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Matthew:  Hello and welcome to Marketing Smarts, a podcast brought to you by MarketingProfs. 

I’m your host Matthew Grant, Managing Editor here at MarketingProfs, and I thank you 
for listening. 

 
 This episode of Marketing Smarts was recorded before a live audience in Miami on May 

16th. The event was the third stop on our Smart Marketers tour which has already taken 
us to Seattle and Los Angeles and will eventually take us to Minneapolis and Boston. 
The tour is being sponsored by Dun & Bradstreet, the world’s leading source of 
commercial information and insight on businesses, enabling companies to decide with 
confidence for 170 years. To find out more about upcoming dates on the tour, check out 
MarketingProfs.com/events. 

  
 This episode is a twofer because it actually consists of two separate interviews. The first 

features Summer Joy Boone, director of Assimilation and Social Media at Church by the 
Glades in Coral Springs, FL. As a follow-up to our conversation with Brad Abre of the 
Center for Church Communication, I talked to Summer about the things that make 
Church by the Glades unique and how that is expressed in their marketing campaigns. 

 
 The second half of the episode features Janet K. Altman, principal and marketing 

director for Kaufman, Rossin & Company, an accounting firm based in South Florida. 
While people don’t generally associate accounting with social media, the firm has taken 
a fairly sophisticated and multipronged approach to integrating social media into their 
marketing mix, and that’s what I talked to Janet about. 

 
 As a twofer, this episode is about twice as long as a normal episode of Marketing 

Smarts, but remember, you don’t have to listen to it all at once. Before we get started, I 
do want to remind you that if you like what you’ve hear on Marketing Smarts and even if 
you don’t, you can always leave us a review in iTunes or comment on our site. You are 
also welcome to reach out to me directly via email at MattG@MarketingProfs.com. All 
right, here’s what happened in Miami… 

  
 Without much further ado, I would like to jump into things and introduce our first guest, 

Summer Joy Boone. Summer has a lot of fans in the audience. She is the Director of 
Assimilation and Social Media at Church by the Glades. She is a confessed Twit-aholoic 
and is in a serious relationship with your iPhone. She shows no desire for recovery as 
this behavior showcases her passion for social media and the ability to connect and 
engage on an exponential level. 

 
Summer: I’m feeling a little bit of withdrawal because my iPhone is in my backpack about ten feet 

from here and I’m pretty sure that something is happening on it right now. 
 
Matthew: Don’t worry, it’s right there. Nothing is going to happen to it. You can trust these people. 

Focus here and now. When she’s not tweeting, blogging or checking in on Foursquare, 
you can find Summer investing in local teenagers and serving as a mentor in their lives. 
Summer, welcome to Marketing Smarts. 

 
Summer: Thank you for having me. 
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Matthew: Sure. First of all, I think the question that’s burning in everyone’s mind is, “What exactly 
is a director of assimilation?” 

 
Summer: Good question. I like to leave it a mystery because it kind of sounds cool. I leave it in 

there just so people ask the question. Assimilation is basically just getting people to take 
a next step. If you are a marketer, you are doing assimilation. You just don’t call it that. 
So you are causing people to take a next step and then a next step until you get them to 
the place where you want them to be.  

 
 For us, it would be, “How do we get them to find our website? Once they find the 

website, how do we get through the door? Once they’re in the door, how do we get them 
plugged into a group? Once they are in a group, how do we get them to serve? How do 
we continually assimilate our people in a process?” 

 
Matthew: So you are like a shepherdess. 
 
Summer: Yes. Can we add that? Shepherdess. 
 
Matthew: We can work that in later. 
 
Summer: Is that a new word? 
 
Matthew: There’s such a thing as a shepherdess and a shepherder. Oh, they just say shepherd? 

Up north, we say shepherder. You work for The Church by the Glades. I don’t know if 
everyone here is familiar with it so could you tell us a little bit about the church itself and 
where it is? 

 
Summer: We’re in Coral Springs. We are highly caffeinated, highly energetic and very outside the 

box. We are not for everyone and we get that and are okay with it. We tend to make 
some people angry. Generally, they are very religious and we are okay with that and 
kind of like it. 

 
Matthew: You mean that your church likes making very religious people angry? 
 
Summer: They are not our target. If you are highly religious and you don’t like the fact that our 

music is too loud then you can go somewhere else. There’s a place for you and that’s 
great. But our senior leadership and our senior pastor have a vision and a goal for who 
we are trying to reach. We’re looking for the messed up, jacked up and shacked up in 
south Florida. 

