needs so that you can spe-
cifically address how you can fill those
needs.

Just as you should network for
your business, so should all of
your employees. This means
that everyone needs to have

a clear understanding of the
strong points of your firm, and
they should be trained in how
to talk about your business.

Show that you understand the
problems of your clients. If you listen
to your client’s needs, you have the
opportunity to empathize with that
client’s problems. This allows your
potential client to develop trust in you
quickly. For example, when a client
describes an issue to you, tell a story
about how you resolved a similar issue
for another client. This is a way of com-
municating your experience without
the old fashioned sales pitch.

It’s all about them. Never for-
get that for a potential client, it’s all
about what you can do for them. Your
credentials are great, but what’s the
bottom line? Any potential client wants
to know what benefits they will receive
from working with you. How can you
help them improve their business? How
can you make their financial operations
more efficient? How can you decrease
their expenses? That’s what they want
to know.

Do your homework. When you find
a prospect whose business you want
to attract, do some research to see if
you can determine what that prospect
needs. Of course, review the company’s
website, but that’s just the tip of the
iceberg. Search online for press releas-
es, annual reports, articles about the
company, articles by key executives,
and articles quoting key executives.
When you meet with your prospect,
he or she will be impressed with what
you already know about the company.
It demonstrates your interest in truly
serving the needs of an organization.

Don’t miss sales opportunities.
While you don’t want to push your
business on everyone you meet in social
situations, learn to watch for opportuni-
ties. Networking really is as important
as everyone says it is. You never know
when you might meet someone who
needs your firm’s services. Never leave
the house without business cards, and
feel free to speak proudly about your
firm when someone asks you, “What do
you do?” Let’s say someone responds by
saying, “I run an interior design firm.”
If you’ve worked with an interior design
firm before, mention it. If you genuinely
find it to be an interesting field, say so.

If you know anything about specific ac-
counting issues that might arise in that
field, mention that as well.

Know your strong points. If you
aren’t sure what distinguishes your firm
from your competition, it’s time to sit
down and figure it out. Just being an ac-
counting firm isn’t enough. You need to
establish something that is special and
unique about what you can offer clients.

Remember that everyone at your
firm represents you. The truth is that
everyone on your team is in sales, and
all of them represent your firm’s brand
when they’re out and about. Just as you
should network for your business, so
should all of your employees. This
means that everyone needs to have a
clear understanding of the strong points
of your firm, and they should be trained
in how to talk about your business.

Pay attention to your current
clients. Many businesses focus so much
on getting new clients that they forget
to cultivate the clients they already
have. But the truth is that it’s easier
to maintain a client than to gain a new
one. Still, just because someone has
hired your firm in the past doesn’t mean
they’ll continue to do so unless they feel
they’re valued as a client. This means
that you need to stay in touch with your
existing client base and constantly add
value to your services. What can you do
that will make your firm even more at-
tractive to your current clients, and how
can you show them that they’re impor-
tant to you?

Build long-term relationships.
When you pay attention to your existing
clients, you build long-term relation-
ships. When you always deliver what
you promise, you build long-term rela-
tionships. That’s how you sustain your
business for many years. When your
firm makes a mistake or is unable to
meet a deadline, offer to make it up to
the client. When you show your loyalty
by going the extra mile and taking re-
sponsibility for errors, your clients will
show their loyalty in return.

Learn how to “close” a sale. You've
probably heard about the art of “clos-
ing” a sale, and the idea may make you
cringe. But there is no “fast talk”

(Continued on page 10)
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Business Valuation — To Discount or Not to Discount

By Michele Avery, CPA/ABV

The application of discounts when
valuing a company has been a source
of much discussion, study and court
rulings. The computation and applica-
tion of these discounts is one of the most
important and sometimes controversial
steps a valuation analyst takes in arriv-
ing at a conclusion of value.

Business valuation discounts, pri-
marily refer to two separate discounts
which are applied to entity values
determined using the three Approaches
to valuation (Income, Asset and Market
Approach). These discounts are com-
monly referred to as a Marketability
Discount and a Minority Discount.

The Marketability Discount captures
the illiquidity of closely held businesses.
An owner of stock in a publicly traded
company such as Exxon, General Mo-
tors, etc., can sell their stock over the
phone or the Internet and within three
days receive cash payment for this sale.
In a closely held business it could take
months if not years before an owner of
a closely held business could sell his/her
ownership interest. The Lack of Mar-
ketability Discount accounts for the lack
of a market or illiquidity of closely held
business interests.

