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You're bombarded with responsibilities every hour of every day, and
while you might be great at taking on tasks, managing them is a
different struggle. We've got some no fail tips and tricks that are
sure to keep your time managed no matter what work or life throws
at you!

1. LIST-O-MANIA: “Failing to plan is planning to fail.” We've
all heard the adage before, and it’s 100% true! Get the most out
of your plan by creating lists that will help you minimize stress and
distractions throughout the day. Be prepared to leave some tasks
on the cutting room floor when you're building your daily strategy.

2. TASK OVERLOAD: No matter how awesome you think you
are at multitasking, make sure your big priorities are given some
solo aftention. Your results will be better, and you'll minimize your
stress level. Multitask away with smaller, or less cerebrally-intensive
tasks to knock them out efficiently, but remember to stick to

your plan!

3. WHAT'S WORTH IT: The key to time management is
prioritization. Look at your tasks with a critical eye and evaluate the
importance of each. Getting a good grasp of the value of each
task allows you to see where your aftention really belongs (some
things just don’t make the cut!) and how you should go about
tackling your fime. Never shy away from the question, “Should |
really be doing this?”

- WWW.rozstrategies.com - Supercharging Your Proiits!

4. RED-LINE TO THE DEADLINE: Never lose sight of when
your time is up for each task. Use the tech in your world and set
up reminders, or mark the deadline alongside every task—make
sure that the end goal is in sight and crystal clear. Set up a plan to

measure your progress so you're never stuck racing to completion.

5. TIME DIARY: When it comes to time management, “know
thyself” is key, but maybe it’s really “know thy time wasters.” If
you're struggling to see just where the day goes, get a handle on
it by tfracking your time spent on each task to understand just how
much fime you use. Try using a timing app like ATracker on iOS or
My Minutes fo see just how your minutes tick away!
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Roslyn and | make it a point to spend at least one week each
summer relaxing on a beach somewhere and recharging our
batteries. However, this year we decided on a change of
scenery. Rather than taking off for the nearest beach tfown, we
went inland and spent a few days in Park City, Utah. It was a
bit of an adventure at first—we had never been there before,
so we put our full faith

into our GPS system to get
us there safely. We were
never quite sure if we were
going in the right direction
(other than “east”) and
we weren’t even positive
we were going fo have a
good time once we

got there.

“Change is a good
thing! Getting outside
your comfort zone,
and doing something
difierent, can have
amazing results!

It was definitely a little
oufside our comfort zone,

but so worth it once we if i
arrived! That is, after we Eve“ “ “ ‘akes some
got over the altitude adi“s““g ”

sickness; an unpleasant
side effect of living at sea
level and vacationing in the mountains. It fook almost the
entire week to get over it, and by then it was time to go homel
But we persevered and enjoyed the trip nonetheless. The
highlight of the stay was taking the ski lift to the very top of the
mountain. Roslyn was a littfle nervous (she was clinging to the
side of the chair the entire time) but even she could agree that
the view from the top was worth the ride.

We couldn’t believe how steep the mountain was, and it
seemed even more unbelievable that people actually ski
down those steep, steep slopes in the winter! Due to the lack
of snow, the hillsides were filled with mountain bikers rather
than skiers—but even they were whizzing by at unbelievable
speeds. Roslyn halfway joked, *I guess we could always walk
down if we don’t want to brave the liftl” but the fear of being
run over by an errant biker was even greater than our fear of
falling. Fortunately, we weren’t forced to hoof it, and Roslyn
even enjoyed the ride back down—she just couldn’t get over
the fact that we were sailing high above the trees with virtually
nothing to hold us in place!

It was definitely a new experience for the both of us, and
while we had a few bumps along the way, neither one
regretted ditching the beach and taking to the mountains
instead. We both underwent the entire spectrum of emotions
when it comes to trying something new; nervousness, anxiety,
apprehension . . . not knowing if we would come tfo regret
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it, but by the fime

we arrived back
home, we had both
come to the same
conclusion; change is
a good thing!

The same can be said for you and your marketing tactics.
Sure, it can be a little scary at first, and you might not know
exactly what you’re doing. You might be nervous that a new
marketing tactic isn‘t going to work, or worried that you won't
like the end result. It might take you some time to adjust to
your new surroundings, but if we've learned anything from our
trip to the mountains (aside from “altitude sickness is real”), it's
that getting outside your comfort zone, and doing something
different, can have amazing results! Even if it takes

some adjusting.

With fall quickly approaching, and the winter season in

it's wake, now is the time to ramp up your marketing, try
something new, or ensure there aren’t any missing cogs in your
marketing machine. As the slow season rolls around, these new
marketing fechniques could mean the difference between a
dip in your revenue or smooth sailing until spring!