 
Audience: That’s neat!  
 
Matthew: Wow. We’ve started the assimilation process. 
 
Summer: That’s the first step right there. The biggest thing that we’ve given people to hold on to is, 

“No perfect people allowed.” We hold true to that. It’s not lip service and all of our 
leadership believes in it and embraces it. It’s a messy business. You ask for it and it 
comes, and if you are not willing to deal with it, it shows very quickly. 
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Matthew: Right, and that is very clearly stated on the website and on other stuff that you guys do, 
“No perfect people allowed.” As it turns out, the last time we did one of these road trips 
we were in Los Angeles and we had a guest there named Brad Abre.  

 
 He started an organization called the Center for Church Communication. We were 

thinking about church marketing specifically and the fact that people have a lot of options 
regarding where to go to church. So if you are going to market yourself as a church, it 
can’t just be, “We’re a church, come to us.”  

 
You need to have a unique selling point. Brad was saying that individual churches have 
to focus on what makes them who they are. Is there any insight you can give us on the 
process that Church by the Glades has gone through to refine this and decide what 
makes it Church by the Glades. 

 
Summer: It’s definitely a process. Our senior pastor has been there since 1998. We were running 

about 570, and the title of the church was Coral Baptist Church. You can imagine a very 
traditional white building with a steeple. It was a very traditional church. When he came 
and took over, he had a heart for broken people. Church is very sexy, am I right? 

 
 You are all lying. Church is so not that. When you hear the word church, you are already 

asleep. I can see your eyes closing and you are thinking, “Oh my God, she is talking 
about church.” 

  
 He wanted it to be a place where the people who are broken and completely unchurched 

would find the desire to actually walk through the doors. It was a bit by bit process. He 
didn’t come in and completely change everything because he also loved the people who 
were already there, the pioneers who started it. He cut the cat’s tail inch by inch and 
introduced new things. Do you like that? 

 
Matthew: It’s very graphic. 
  
Summer: That’s how he describes it so I’m speaking his lingo. He started to introduce new things 

as far as the music and the leadership. He began to change who we are. It’s now 2012 
and we’re running between 5,500 to 6,000 on a weekend. On a major holiday like 
Christmas or Easter when everybody comes out, it’s 12,000. It’s been a process. It 
wasn’t overnight. He did it by loving people and offering an atmosphere and a place 
where you could come as you were and be loved. 

 
Matthew: Was this “No perfect people allowed” concept there from the very outset or was that a 

particular section of the cat’s tail? 
  
Summer: It was a few years back and it was one of our themes for Easter. We used this, “No 

perfect people allowed” invitation to get people to come. We love to equip our people. As 
you know, if you are a marketer, your best ambassadors are your customers. If you can 
get them on board, they will do your marketing for you.  

 
You don’t have to go there and pound your chest and tell people how awesome you are 
if you really are awesome. That’s the other part. We don’t tell people, “Come, it’s going 
to be awesome. The music is great,” and then they walk in and it’s not what was 
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promised. We don’t do that and our people know that. We equip them with business card 
size invites. They have the series graphic on them as well as all of our times and 
locations, and they keep them on their person all the time. I have some in my pocket 
right now. If anybody is talking and I say, “Oh, you should come check it out,” it’s the 
easiest thing.  

 
 Not only do you want your people to be ambassadors, but if you don’t give them tools, 

you are out of luck. You are asking them to do something you are not equipping them 
for. So if you want people to be ambassadors for your brand, church or company and 
you are not equipping them with a tool, it won’t work.  

  
 We are brick and mortar. I need butts in the seats. I need people to come to my location. 

I can’t sell you anything online. That’s not what I do. So if I’m not equipping our people to 
get people to invite others then I am throwing a wish up in the air and asking for a 
miracle out of nothing. 

 
Matthew: But that should be okay, being a church. 
  
Summer: I am okay with a miracle out of nothing, but I also believe that God gave me a brain and 

the opportunity to come up with creative marketing options for people so that they will be 
equipped to do what we’re asking. 

 
Matthew: I imagine that’s always how people find out about a particular church or a place of 

worship depending on what they are into. It’s really driven by word of mouth more than 
anything. You talked about equipping congregants with cards so that they can pass them 
on. What are other things that Church by the Glades does to start this assimilation 
process and get the word out there? 

  
Summer: We will do anything short of sin to get people in the door. I’m not even lying. Speaking of 

a lion, we had one on stage just last weekend. 
 
Matthew: A lion? 
  