A Minority Discount or Lack of Con-
trol Discount captures the diminished
value associated with ownership of a
non-controlling interest in a business.
A non-controlling interest is considered
to have less value than a controlling
interest based primarily on the fact that
a non-controlling owner typically has no
control over the management, capital
structure and payment of distributions
to shareholders. Additionally, a minor-
ity interest does not have the power to
force a liquidation of company assets
and thereby realize their value.

Applying Discounts

The standard of value used by the
valuation analyst will impact whether
discounts are applied and to what
extent. The most commonly used stan-
dards are: fair market value, fair value
and investment value. Fair market
value is the standard required in almost
all federal and state tax matters. The
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American Society of Appraisers defines
this standard as “the amount at which
property would change hands between a
willing seller and a willing buyer when
neither is acting under compulsion and
when both have reasonable knowledge
of the relevant facts.”! Discounts, if
warranted, are typically applied when
valuing a company under this standard.
The term “fair value” has several defi-
nitions depending on the context within
which it is used. In the Business Valu-
ation context, the fair value standard
is a standard which has been created
statutorily and through case law, on a
state by state basis. It is the standard
most often used in civil matters such as
divorce, shareholder disputes and mi-
nority oppression actions. The driving
concept behind the “fair value” standard
is that both parties receive a fair value
for their interests and that neither
party realize a windfall due to the ap-
plication of discounts. Typically, the fair
value standard has been interpreted by
states to preclude the use of discounts.
Finally, the investment value stan-
dard is the value to a particular inves-
tor based on individual requirements
and expectations.? This standard is
most applicable in a merger and/or ac-
quisition context. Since a sale is usually
being contemplated, a marketability
discount may not be warranted under
this standard. However, if the owner-
ship interest being sold/purchased is a
non-controlling interest, a discount for
lack of control may be warranted. Con-
versely, if a controlling interest is being
purchased, the application of a control
premium may be warranted.

Discounts in Louisiana Civil Matters

When valuing a business in civil
matters in Louisiana the applicability
of discounts has not always been clear.
The term fair value has not been used
or defined in statues or case law in the
context of business valuation, rather
the terms fair market value, book value,
asset value and cash value are used. In
regards to the application of discounts,
the courts have provided guidance in
the following cases.

The standard of value used by
the valuation analyst will impact
whether discounts are applied
and to what extent. The most
commonly used standards are:
fair market value, fair value
and investment value.

» Shopfv. Marina Del Rey Partner-
ship 549 So. 2d 833 (La. 1989). This
case involved valuing the ownership
interest of a withdrawing minority
partner in a real estate development
company. In this case the Louisiana
Supreme Court applied a reduction of
the share value from fair market value
to arrive at the value of the withdraw-
ing minority partners’ interest. This
case created a general presumption for
the use of minority discounts.3

D Head vs. Head 714 So.2d 241 (La.
App. 2d Cir. 5/22/98). Next, the Second
Circuit ruled that in community prop-
erty partitions that fair market value
“without discounts” is the lowest value
in the trial courts discretion.4 Further-
more, in its opinion the Second Circuit
stated that if a sale of a company “is
not contemplated, the value of the stock
should be determined without discount-
ing for lack of a marketability.”?

» Cannon v. Bertrand, 2008 - 1073
2009 WL 130341 (La). Recently, the
Louisiana Supreme Court clarified the
Court’s opinion in Shopf stating that
the discount applied in the Shopf case
did not represent a minority discount
but rather a “majority discount” which
the Court defined as a discount applied
to the “unique value placed on property
by majority owners in order to reach
fair market value.” The Court went on
to state that discounts “must be used
sparingly and only when the facts sup-
port their use.”