The past few months have been filled with webinars, inferviews,

and video fraining. We hope you’ve gotten as much out of
it as we did (for more information about our members-only
website, check out our insert!). That being
said, there’s a lot more coming your
way—are you ready to make

the change?

- Wlechael Kozbruct
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When marketing your services, credibility is critical to

success. However, believability is even more important.

Facts about your business are good to know, but not nearly
as persuasive as what clients have to say about their real-
life experiences with you.

Testimonials are one of the greatest (and least expensive) ways
to establish yourself as THE expert in your field. Testimonials build trust and
establish believability, which is essential to atffracting and closing new
clients. Shawn Achor, a Harvard frained researcher and author of *Before
Happiness,” states that an emotional testimonial from someone else can
be more than twice as effective as you trying o inspire people by yourself.

One of the first things prospective clients see and read within our office is
our testimonial books. Testimonials create desire and motivation, foster an
emotional connection, and remove skepticism, doubts, concerns, and
objections. They are powerful proof that we're making a real difference
in our clients’ lives! |I've been thinking about testimonials a lot lately, and |
have a few tips I'd like to share:

1. KNOW WHEN TO ASK FOR TESTIMONIALS. The end of a client’s case is NOT
the only fime to ask for a festimonial. You should ask for one at different
benchmarks throughout. For example; ask for a testimonial after you were
successful in liffing that wage garnishment or bank levy. Your clients are
the most grateful then! You should also ask at the completion of the tax
preparation phase of the engagement—especially if you are preparing
multiple years of unfiled retumns that resulted in decreasing their original
tax liability.

2. WHAT ARE THE RIGHT QUESTIONS TO ASK? You should frame your questions
in such a way to elicit answers to use in your marketing and advertising.

BE INCREDIBLE

Credibility, much like a half-used lip balm, is almost impossible to recover once it's
been lost. As a salesperson and a practitioner, once your golden reputation has been
tarnished, there is no buffing out the stain. A good salesperson understands the fine
art of selling—the art of convincing without confusing, persuading without pressure,
and selling without schemes. A great salesperson knows that selling with credibility
(S the ticket to making sales. Like it or not, you are “in” sales.

‘CRETS TO GETTING GREAT TESTIMONIALS!
moows

*  What is your overall feeling about our firm?
. Describe a particular experience with us that made you happy.

»  Describe one or more benefits you received from us that you value
the most.

. How else did you benefit from our working together?
*  What results have you achieved since we started working fogether?
. Would you recommend our services to family or friends?

3. WHEN FOLLOWING UP WITH A CLIENT, you should have a system in place
to make sure you get back the completed testimonial forms. | suggest
delegating this to someone in your office who gives you a daily written
update on all clients that haven’t sent back their testimonial. This should
include name, phone number and email address, date of contact, what
was discussed, and the date they promised to return the testimonial. Then
keep following up!

4. PICK THE CORRECT FORMAI. Depending on where you want fo
showcase your testimonials, you will want your testimonials to be in written
form, videotaped, audiotaped, placed on social media, or done as a
“case study.”

5. PUTTING THE FINISHING TOUCHES ON THE TESTIMONIAL. Give it a headline
that sums it up in 3-4 words. This headline should speak to your ideal
prospective client and stand out. Make sure you send the final version to

Here are four helpful sales tips to ensure that your credibility remains intact and sets
you high above your competitor.

1. DON’T TRY TO SELL SOMETHING YOU DON’T

BELIEVE IN. You can only sell a service if you are convinced
of its validity. Don’t claim you can release that bank levy in

24 hours if you know for a fact you can’t. No one wants to

feel duped and if you claim that your product or service does
something it does not, your credibility will suffer.

2. CONFUSION WILL NOT LEAD TO “YES.” buring

your consultation with your prospect (your sales pitch), refrain

from using an excessive amount of big words or technical

terms. Confusing the client will not lead to an uninformed “yes.”

Be clear and direct. Taking the political route and answering
questions with questions, therefore avoiding the question

altogether, will only result in furrowed brows and a nick in your
credibility and no new client.

Supercharging Your Profits!

3. ANGER WILL DEFINITELY NOT LEAD TO “YES.”

Pressuring the client intfo a sale or even intfo a conversation is a
surefire way to make them angry. It's a safe bet that no client will
agree to hire you once you’'ve made them feel uncomfortable
or harassed. Despite the typical “pushy salessman” stereotype, it’s
not your job to hassle people into agreeing with you.