Summer: Oh yes, a 600 pound lion. I have pictures. I’ll show you on my phone, ten feet away. I’m 

kind of jonesy for it. 
 
Matthew: Well, you are doing this whole Animal Planet thing right now. That’s the theme. 
  
Summer: We do the traditional marketing and that’s fine. For example we use billboards off 595. 

We only do that for a major event. We’re not going to throw one up there for some 
random series in the middle of the summer when everyone is on vacation. We might do 
it for Christmas or Easter. When we did our series on sex, “The Barenaked Truth on 
Sex,” we had a billboard with feet hanging off the bed. 

 
 It’s always something that will either make you say, “I really want to check that out,” or “I 

really hate those guys.” You are usually one or the other. We have a series called, “The 
World’s Largest Stripclub” and that was a billboard we did. It was talking about stripping 
away the things in our life that are holding us down. We might do a billboard for that 
because it’s catchy. So we’ll do some things via traditional marketing. 
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 In terms of everything else, we’ll equip them with the invite cards. Sometimes there are 

posters and they will take them out and put them around town. We also work online and 
give them videos that they can share. We have a strong online community. Our 
Facebook community is strong. 

  
Matthew: Can you talk about how you are using social media? It can be a wild and woolly place. 

On one hand, that is exactly where you want to be since you are going after the wild and 
the woolly. 

  
Summer: Can we write that down? “We are going after the wild and the woolly.” 
 
Matthew: What are some things that you actually do to drive engagement on your Facebook page 

in terms of getting people interested and having them hang out there? 
  
Summer: We do all the typical things. Whatever it is, we always make sure that our presence is 

there. The clickable logo is there and we include it in all of our email campaigns. We also 
talk about our platform. We try to offer value. On Christmas, we do Christmas-grams. 
We have three or four fun and crazy personalities on our stage that everybody knows.  

 
I brought one with me, my friend Heather. We did a thing on Facebook where we said, 
“Why don’t you nominate a family that you want a Christmas-gram to be sent to?” They 
would show up at their front door singing some crazy Christmas thing. But you had to be 
on Facebook to do it. Then we would show the videos on the weekends and say, “If you 
weren’t on Facebook, you missed out on this and your friend could have had this 
happen.” They were hilarious and so much fun. We had a lot of people interact that way. 

  
 For 9-11, we flew four soldiers home as a surprise to their family and we used Facebook 

to do it. We posted, “Do you have a family member serving in the military?” I am just 
going to call it an act of God, because how in the world do you get your commanding 
officer to say, “Sure, you can go home for the weekend,” on two days notice and 
coordinate a completely secretive trip back?  

 
It’s like Oprah in church. We had them walk in. Their parents were crying. But it was all 
done through Facebook, so if you weren’t in the community, you didn’t get a chance to 
be a part of it. Maybe you had a family member and you were thinking, “Oh crap, I 
should have been in that.” Basically, we try to add value and then we talk about it from 
the stage. 

  
Matthew: So you get people from within the church to go into Facebook. Do you also try to 

assimilate people in through Facebook and try to leverage the networks of people who 
are part of your group? 

  
Summer: Always. We never want them to just be comfortable where they are at. If you think about 

life, there is always a next step. You never just get to where you are at and are okay. 
Your mind doesn’t work or think or function that way. You always want to improve or 
take a next step or you are just not happy and want a little bit more.  
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We think that is also true in your spiritual life. You are never at a place where that is just 
enough. You should always be taking a next step, always be growing. On Facebook, we 
are always giving them a link to go somewhere else, come to another event, check out a 
life group, etc. There is always an opportunity to take another step. 

 
Matthew: A lot of people who think of themselves as marketers could, in a sense, work anywhere. 

When people go to work for other companies such as a software company or one that 
sells industrial chemicals, they don’t necessarily ask you to give your all to the 
organization in a sense. In developing a marketing team and having this structure at 
your church, how important is it that everyone is a believer? 

  
Summer: We are all on board. Our staff is so small it is ridiculous. The size of our church and the 

size of our staff makes zero sense. We all wear many hats and we all do a lot of work. 
It’s like a family and we are okay with stepping in and helping somewhere else.  

 
I think the key to what we do is the fact that our senior leadership, our pastor, Pastor 
David, is the one who says, “I believe in reaching broken people. Do whatever it takes.” I 
don’t ever have to think, “Is this outside the box? Can it go outside the box? Can I do this 
or that?”  
 