(Continued on page 10)



(Business Valuation — To Discount or Not continued from page 9)

Even after the Cannon decision and depending on the pur-
pose of and standard of value used in a business valuation,

the question still remains to discount or not to discount. <

Footnotes:

1 Pratt, Shannon P. and Alina V. Niculita. Valuing a Business: The
Analysis and Appraisal of Closely Held Companies. 5th ed. New
York: McGraw Hill, 2008. p.42

2 Pratt, Shannon P. and Alina V. Niculita. Valuing a Business: The
Analysis and Appraisal of Closely Held Companies. 5th ed. New
York: McGraw Hill, 2008. p. 1072

3 Durio, Steve G. “Buzz”. “Discounts in Business Valuations After
Cannon v. Bertrand.” Louisiana Bar Journal 24 (June/July 2009): 10

4 Durio, Steve G. “Buzz”. “Discounts in Business Valuations After
Cannon v. Bertrand.” Louisiana Bar Journal 24 (June/July 2009): 6-7

5 Durio, Steve G. “Buzz”. “Discounts in Business Valuations After
Cannon v. Bertrand.” Louisiana Bar Journal 24 (June/July 2009): 6-7

Editor’s Note: Michele Avery, CPA/
ABYV, is Manager of Business Valuations
and Litigation Services for LaPorte Sehrt
Romig Hand. She is a member of the
LCPA’s Business Consulting Committee.
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(You Are Always Selling continued from page 8)

involved. “Closing” is simply about clarifying what will hap-
pen next. If you feel that a prospect is very interested in your
firm, you can simply say, “I'd love to arrange for our firm to
take care of your accounting needs. Can we set up a meet-
ing to discuss the details next week?” If you feel that your
prospect is lukewarm, you can simply ask, “Can I call you
next week to talk about it some more? I think we could really
help your company decrease your tax burden.” If that still
feels like too much for the circumstances, you might simply
want to try to schedule a lunch where you will intermingle
business talk with small talk. Again, it’s all about cultivating
long-term relationships — whether with an existing client or
prospective client.

For many accountants, the idea of closing a sale or speak-
ing with pride about their firm is simply uncomfortable.
In order to network and build your business, however, it’s
necessary to overcome some of your shyness. Learn about
body language so that you can read the responses of others.
This will help you to feel more confident as you try to step
beyond your comfort zone. Then, think about how you like to
be treated when someone is offering you their services, and
you’ll act appropriately. Simply remember that you aren’t a
salesperson per se, but you are always selling. <

Editor’s Note: As a shareholder at The
Growth Partnership, Lisa Benson guides the
strategy and operations of the Lead Genera-
tion Services Division. Using a sophisticated
nurture-marketing model, she and her team
of experienced marketing and business devel-
opment professionals help firms achieve a
delicate balance between short-term results
and long-term relationships. Contact her at
Ibenson@thegrowthpartnership.com.
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LCPA’s CPA Locator Service
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clients and other professionals
who need your services.
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Emotional Intelligence Is Critical to Personal
and Fil'm Success By Jeffrey Pawlow

As businesses seek to turn informa-
tion into knowledge, CPAs will assume
more advisory roles by combining
traditional services with consulting
services. Accountants must have the
sales and presentation skills not tra-
ditionally used in the profession. They
must be able to explain financial data in
non-financial terms and offer clear and
concise recommendations that lead to
business results.!

One of the biggest paradigm shifts in
21st century management is the unmis-
takable need to develop non-technical
competencies in both current and future
leaders. Study after study has shown it
is the non-technical skills that distin-
guish star performers in every field,
from entry-level to top executive posi-
tions. Even in the accounting profes-
sion, it is now commonly accepted that
simply being technically excellent is
not enough to successfully lead a firm,
service line, niche area or department.
In order to thrive, today’s accountant
must also develop a strong foundation
of “non-technical” skills in addition to
being highly trained in the technical
competencies of their trade.

Non-technical skills such as personal,
interpersonal, managerial and organi-
zational capabilities play a key role in
making or breaking a firm’s success as
clients are demanding more account-
ability and seeking “the right fit” both
technically and personally. Firms that
adopt a learning culture that supports
both technical and non-technical com-
petencies are able to fully develop their
most important asset — their people
— and confront the challenges of the
profession confidently.

Perhaps one of the greatest recent
discoveries connecting non-technical
skills development to overall firm
profitability is the concept of Emo-
tional Intelligence. Since 1990, Peter
Salovey and John D. Mayer have been
the leading researchers on emotional
intelligence. In their influential article
“Emotional Intelligence,” they defined
emotional intelligence as, “the subset
of social intelligence that involves the
ability to monitor one’s own and others’
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feelings and emotions, to discriminate
among them and to use this informa-
tion to guide one’s thinking and actions’
(1990).2

Today’s professionals are being evalu-

3

ated by their employers not just by how
smart they are, or by technical training
and experience, but also by how they
handle themselves and each other.