4. DON’T FEIGN KNOWLEDGE. if you don’t know the

answer, don’t guess. Giving out wrong or misleading information
could forever tarnish your credibility. Be honest and upfront;
promise to get back to them as soon as you have the answer. As
a preventative measure, make sure you are as knowledgeable
about the service you sell (and perform) as you can be.

You should appear to your prospects and clients as
knowledgeable, friendly, and (above all) frustworthy. That’s the
ticket to having prospects hire you and gaining customer loyalty
in the long run.
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the client to approve in writing and maintain these in a permanent
file. Let your client know that you'll be using these on your website
and ask if you can include his/her name, city and/or state, and job
fitle. If appropriate, ask for a headshot as well.

6. READY FOR PRIME TIME! Now it’s time to share those testimonials.
Create a dedicated testimonial page on your website. Use them
on landing pages, in your firm brochures and business cards,
in all your marketing and advertising, and in your consultations/
evaluations as a sales tool. When speaking with a prospect, relate
a testimonial story from someone you have dlready achieved
great results for. You want to show your prospect that you
“get” their struggles and have helped others overcome these
same problems.

BOTTOM LINE: One of the most powerful ways to sell yourself-
whether to your tfeam or to your clients—is to let others sell you, with
their own stories, in their own words.

You Dom’t Mess with the IRS!

Meet Monajem Hakimijoo, otherwise known as Manny Hakimi. In
2007, Manny made a big mistake on his income tax and failed to
inform the IRS of interest income in the amount of $282,000. While
Manny is without a doubt a US citizen, he had been sending
considerable amounts of money overseas to an account af
Mizrahi Bank of Israel registered under Kalamar Enterprises.
Kalamar was nothing short of a smokescreen company from the
Turks and Caicos Islands fo hide Manny’s involvement with the
account itself.

Through this hidden
account, Manny was able
to obtain loans from a
branch of the Israeli bank
in Los Angeles. It also

turns out that Manny’s

enterprising efforts were a —
family affair and a relative § l
helped him exploit his
scheme. On paper, the
pair claimed that these expenditures were for business purposes
and as the money in their foreign accounts gained interest, they
failed to list their profit as declared income.
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At its most lucrative state, the Kalamar accounts held around $4
million, generating the omitted $282,000 for which Manny was
prosecuted in February of this year. Once he was found guilty of
the charge of filing a falsified federal income tax return, Manny
was sentenced o six months in prison and one year under home
confinement, proving that big brother really is watching, no
matter what bank you try to hide in.
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The following members are working hard to implement
my marketing strategies and seeing some great results—
they were kind enough to send me a testimonial, but their
results speak for themselves!

| would like to thank you for the value you have added to my
business and my life. | have told so many people about you and your
product, | hope you are successful beyond measure for sharing your
wealth of knowledge.”

- Michelle Savoy-Jones, Savoy Bookkeeping and Tax School
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me a couple months dgo that we need to crank ou’r at least 30 tax
returns every month just to cover payroll. Try doing that affer

busy season!

In thinking about making the transition from a fraditional tax

prep house to a resolution focus, there is something very positive
happening with me that | didnt expect. | know I'm good at resolving
cases. I've proven that before in the few that we’ve done. What |
don’t know is how to make that fransition effectively and with a very
limited budget.

Yesterday, | received a cold call from a gentleman about a
garnishment notice he received. It's a provable IRS error that Il

be able to fix in about 90 minutes. Even without rehearsing and
memorizing the selling fechniques, and without any marketing
collateral yet, | quoted him a price of $2,000 off the top of my head,
and he opened his checkbook immediately.

Michael, you are giving me my swagger back. | feel motivated
again, and best of all, I'm regaining confidence, caring, and
commitment to pulling myself and my litfle firm out of this seemingly
never-ending funk. We haven’t scratched the surface yet, and my
heart knows that your wisdom and guidance will be life changing.

| just wanted you to know the kind of impact you are already having.
| can’t wait to start implementing things!”

- Tom Butler, Acumen Accounting, Inc.

p!one rang once yesler!oy on! once 'o!ay. !ol ||s !o poy||ng

clients from referrals from attorneys. | sent out some letters/packs
but | hand delivered a few also. | personally like o see people | am
referring others to, so | like to show myself to others in person. | also
stopped by a few auto mechanic shops just in case and got a good
lead. Just trying to get people talking about enrolled agent services.
| am one of very few in this area that offer IRS help, so your help is
wonderful. Thank you, | will report more as | grow. Thank you, thank
you, thank you.”

- Regina Payne, Lady Payne Accounting

Share your success story with us and we will
spotlight you!
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