He is also a big believer in social media. If you work in a company and your senior 
leadership doesn’t believe in it, you are going to have a really hard time being effective 
and happy where you are at because there is nobody to celebrate with you. The 
celebration is so much fun. 

  
When we hit 7,000 fans, everyone in my office was cheering, “Woohoo, that’s a big goal 
for us!” Then we set the next goal.  

 
Matthew: Feelings can run high as far as religious belief goes, both for it and against it. In terms of 

getting involved in social media, what kind of systems do you have in place? You are 
putting yourselves out there. One of the programs you ran was called “Dropping F-
Bombs”. There are many things that you do that are eye grabbing and are intentionally 
designed to push buttons. How do you deal with it when somebody comes at you and 
reacts negatively? 

  
Summer: We don’t get a ton of that because our target market is not highly religious. They are not 

offended by a sermon series called “Dropping F-Bombs”. They are more likely to say, 
“What? What is that?” instead of saying “I can’t believe a church would do that.” But it 
happens every once in a while. 

 
 We love a genuine why question. If someone asks, “Can you please tell me why would 

do a series called that? I don’t understand,” I am more than happy to have that 
conversation. If you want to be a troll, you are not going to get a response because I am 
not going to play that game. As I said, our staff is small and we just don’t have time.  

 
If you want to be hyper-religious and come at me at me like that, I am probably not going 
to respond to you especially if you email me anonymously. If you want to give me your 
name and number and be bold, I will give you a response. If you are not even going to 
sign your name, you don’t get that. 
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Matthew: Right, because at least then you are engaging a person who is putting themselves out 

there too. 
  
Summer: The same is true on Facebook. If you are going to ask a genuine why question, it is risky 

to leave it up there. To answer the question, you have to monitor it closely because you 
could generate a landslide and then you have to go and delete like crazy. People are 
just asking for negativity and our page isn’t about that. We are big on encouragement. 
When people come in, we want them to leave energized and encouraged and not 
beaten up, so our page has to reflect that too. 

 
Matthew: We have some time for some questions from the audience. I know that Summer has 

touched on some things that they’ve done but there are probably a lot of things that she 
hasn’t gone into yet. What sort of questions do you have for Summer Joy Boone?  

   
Carrie: Hi Summer, I’m Carrie Gorgone.I teach a new media marketing course. You mentioned 

that sometimes when you start a landslide you sometimes have to go in and delete 
posts. Do you find that comes back to bite you? Do people comment on the fact that 
you’ve deleted their posts? 

  
Summer: Oh yes. This one night we had a fitness thing at our church. There were 500 of us doing 

Zumba in a class. I was in there doing Zumba which I will never do again. While I was in 
there, something was happening on our page that I was unaware of. I should have been 
looking at my phone while I was doing Zumba but I wasn’t.  

 
Our people were like bulldogs in that they were taking care of each other, and they were 
texting me, “Do you know that this is on there?” I was in a panic. I got on my phone and 
laptop and I was on it until 11:00 PM. This was before we had timeline, so they weren’t 
messaging me privately on the page.  
 
It was on the wall and I had to go on in under my personal account and explain who I 
was and why I deleting their comments. I didn’t want to just delete it with nothing. I 
always like to have that touch in the background because we are all about relationships.  
 
But by the time I had deleted that one there was another and another. And then I was 
just copy-pasting messages over and over again. Finally it was 11:00 at night and it had 
simmered down. It’s gone now but when that landslide starts you don’t have a choice. 
You just have to be on it. 

 
Matthew: I think that it is good that you clarify it too, that you make it into an interaction and not a 

deletion. 
  
Summer: I always go in and do a personal response to them, “Hey man, just so you 

know…whatever your response would be. Hope to see you one weekend. Maybe you’ll 
see what we’re all about. In love and in kindness,” deleted. 

 
Woman: What are your marketing plans for the future? What do you want to do to keep your 

church going and keep people coming? 
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Summer: This weekend, we are doing something called “Dog Days Weekend”. We are in Animal 
Planet and we know that there are a million dog lovers out there. For our Saturday night 
and Sunday night services, we are allowing dog owners to bring their dogs to church, 
into the auditorium and everything. We are expecting it to be a shorter service. We will 
be armed with rawhides and treats to appease the dogs and there will be a huge event 
out on the patio afterwards to meet other dog lovers. 

 
 Now here’s the deal with that. I love dogs. I have friends who love dogs. I have friends 

who love dogs who won’t go to church. I have friends who love their dogs enough to go 
to dog parks. And I have friends who love dogs enough that they might want to come 
and be a part of this. If I get them in the door for 30 minutes, they may make a new 
friend. They may not come back right away but maybe they are talking to this friend on 
Facebook. Maybe they are following us on Facebook and maybe there is another step 
after that. 

