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Well, let me answer the privacy maniacs and reputation
worriers out there through these common questions:

What if someone posts a photo of me from my Cancun
vacation on Facebook that I do not like? If you do not
have a Facebook profile, not much can be done. If you do, you
will get an email notification about the photo and you can
take it down.

What if I do not want my boss to be my friend on
Facebook? That’s easy; just create different categories of
friends through the list function on Facebook. Make one group
professional and one group for personal friends. Designate
access to your comments and photos accordingly. I figured
this out myself and I am not very technical.

What if an old boyfriend/girlfriend contacts me on
LinkedIn or Facebook? Do what I did — consider them
professional prospects! I also just ignore requests from friends
whom I do not know or do not care to remember.

What if I am just plain private? Set up a Facebook page
and keep it small. Use the privacy settings on the upper right
to control access. Share at least one of your after-work passions.
Our growth consultant Kristy Gusick is a horsewoman, which
she has found to be an instant connect to other business people
who love horses.

What if one of my cousins is kind of crazy and writes
embarrassing things to me? Ask your cousin to send
private messages. If that doesn’t work, you can block his
privilege to leave messages on your public space through the
privacy features. Also, keep in mind that everyone has at least
one crazy cousin or relative. As long as you're not making the
embarrassing comments, it doesn’t reflect that much on you.

What is it with Twitter? Twitter is a fun, new tool that lets
people make tiny blog posts randomly. You can post your
thoughts online or through your mobile device. My main
thought on Twitter is that I do not want to know what anyone
had for lunch, so cut that out. But it is great for promoting
blogs, events and industry information, talking about breaking
news and issues or connecting to people at a conference.

This seems like a time waster. How many hours does
this add to my week? One hour a week is sufficient. A quick
scan of updates from your connections, a recommendation
request, photo uploads or comments take minutes. Schedule
it into your week at the same time or do it after hours. If you
notice that one person is monopolizing your home page or
update space with silly chatter, you can hide their posts or
ignore them. The same goes for all of those requests for hugs,
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drinks, snowmen fights and quizzes. They are simply disguised
e-marketing campaigns anyway.

Just as social networking and other Web 2.0 technology
evolves, so will your understanding and comfort level. For
now, think of LinkedIn as a place to share your entire resume
and credentials with anyone. It lets you connect with people
who have shared interests and showcase your knowledge in
a niche area. Think of Facebook as a place to share what you
care about besides work.

You are in control of both arenas. You can protect your
reputation and support positive firm branding in plain sight.
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Small but Powerful
Ingenuity has launched its first microsite! Because we

know the most important assets a firm has are its people,
we’ve launched the site Marketing Your People (www.
MarketingYourPeople.com) to help you market yourself and
other professionals in your firm. Each month we’ll showcase a
topic and give you current resources, links and tips.

Nobody knows how to market the people of professional
service firms better than we do. Check out the new site and
send us your feedback and suggestions!

A Tool Kit Anyone Can Use
Have you seen what is available in our revamped Tool Kit?
(www.ingenuitymarketing.com/toolkit.html) Whether you
need ideas, inspiration or information, check out our free tools
and our newest products available for purchase. We can’t keep
all this brain power to ourselves!




Selling to the C-Suite

AN AAM PRESENTATION REVIEW

By Rachel Gold
Communications Consultant

Last month’s AAM conference was a hotbed of interesting views
on the fundamentals of accounting marketing, a reminder of
the classics plus new trends and tactics. A good reminder of the
basics (with some new twists) is what I took away from the
presentation, “How the C-Suite Buys Professional Services”
by Russ Molinar of Ernst & Young LLP.

At Ingenuity, we pride ourselves on being a very hip, smart,
eclectic (and a little quirky) bunch of women who can turn
a boring website on its head. This seminar reminded me that
we look the same as any other marketing firm to a prospect
or new client. We are a commodity purchase to them until
we’ve differentiated ourselves from the competition and built
a relationship with them.