Emotional intelligence refers to the abil-

ity, capacity, skill or even self-perceived
ability to identify, assess and manage
the emotions of one’s self, of others and
of groups.3

Emotional intelligence is a way of rec-
ognizing, understanding, and choosing
how we think, feel, and act. It shapes
our interactions with others and our un-
derstanding of ourselves. It defines how
and what we learn; it allows us to set
priorities; it determines the majority of
our daily actions. Research suggests it
is responsible for as much as 80 percent
of the “success” in our lives.4

Emotional intelligence skills can be
further developed and nurtured within
an individual, while in contrast, a per-
son’s IQ cannot be changed.? Further-
more, a recent study found that firms
which successfully develop emotional
intelligence skills among their current
and future partners (i.e. the kinds of
competencies developed through non-
technical training) enjoy 390 percent
more incremental profit when bench-
marked against an average firm. In
addition, a study of 15 global companies
showed seven skills differentiated the
“stars” from average executives — six
out of those seven skills were emotional
or non-technical.b

Finally, it is critical to understand
that emotional intelligence is not the
opposite of technical knowledge, it is
not the triumph of heart over head — it
is the unique intersection of both.” It is
not nature versus nurture, but a com-
bination of the two. One is a constant
while the other is learned behavior.
What type of “smart skills” training
are you providing for your staff? As the
most-trusted business advisor, we know
you're technically proficient; but what is
your level of emotional intelligence?

Emotional Intelligence refers
to the ability, capacity, skill or
even self-perceived ability to
identify, assess and manage
the emotions of one’s self, of
others and of groups.

Take this quiz from About.com:
Psychology to find out:
http:/ /psychology.about.com/library/
quiz/bl_eq_quiz.htm. <

Footnotes:

1 Robert Half International Study

2 Kendra Van Wagner; What Is
Emotional Intelligence?

3 Wikipedia

4 Freedman et al.; Handle With Care:
Emotional Intelligence Activity Book

5 Daniel Goleman, Annie McKee and
Richard E. Boyatzis; Primal Leader-
ship: Realizing the Power of Emotion-
al Intelligence

6 Mary C. Werner, CPA, MOD;
Emotional Intelligence: Discover the
(Not-So) Secret Weapon for Account-
ing Firm Success

7 David Caruso; Emotional What?

Editor’s Note:
Jeffrey Pawlow is the
CEO and Managing
Shareholder of The
Growth Partnership,
Inc. and The Part-
ner Institute™. The
Partner Institute™

is a two-year, multi-
disciplinary program
for accountants. The
curriculum and coaching are designed
to build a participant’s personal, in-
terpersonal, managerial and organiza-
tional skills.
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MAKING A DIFFERENCE IN LOUISIANA

As the State’s chief auditor and fiscal advisor, the Legislative Auditor recommends ways to improve
state government operations and identifies critical issues to protect public resources.

We are currently hiring CPAs and CPA candidates for staff and senior auditor positions in the
Baton Rouge area. Auditing experience preferred. Salary DOE.
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Continuing professional education
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Blue Ribbon Panel May Lead U.S. to Different
Accounting Standards for Private Companies

The AICPA and the Financial Ac-
counting Foundation (FAF), with
support from the National Association
of State Boards of Accountancy, have
formed a blue-ribbon panel to explore
the future of standard setting for
private companies, including whether
separate, standalone accounting stan-
dards for private companies are needed.
The FAF is the parent organization of
the Financial Accounting Standards
Board (FASB). The panel is expected to
make recommendations this fall.

Most of the recent discussions
concerning financial reporting stan-
dards have centered on International
Financial Reporting Standards (IFRS),
specifically on whether the Securities
and Exchange Commission (SEC) will
endorse the proposed roadmap released
under the previous administration that
could lead to all U.S. public companies
being required to use IFRS on a phased-
in basis beginning as early as 2014. Yet
even if the SEC eventually mandates
the use of IFRS to replace U.S. gener-
ally accepted accounting principles
(GAAP), the requirement would apply
only to the approximately 15,000 public
companies in the United States.

But what about the 29 million private
companies that will continue using U.S.
GAAP?

“We need to take a fresh look at how
U.S. accounting standards can best
meet the needs of private company
financial statement users, and that’s
what this blue-ribbon panel will do,”
said LCPA Executive Director Grady
Hazel, CPA. “I expect the panel’s recom-
mendations to be an extremely posi-
tive development for our state’s many
private companies and the CPA firms
who serve them.”