 
Woman 2: Can you come if you are not a part of the church? 
  
Summer: Absolutely. Every weekend. My dog is going. He is so excited. He tells me every day. 

We’ve been talking about it for a week. 
 
Woman 3: I have a boutique and want to grow my fan page on Facebook even though I have a lot 

of customers. How long did it take you to reach 7,000 fans? 
 
Summer: I have been on their staff for almost two years and it’s grown about 1,000 per year. 

Maybe a little bit more than that. We have two campuses and the other campus is 
looking to grow their online presence. They would say, “I’m not really good at building 
that community online. I don’t know how to get people to do that.”  

 
I would say, “Yes you are because you can walk into the church and have this 
conversation.” You have no problems making friends and building community. You just 
haven’t learned to value that person online. You just have conversations and build that 
friendship. 

 
Woman 3: Do you remember when Facebook used to have groups for companies? It wasn’t a fan 

page, just a group. 
  
Summer: I wasn’t running the page when it was a group, only pages. 
 
Woman 3: I had a lot of clients who were in the group but I never learned how to take the group and 

turn it into a fan page. Now I’m stuck on zero. 
 
Summer: That’s where your email list comes in. Your email list is your goldmine. It’s the only thing 

you own. Facebook could be gone tomorrow. 
 
Matthew: I think that we have time for one more question. 
  
Man 1: In the business world, we are able to measure social media through an ROI, Return of 

Investment. You are not only a non-profit but a church. How do you measure the 
revenue and the time that you put out relative to what you get back? 
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Summer: My question would be, “How do you calculate the ROI of a relationship?” I can calculate 

how many likes we get in a week and that’s fine. We do fitness bootcamps on our 
campus and we talk about them through Facebook.  

 
Here is something that happened recently. We had one girl show up to our campus, not 
looking for a bootcamp. She showed up and the offices were closed. She ended up 
liking our Facebook page, finding out about the bootcamps and showing up to an 
evening class. The girl ended up coming to our church and got baptized last weekend. 

  
 So when we calculate the ROI, that one person is worth a million bucks for us. We value 

each individual so highly that I can’t put a price on that. I’ll be smart with my money for 
sure because I don’t have a huge budget. I can be smart with how I interact with people 
individually and that justifies every dollar that I spend. 

 
Matthew: Thank you very much, Summer Joy Boone. 
 
  
  
 We just have to take a second here and transition our microphone to our next guest and 

then we’ll continue. Summer, thank you so much. Now I would like to introduce our next 
guest, Janet K. Altman.  

 
  
 
 I see that you also have fans in the audience. 
 
Janet: I borrowed some fans. Thank you very much. 
 
Matthew: It’s all about relationships. Janet is Principal and Marketing Director for Kaufman, Rossin 

& Company, an accounting firm that has been serving folks in Florida since 1962. Janet 
is responsible for all aspects of marketing for the firm, its fund administrator affiliate 
Kaufman, Rossin Fund Services and its joint venture, Lit Software, LLC.  

 
Janet brings nearly 30 years of marketing experience to the table including decades of 
Fortune 100 experience in employee benefits, financial services and electronic 
publishing. Janet, welcome to Marketing Smarts. 

  
Janet: Thank you very much. It’s a pleasure to be there. 
 
Matthew: Thank you so much for agreeing to come out tonight. To start off, tell us about the firm, a 

venerable accounting firm here in Florida. 
  
Janet: Kaufman, Rossin & Company has been here for 50 years and we are the second largest 

firm in the state of Florida. We are a full service CPA firm plus some other services that 
are affiliates.  

 
The story of the firm starts in 1962 when our two founding partners, Jim Kaufman and 
Jay Rossin graduated from Gainesville with accounting degrees, came back to Miami, 
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started working for other people and decided that was not a good idea. They didn’t like 
the culture and the atmosphere that they found in the accounting firms that they were 
working for and after a while they decided that they wanted to create a firm that was a 
place they wanted to come to work to every day. That’s what they did. 

 
 For the last 50 years, we have been a firm that is really focused on our employees and 

we win a lot of awards for being a best place to work. That’s not just because we know 
how to fill out the forms right. It’s because we really are. We focus on our employees first 
because happy employees make happy clients which make money for the firm. Our 
philosophy is that our employees come first and our clients benefit from that. 