Russ pointed out that, unlike a product, a service is a harder
sale to make.You can’t compare an audit like you’d compare
the leather on a chair.You also can’t return a service or ask for
it to be fixed under warranty. Buying a service is a risk, and not
one easily taken by leaders who buy our services.

So how do you sell the difference? Russ says that you first
have to know who you are selling to. The basic characteristics
of C-Suite executives are:

e driven

e competitive

* results-oriented

¢ short on attention

You have to consider what often motivates them: recognition,
power and control, promotion, peer respect, money, risk
aversion. You also have to realize that services are sold not
only on the logical features such as cost, experience and
methodology, but also on an emotional level (whether they’ll
admit that or not). C-Suite executives might be reluctant to
change because they don’t want to deal with the hassle of a
new vendor and the problems that transitioning to someone
new might cause. They also weigh the potential risk of the
decision heavily because a negative result may impact their
reputation and future career prospects.

In the end, you need to know who the decision makers are,
where they are in the buying process, what they need (not
what you want to sell them) and what is motivating them or
holding them back. Then, according to Russ, you go in with
a business case, not just a proposal. You appeal to the emotion,
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not just the logic. Customize it to them and let them know
you’ve done your homework and it isn’t all the same to you
and shouldn’t be for them. Doing that gives you a leg up and
a much better chance at winning their business.

Cinother Tophy o the Case

Ingenuity was honored with two Marketing Achievement
Awards at the Association for Accounting Marketing’s Gala
and Awards Ceremony. The gala was part of the AAM annual
conference that took place in Austin, Texas, June 2-5, 2009.
The awards recognize accounting firms and marketers for
their outstanding achievements in the past year.

Ingenuity won in the categories of:

Corporate Identity (Under 15M Revenue)
Hansen, Jergenson, Nergaard & Co.

Campaign Mailing (Under 15M Revenue)
Froehling Anderson

If all that wasn’t enough, Dawn was the co-chair of the
conference and Wendy, Rachel and Christine spoke. Attendees
were asked to list the top three events of the conference on
their evaluation form. Here are just a couple of the comments
from attendees about our team:

“Wendy Nemitz’s talk on managing the generational divide. I'd sign
up just to hear her talk about how humidity impacts the speed at
which paint dries — she’s that good.”

“Ielling stories vs. boring people to death about how great/smart/
experienced /qualified we are — Making Accounting Sound Cool —
Rachel and Christine from Ingenuity were awesome!”




Hcet Chyiistine Plelson

Personal Motto:
“Loving is hard. Judging is easy.
Live hard.”

Christine Nelsonisa communications
consultant with Ingenuity Marketing
Group. She has worked for various
media and small businesses
the past 16 years, translating her
journalism skills into marketing and
public relations. She started her own
consulting  firm,
Expressive Ink, in 1998. Christine loves writing stories that
show what clients do best, then sharing those stories with the
right audience through media and marketing.
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communications

She is fascinated by the changing media structure and how
people are connecting with one another. Christine coaches
our clients to take advantage of new communications tools so
that everyone can be a Rainmaker. In the world of new media,
she knows that what you know and how you deliver it can
support who you know. You know?

On that note, Christine recently published two PR booklets
(one for CPAs through the AICPA and one for our firm) to
help busy professionals navigate the new media landscape.
Link to her on LinkedIn or be a friend on Facebook and she’ll
freely share her thoughts about how communications and life
intersect to build valuable relationships.

A few years ago, Christine also wrote a children’s book that has

become a national platform for her to talk about the value of
patience in early childhood development and parenting. She

let Us Khow...
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speaks and writes about patience for parenting and childcare
groups through her site, PatientParents.com. A mother of two
beautiful girls with her band director husband of 15 years,
Andy, Christine is never short of material. She leaves her
computer, occasionally, to meditate in her vegetable garden,
take her girls to the library and keep her northern Minnesota
home in order.

Christine and her husband, Andy, chaperoned
prom _for Milaca High School.

Christine and her daughters, Natalie, 8, and Nicole, 5,
posed for Andy at Itasca State Park.