In early January, Rick Anderson,
CEO of Moss Adams LLP, was named
chairman of the panel. Anderson cur-
rently serves on the FAF Board of
Trustees, was a member of the AICPA
governing Council for three years and is
the immediate past chair of the AICPA
Major Firms Group. The panel’s other
members will represent a cross-section
of financial reporting constituencies,
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including lenders, investors, owners,
preparers and auditors.

According to the U.S. Small Busi-
ness Administration, small businesses
employ more than half of all private
sector workers and are responsible for
44 percent of the private payroll in the
United States. They also have produced
64 percent of the new jobs created dur-
ing the past 15 years. Many of these
companies are small and medium-sized
organizations that report to a narrow
range of financial statement users,
such as lenders, venture capitalists and
insurers.

“Small business has also been instru-
mental in creating new innovations
and are an important element in our
economic recovery,” says Robert R. Har-
ris, CPA/CFF, chairman of the AICPA
Board of Directors. “We need a financial
reporting system that provides financial
statement users and small business
owners with information they can truly
use and understand. We CPAs know
full well that the

several years, the PCFRC has been
monitoring standard setting and speak-
ing out on behalf of the needs of private
companies and the CPAs who serve
them.

“The goal is to bring valuable infor-
mation to the users of private company
financial statements without burdening
those companies and their CPAs with
requirements that have no relevance
to their investors, lenders and other
financial statement users,” says Harris.
“By doing this, we should also be able
to help control financial reporting costs,
something I know our members in busi-
ness and industry will appreciate.”

“The time has come to address ac-
counting standards for the majority of
America’s businesses at the policy level
and the recently created blue-ribbon
panel will do just that,” said Hazel. <

financial reporting /
needs of our private
company clients or
employers and their
financial statement L
users are different
from those of pub-

lic companies. It’s
time for accounting
standards to reflect
this difference, where
appropriate.”

In recent months
there have been
many calls within
the accounting
profession for a new
and comprehensive
evaluation of private
company accounting.
Included in those
calls was the voice of
the Private Company
Financial Reporting
Committee (PCFRC),
a joint initiative of
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| Managing Your Weight for a Healthy Future

Obesity is defined as having a body
mass index (BMI) of 30 or greater, and
over one third of American adults are
considered obese. BMI is a calcula-
tion of a person’s weight in relation to
height and provides a reasonable indi-
cator of potential future health problems.

Waist measurement is also an impor-
tant indicator for future health risks.
If most of your body fat is around the
middle, then you could be at a higher
risk for heart disease and dia-
betes. Women and men with a
waist measurement of 35+ inch-
es and 40+ inches respectively,
have an even higher risk.

Obesity is one of the major
risk factors for a variety of
conditions, including cardiovas-
cular disease, certain types of
cancer, and type 2 diabetes.

Exercise

Physical activity is one of the
best ways to help keep weight
issues at bay. Daily activity

also helps offset the risks associated
with high blood pressure, type 2 dia-
betes, heart attack, stroke, and many
cancers.

Set Goals

Setting goals to increase physical
activity is, more often than not, easier
said than done. With so many activi-
ties to choose from, it can be difficult to
know where to start.

Changing the way you
approach weight loss can
help you be more successful.
Set small goals like eating
more healthy foods, becom-
ing more active, and learning
how to change your behavior.
Over time, these changes
will become habit and a part
of your everyday life.

How Much Activity Is Right?

Everyone is different, but
to see overall health benefits

MILITARY FAMILY ASSISTANCE

FxUWU*xN xD

Fill in a gap. Make ends meet.
Help a military family today by
placing a check in the box on
your state income tax return.

They are serving in distant lands to protect our
freedoms. Help their families back home.

It's easy. It's tax deductible.
It's the Louisiana Way.

and to reduce your risk of disease, it is
recommended that you exercise a mini-
mum of 30 minutes per day, most days
of the week.

If your goal is to help manage body
weight and prevent weight gain over
time, then you should strive to get 60
minutes of moderate to vigorous activ-
ity most days of the week. To maintain
a weight loss, aim for at least 60-90
minutes of daily physical activity.

Maintaining long-term weight loss
can be difficult, but if you set realis-
tic goals, follow a sensible diet, and
increase your daily activity most days,
you will see the benefits of all your
hard work! «

Editor’s Note: Information was provid-
ed by Gilsbar, Inc., exclusive adminis-
trator of the LCPA Members Insurance
Program.