 
Matthew: I thought that was interesting when I went to the website. You think that an accounting 

firm would value getting the numbers right or saving clients money and obviously, there 
is an ethos of service that you express there. On the site, there is a big emphasis on joy 
at work and focusing on your employees. Does that have an impact on marketing? I can 
see it as a recruiting tool but I’m wondering if your target audience cares about that. Why 
would you put it out there and have your clients see it right off the bat? 

  
Janet: One of the reasons is that when our employees are satisfied in their jobs, feeling 

appreciated and enjoying their work, they do a better job. They are better at client 
service and stick around, something that is very important to a client. We have one of 
the best retention rates in the industry.  

 
If I am a business and I have to be audited, I don’t want to have to meet new people 
every year. I don’t want to have to teach newbies about my business. I want to have a 
consistent team so that I can say, “Oh hi, Ellen, it’s nice to see you again. Let’s get to 
work.” It’s more pleasant, it’s easier for the client and they feel like they are getting a 
consistent product. 

  
 For clients, having a place where the employees are happy has that benefit of stability 

and the benefit of it being a less painful process. 
 
Matthew: Right, because people associate an audit with pain. 
  
Janet: It’s true. People feel that way about audits. There is a lot of other good stuff to an 

accounting firm but people do feel that way sometimes. 
 
Matthew: And that’s why you want a familiar face there. I hadn’t thought about it from that angle. 

Obviously, as an accounting firm, your product is the people who work for you and their 
expertise. It is comforting and valuable to clients to know that they will not be swapped 
out or dealing with a junior person every year. You are actually building relationships. 

  
Janet: Right, and that is the most important part. I was talking to somebody earlier about an 

article from the Harvard Business Review from many years ago about how professionals 
can best sell their services. There was a case study in there that really what people are 
buying is the person.  

 
They are buying the person’s knowledge and understanding of the technical issues that 
will allow them to help, but what they are really buying is a relationship. That is why our 
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firm has grown so much over 50 years. From the very beginning, even before there was 
a marketing department (shocking), they knew that it was all about building relationships. 

  
 I came in 12 years ago and many people said, “We don’t need a marketing director. We 

know how to build relationships and that’s what it’s all about.” 
 
Matthew: How did you overcome that? That’s a fine how-do-you, “Welcome on board, we don’t 

really need you.” 
  
Janet: Part one of that is that the person who hired me who is our managing partner. One of 

our founders is still our managing partner. He knew that they needed me. He wasn’t 
entirely sure what they needed me for but he knew that to take the firm to the next level, 
it needed to be more than an accountant having a relationship, writing a letter saying 
what the fee will be, and the business coming in.  

 
He knew that there were tools and processes and ways to start new real relationships 
and nurture the ones that were already there. He didn’t know what the ways were but he 
knew that he needed them. 

  
 What I did, which is a good lesson for anybody, was to identify some low-hanging fruit. I 

said, “Well, I’ve got all these accounting partners who have to do proposals to clients all 
the time. They all do them differently and they hate doing them. They could definitely do 
them better, or I could do them better for them.”  

 
I took something painful off their desk, did it for them in a better way and got a better 
close rate on proposals. Then all of a sudden, it became, “Well, maybe you might be 
worth having around.” And then I took it from there. 

 
Matthew: Nice. I did want to talk a little bit more about ways that you have used social media to 

help the individual accountants market themselves. When we talked prior to this, you 
mentioned that when new employees come on board, you do a whole LinkedIn audit. 
LinkedIn plays a significant role in how you market the services and expertise of 
individuals at Kaufman, Rossin & Company. 

  
Janet: Aubrey Swanson is here tonight and she is actually the reason that I’m here. She is the 

one who got us started in social media. I hired Aubrey as an intern a few years ago and 
said, “Please figure out this social media thing.” She turned it into a real differentiator for 
the firm and a full-time job.  

 
She created something for us that is a great platform for marketing the professionals and 
the firm. A lot of what we do is on LinkedIn, and I’ll talk about that in a minute, but we do 
a lot of the culture pieces that you were talking about by showing our firm and our people 
having fun together.  
 
We use Facebook and Flickr to show photographs of our people going on a corporate 
run, events that we have and other things that show the real joy and culture in the firm. 
That doesn’t just give us a recruiting piece but also gives people a feel for who we are. 
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 LinkedIn is, I think, our best way to share content. The whole idea of the new employee 
LinkedIn audit is quite recent. We look at people’s LinkedIn pages when we’re about to 
hire them, but once we hire them, as part of our new employee orientation, we are 
looking at what they are doing on LinkedIn.  