7 LCPA Members

INSLJRANCE PROGRAM
PROVIDED BY GILSBAR

LIDVA

LOUISIANA DEPARTMENT OF VETERANS AFFAIRS

For more information call or go to:
877-GEAUX-VA

www.vetaffairs.la.gov
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| Audit Committees: An Often Overlooked Resource &, oan crums, e

Audit committees by nature are not
glamorous and seem to have earned
the status of “necessary evil” in most
companies that have them. However,
an audit committee can be a very effec-
tive tool to ensure proper and consistent
financial reporting if used effectively.
Whether your company has an audit
committee or is thinking of forming
one, now is a good time to consider the
advantages and effective operation of
an audit committee. This article exam-
ines basic provisions of an audit
committee charter, selection of audit
committee members, and how to use
these resources to benefit financial
reporting and ultimately contribute to
the success of a company.

Audit Committee Charter Provisions

D Adopting a Committee Charter
The first step in creating an audit
committee is to adopt an audit commit-
tee charter. Audit committee charters
can range in length, detail and con-
tent but there are basic provisions
that should be contained in your audit
committee charter. The charter should
determine how many members will
serve on the audit committee and also
mandate that members be independent.
This is critical to the mission of the
committee to ensure that an impartial
objective committee is reviewing the
financial statements and related audit
report, as well as any other reporting
issued by the company, and that there
are no potential conflicts of interest.
The charter should also address how
many times per year the committee will
meet which will vary depending upon
the size and complexity of the company.
Smaller, less complex companies will
likely meet fewer times per year than
larger, more complex companies.

D Overseeing Internal Controls &

Risk Management

An essential function of the audit
committee is to oversee the internal
controls and risk management proce-
dures of a company. Key components
of the charter that address internal
controls and risk management include:
reviewing and evaluating the perfor-
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mance of independent auditors, inquiry
of management and independent audi-
tors about significant risks or exposures
facing the company and what steps

are taken to reduce these exposures,

as well as review with management
and independent auditors about the
adequacy of the company’s internal
controls.

D Applying Accounting Standards
The audit committee charter must
also address the application of account-

ing and regulatory standards. The
charter should include provisions that
require review with management and
independent auditors the effect of any
regulatory and accounting initiatives,
all critical accounting policies and prac-
tices and any alternative treatments of
Generally Accepted Accounting Princi-
ples. Proper review should also include
examination of written communications
between the independent auditors and
management.

D Reviewing Financial Statements

The next area the audit committee
charter needs to address is the review
of the company’s financial statements
themselves. The charter should include
provisions to review with management
and independent auditors the com-
pany’s annual financial statements,
audit report, and related footnotes. The
charter should also address review of
the independent auditor’s judgments
about the quality of application of
accounting principles, any significant
changes to the audit plan, any serious
difficulties or disputes with manage-
ment that were encountered during the
audit, and matters that are required to
be discussed by Statement on Auditing
Standards No. 114, Communication
with Audit Committees.

D Legal & Compliance Matters

The final area that the audit com-
mittee charter should address relates
to legal matters and compliance with
internal codes of conduct. In order to
address these issues properly, the audit
committee charter should include re-
view with general counsel and manage-
ment any legal and regulatory matters

that would have a material impact on
the financial statements. The charter
should also cover periodic review of the
company’s code of conduct to ensure its
adequacy and applicability, review of
procedures for receipt, retention and
treatment of complaints received by the
company regarding accounting or inter-
nal controls, and review of procedures
for confidential submission by employ-
ees of concerns regarding questionable
accounting or auditing matters.

Selection of the Audit Committee

The audit committee should be
composed of an odd number of people in
order to avoid ties on matters requir-
ing a vote. It is very important to select
the right mix of members for the audit
committee. Ideally, the audit committee
should include members from the bank-
ing, legal and accounting professions.
Having members with these back-
grounds will ensure that all areas of the
audit committee charter; risk manage-
ment, internal controls, accounting and
regulatory procedures and compliance
are properly addressed by members
with proficiency in those areas.

Conclusion

An audit committee can be a critical
oversight mechanism especially during
difficult times when the level of scru-
tiny is much higher and requires more
oversight. Having an audit committee
does not have to be a burden to your
company. It can be a very effective and
useful tool to ensure that your company
is properly and consistently applying
accounting and regulatory principles,
effectively managing risk exposure and
creating a strong culture of internal

control. *

Editor’s Note:
Dan Crumb, CPA is
the Chief Financial
Officer for the New
Orleans Hornets
Basketball Team.
He received his B.S.
in Finance from the
University of New
Orleans and an
MBA from Tulane
University. He is a member of the LCPA.
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2010 Staff Training Courses with
Kurt Oestriecher

Providing training for new staff is a
sound investment. Take advantage of
these AICPA/AHI Staff Training Cours-
es offered throughout the year.

AICPA/AHI Staff Training — Basic
August 10-12, 2010 + STP1A
LCPA Kenner Training Facility
24 CPE Credits

AICPA/AHI Staff Training-Basic is
ideal for inexperienced staff members.
This intensive, three-day course shows
staff how to improve their efficiency
while meeting quality control stan-
dards. The curriculum, geared for both
local and regional firms, bridges the
gap between theory learned in college
and the tools needed in practice. Staff
will improve their skills in preparing
workpapers, performing compilations
and reviews and completing detailed
audit tests.

Who Will Benefit:

D First-year staff with at least two

weeks’ experience on audits,
compilations, and/or reviews

AICPA/AHI Staff Training —
Semi-Senior
September 27-29, 2010 « STP2A
LCPA Kenner Training Facility
24 CPE Credits

Staff will gain the confidence they
need to adequately handle small
engagements with this, the second in
the AICPA/AHI Staff Training series.
This course will help them improve
their communication skills with part-
ners and client personnel, become adept
at drafting financial statements, write
better memoranda and develop an
overall confidence that will aid them in
meeting the needs of clients. Upon com-
pletion of this course, staff will be able
to complete smaller audits, reviews and
compilations with a minimum of super-
vision and maximum profitability. Staff
will improve their skills at performing
more complex analytical procedures
and drafting financial statements and
footnotes.
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Who Will Benefit:

D First- or second-year staff who are
in charge of compilation and review
engagements or who have responsi-
bility for major audit sections

AICPA/AHI Staff Training -
Beginning In-Charge
June 8-10, 2010 + STP3A
LCPA Kenner Training Facility
24 CPE Credits

Go one step further in your career
and assume higher levels of responsi-
bility. This course provides extensive
training in crucial procedural, evalua-
tive and supervisory areas. It will help
staff improve their planning, review,
audit and other engagement skills as
well as give them techniques for effec-
tive communication with clients and
colleagues. Staff’s ability to assess risk
and materiality and to make non-sta-
tistical sampling decisions will greatly
improve with this all-inclusive course.

Who Will Benefit:

D Second- or third-year staff mem-
bers who have been in charge of at
least two audits or review engage-
ments, or plan to have in-charge
responsibilities within the next six

AICPA Business Solutions Workshop:
Delivering on Your Trusted Business
Advisor Status

June 16, 2010 *+ 8 CPE Credits
LCPA Kenner Training Facility

Attend the Trusted Business Advisor
Workshop, where you’ll learn practical
tools, techniques and skills for strategic
client planning, so you can return to
the office with a concrete action plan to
enhance your practice.

Through solution-driven sessions,
you'll learn how to translate the issues
clients face into opportunities for con-
sulting with them — by hearing first-
hand why some clients switch firms and
what they’re looking for from a CPA.

Transform your clients’ problems into
opportunities:

D Conduct more successful client

planning meetings

D Collaborate with clients more

insightfully

D Keep clients from switching firms

Groups of two or more from the same
firm are eligible to receive a 10 percent
discount on the workshop fees.

Register through htip:/ /www.cpa2-
biz.com and use code CPALA0610, or
visit the LCPA’s home page to find a
link to the agenda and registration. <
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| Classifieds

PROFESSIONAL SERVICES — PEER REVIEW

QUALITY REVIEWS AND CONSULTING
REVIEWS PERFORMED FOR SOLE OWNERS
AND LOCAL FIRMS. Contact Rowland Perry,
3007 Armand St., Monroe, LA 71201.
Phone (318) 323-1411 for information and
fee estimate.

ON-SITE AND OFF-SITE REVIEWS
Large local firm with wide range of
experience will perform peer reviews for
firms with 10 or less professionals. Contact
Kenneth Pavy, John S. Dowling & Co., P. O.
Box 433, Opelousas, LA 70571. Phone:
(337) 948-4848.