 
We are making suggestions to them on what to do on their page and it becomes part of 
their personal marketing plan. They work with me with regards to what they can do that 
is more proactive on LinkedIn. 

 
I post a news story to our internal group every day, which is a good story for them all to 
share. It’s the easiest thing they can do for their personal marketing plan and they do it. 
We are starting to gain more of a presence with their contacts through sharing that kind 
of content.  

  
Matthew: It was interesting that you said that it’s become a differentiator for you. If you look on the 

“about” section of your website, you highlight and call out your involvement in social 
media. I associate accounting with compliance, legal regulation and governance. 
Obviously, social media is working for you but how did you overcome this mythic 
prejudice I might be harboring? It’s a bit of a culture clash. 

  
Janet: That’s interesting because our tagline for quite a number of years has been, “See 

beyond the numbers.” In one of the conversations that I was having earlier, someone 
was asking what accountants do when it is not tax season, and the fact is that our core 
client base is entrepreneurs.  

 
An entrepreneur needs an accountant all year round. An entrepreneur needs an 
accountant, consultant or someone who knows things about regulations, tax credits, 
ways that they can save money or things that they can do to protect themselves from 
fraud all year round. When we start talking about what we do for our clients, we say, 
“Yes, we do the traditional compliant services. We are great in tax, we’re great at audit, 
but what we really do is help you make your business better and that’s what we are all 
about.” 

 
 Social media helps us share that message in a way that isn’t as cut and dry and black 

and white as, “Yes, I’m doing your audit, no I’m not.” 
 
Matthew: Some of the blog content is about quick things to do with QuickBooks and things like 

that. That makes sense in connection to one of the white papers you have which was 
about the operational audit. So that has to do with taking advantage of the audit process 
to generate more profit for your business. 

  
Janet: It’s because that’s what people are looking for. 
 
Matthew: It jumped out at me. It was something that I wasn’t expecting or anticipating from an 

accounting firm. We do have time for some questions about all the things that Janet is 
doing at Kaufman Rossin & Company. 

 
Woman 4: You said that you send out an email to your team every day with an article that they can 

share on LinkedIn. Do you get pushback on that, for example, “That’s my personal 
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network and I have to share what you are telling me to share?” I am also wondering if 
your team shares the same network, in which case the people on it would be bombarded 
with the same message many times. Do you get pushback on that?   

  
Janet: Those are very good questions. I post news on our Intranet every day. I read lots of 

different things and every morning at 7:30 I post a bunch of news articles. I pick one that 
I think is of interest to people’s clients or contacts and I post it on our internal LinkedIn 
group.  

 
People don’t have to do anything with it. They don’t have to set it out or share it. Some 
people deal with a different type of client or prospect that they don’t think it’s right for. 
But everybody has very different contacts, so it is getting out to different people. 

 
 The one thing they do have to do, which we have just started this month is to have a 

personal marketing plan. If you have to sit down with me and pick stuff to do, say, “I’m 
going to do networking, write articles and do seminars,” the easiest thing to commit to 
doing is pushing out an article in LinkedIn every morning. That is the one that people are 
going for. 

 
Matthew: Nice. You also had a question. 
 
 
Woman 5: When you are hiring someone, do you do a full social networking screening? By that, I 

mean Facebook, Twitter, LinkedIn, etc. Do you find them, see what they are doing and 
have that play a role in the decision to hire them or not? 

  
Janet: I don’t personally do that, but our HR group absolutely does that. I think that anything 

that you post publically is like being on the front page of a newspaper. If you don’t want 
to put it there then you shouldn’t put it on your Facebook page. 

 
Matthew: Let this be a lesson to you all. What other questions do we have? 
 
Woman 6: Can you speak to what you are doing with regards to customer testimonials and how you 

use authority to use those? Do you use the full name? I am asking because I am 
working for a company that has rabid, raving fans. You can’t hold them back. We 
recently did a survey and we had 1,500 responses and suggestions or comments, and 
maybe three out of those were negative. It is a joy to work with them. 

  
Janet: Wow. 
 
Woman 6: I have this virtual flood of positive comments about the company and I am just 

wondering how one uses testimonials in a way that is not cloying, where permission is 
granted and takes other factors into consideration. 

  
Janet: What we do is to post one testimonial every month. We use it as an opportunity to help 

our clients reach other people. We ask the partners, “Do you have a client who has an 
interest in reaching the audience that we have?” This audience would be our other 
clients and prospects. We get them to talk about their business. We highlight their logo 
or a graphic that is about them.  
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As well as talking about their business, they talk a little bit about how they love us. It’s 
like giving people advertising. We focus on different industries and try to spread it 
around. That’s how we use it. 

 
Woman 6: So that one testimonial a month is on your homepage? Where are you posting it to? 
  
Janet: We post it up on the web and send it out on our client newsletter. Sometimes we use it in 

other ways but those are the two main ways. 
 
Man 1: It is fair to say that the space in which you operate is B-to-B, right? In terms of the 

various social media that is available to you, is LinkedIn the primary channel where you 
see most of your activity or are there other channels that you are exploring?  

  
Janet: I happen to liked LinkedIn a lot. I think that it helps us reach our prospects and our 

referrers very well, but the value in some of the other channels such as Facebook is to 
share the culture. As we were discussing earlier, the culture is a very important part of 
why people use us but also why people stay with us. We have clients that we have had 
for almost 50 years. I think that we can push out the culture piece on Facebook, Flickr 
and some other channels. 

 
Matthew: I know that I had started talking about social media but you also use what one thinks of 

as traditional marketing like PR, for example. Is that an effective channel for you? 
  
Janet:  Actually, Josh Merkin is here, who is my account executive for PR. What we are doing 

with PR is spreading the content message that we are using other media for. For 
example, if we have a new hire, which we do, who is a great international tax person, we 
focus on international tax for a while.  

 
We’ll have Josh push it out to the media and get her some opportunities for interviews 
and articles. Maybe she will write a white paper or do a seminar. I will do a sponsor 
spotlight in the Daily Business Review, which is one of our great channels and also in 
one of our spots on WLRN Public Radio. We try and use multimedia around one content 
idea and then we use the social media to push it out. 

, 
Matthew: It sounds like even the PR starts fueling your content machine and then there are other 

channels and platforms through which you can broadcast. 
  
Janet: If an editor is interested in it, then other people probably are too, so that gives us some 

level of surety. 
 
Woman 9: We were just talking about radio. Whether it’s a webcast or finding a spot on a local 

radio station do you think that it is still important in getting your brand and your company 
out there?  

  
Janet: We have a spot on WLRN public radio every morning at 6:50 or 7:50. It’s one of those 

times. It’s right before the Marketplace Morning Report, which is a business report. We 
get more feedback from prospects and referrers and clients hearing us there than 
anything else we do. That particular radio station and public radio in general reaches our 
audience. It reaches a very educated audience. It reaches many CEOs and business 
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owners. We get clients from that and comments from our clients thanking us for 
supporting public radio. So yes, absolutely. 

 
Matthew: You are saying that old media is not dead. 
  
Janet: Old media is far from dead and it is far from old. 
  
Matthew: Nice. What other questions do people have for Janet? We have one right here. 
 
Woman 10: Hi there. This is more of a general question. What advice would you give to truly engage 

people in your content? 
 
Janet: What advice would you give to truly engage people in your content? I hear that Ann has 

a wonderful book. I think that one of the things that is a very good engagement tool is 
developing a real brand personality. I work with accountants, remember.  

 
I was speaking with someone earlier who has worked with doctors and I am actually 
hiring a writer, hopefully on Monday, who has worked with doctors. When my 
accountants write, they write from our brand. They write in a way that is engaging. They 
write in a way that is not difficult to understand. They use subheadings and bullet points. 
They use storytelling.  
 
That’s a lot of what my brand is about. My brand is very personal. Accounting is very 
personal. You can’t act like you are a high, technical, wonderful CPA with your green 
eye shade and your adding machine and think that people in 2012 are going to want to 
work with you. They want someone who can be their trusted advisor. The brand 
personality and the voice of the brand is the key to engagement in whatever industry you 
are in. That was a good question. I had to think about that one. 

 
Matthew: Janet, thank you very, very much for joining us.  
  
Janet: Thank you, it was a pleasure. 
  
Matthew: That was excellent. I would also like to thank Summer Joy Boone one again. I would 

also like to thank you for being a great, attentive audience and for your great questions. 
Thank you very much. 

 
 That’s how things played out when we brought Marketing Smarts to Miami on May 16th. 

We’ll be in Minneapolis on June 13th and in Boston on July 11th so if you are in the 
vicinity, come on down. For more details, go to MarketingProfs.com/events. Thanks 
again for listening and thanks to our sponsor, Dun & Bradstreet. I’m Matthew Grant, your 
host, and I’ll talk to you next week. 

  
 
 