PROFESSIONAL SERVICES — OTHER

Peachtree Accounting
Software & Support
20% Discount to LCPA Members
D Peachtree Quantum (Now Supports Up
to 40 Users)
D Comes with Crystal Reports and FAS
Fixed Assets Software
D Data File Conversions from Other
Accounting Software
D Construction, Manufacturing, Wholesale,
Nonprofit Editions
D Onsite Installation, Setup and Training
D C(lassroom Training — Could be
Reimbursed by LAWorks
D Remote Access & Telephone Technical
Support
D Computer Checks, W-2s and 1099s
Allday Consulting Group, LLC
Peachtree Platinum Certified
Consultants
(504) 834-4213 / (800) 259-4213
Offices in Baton Rouge - Jefferson -
Lafayette - St. Tammany

www.AlldayCPA.com

TAX CONTROVERSIES
PAUL H. WALDMAN
Formerly Attorney for IRS
Board Certified Tax Law Specialist
AV rated
www.waldmanlaw.net
pw@waldmanlaw.net
(504) 834-7077

PURCHASE * SALE « MERGER

Well established CPA firm wants to acquire
practice or accounts in South Louisiana. If
interested, reply to Blind Box #1 at
cdempster@lcpa.org.

ACCOUNTING PRACTICE SALES — SOME
PRACTICES NOW AVAILABLE FOLLOW:

D About an hour North of Lafayette
practice Gross $309,000
Lake Charles practice Gross $558,000
New Orleans practice Gross $1,133,000
Gretna practice Gross $101,500
Baton Rouge practice Gross $130,000
Lafayette area practice Gross $104,000
Southeast LA practice Gross $382,000
Southeast LA practice Gross $85,000

Thinking of selling? We have qualified buyers
waiting and an ever expanding database

of qualified buyers and 100% cash out
financing available to close the sale of

your practice within 90 days. TO LIST YOUR
PRACTICE WITH US OR TO CHECK OUT OUR
CURRENT LISTINGS Call me, JIM BURFORD,
CPA TOLL FREE (800) 340-7002 or visit our
website at www.accountingpracticesales.com
or e-mail jimburford@verizon.net.

CPA interested in acquiring and transitioning
tax and bookkeeping clients of retirement
minded sole practitioner in Metairie and/

or Mandeville/Covington area. Interested
parties can respond to Blind Box # 9 at
cdempster@Icpa.org

CPA firm is interested in acquiring a CPA
practice in Lafayette, LA. If interested reply
to Blind Box #6 at cdempster@Icpa.org.

MISCELLANEOUS

ARMSTRONG’S SUPPLY (0., INC. Building
a home? Renovating your existing home? For
the best price and selection of light fixtures
contact LCPA member Stephen Orkus at
(504) 887-1990.

CLASSIFIED
AD RATES

Advertise in both Lagniappe and
online for only $1.20 per word ($25
minimum). Classified ads may still
be placed separately in Lagniappe
for 80¢ per word ($12 minimum).
Classified advertisers are charged by
the word. Each word costs 80¢. The
following are considered words and
are charged as such: “a” * “and”
* “the” * “&” and phone numbers,
including area code. Print and online
advertisers may request a “blind
box” number for an additional fee of
$10.00 per file.

Additional Online Options:

Link to your e-mail and/or website.......... $5.00
List your heading in blue..............ccoovene. $5.00
Add an animated “New” with the Ad....... $5.00
Company [0g0......cccuuvvniiviinsiiiirisniiiinnnne $10.00
Deadline for receipt of ad copy is
the first working day of the month
preceding the month of publication.

Email ad copy to cdempster@Icpa.
org or place online at www.|cpa.org.
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Our business is improving your business...
Hardware | Software | Consulting | Support | Training*

“Sitate of the Art Troining Facility

Accounting Software

Microsoft Dynamics GP (Great Plains) Mi@m&@ﬂ‘

Microsoft Dynamics SL (Solomon) 20LD CREULEIED,
Sage MAS 90/200
Quickbooks Enterprise

Computer Networks

Configuration & Support SOlUtiOﬂ S.com

;F:;?letecﬁun Business Computer Professionals
more... MNew Orleans 504.885.8686
Baton Rouge 225.293.8686
www.coesolutions.com

subscribe to our e—rﬁ.h&h&r @ coesolutions.com and receive a free gift



