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Agenda

> The rapidly shifting marketplace
> Meet the high growth firms

> What works today?
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Our research




About the 2021 High Growth Study

> Sixth consecutive yearly edition

> Nearly 1,300 professional services firms participated
> $270 billion combined value

> Almost 1 million employees

> Download the Executive Summary for free at

www.hingemarketing.com/highgrowth
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The Rapidly
Shifting
Marketplace




Buyers are less likely to ask for a referral
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uiﬂ Source: Inside the Buyer's Brain, Third Edition: Accounting & Financial Serviced Edition
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Clients are less loyal to their current firms

CLIENT LOYALTY

-14%

ulﬂ Source: Inside the Buyer's Brain, Third Edition: Accounting & Financial Serviced Edition
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Buyers are looking online for insight and help

ONLINE SEARCHES

i Source: Inside the Buyer's Brain, Second Edition
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' What's going on?

Clients are using technology to find
a “perfect fit" solution with the
right expertise and focus.
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Meet the High
Growth Firms




High growth firms are growing nearly 3X faster

Median Growth Rate by Growth Category
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High growth firms are also much more likely to be
highly profitable

Profitability Based on Growth
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What Works
Today




What works today:
The rise of relevancy



Relevancy of professional services is surging

How important are the services your firm provides
to addressing client challenges? (0-10)

40%
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0%
2013 2018 2020

Very important (9 or 10)

E'ﬂ Source: Inside the Buyer's Brain, Third Edition
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Relevancy impacts both willingness to recommend and
client loyalty

Relevancy Impacts Willingness to

Recommend Relevancy Impacts Loyalty
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. Source: Inside the Buyer's Brain: Accounting & Financial Services Edition
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' The challenge

How do you remain relevant in an
unpredictable marketplace?

H



Firms that conduct frequent research grow faster

Firms That Conduct Research on Their Of Firms That Conduct Research,
Target Audience Proportion That Do It at Least Quarterly

60% 60%
so% so%
40% 40%
30% 30%
20% 20%
10% 10%
0% ? 0%

High Growth No Growth High Growth No Growth

A&FS Firms A&FS Firms A&FS Firms A&FS Firms

. Source: Inside the Buyer's Brain, Third Edition: Accounting & Financial Serviced Edition
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Traditional vs. digital approaches

Traditional Virtual/Digital
Always face-to-face Little/no face-to-face
Local Regional/Global
More services to more markets Specialized/niche focus
All services are customized Productized packages
Hourly billing Value pricing
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What works today:
Using research as content



' Another dimension of research

Original research is the most powerful
thought leadership content

Source: Orbit Media’s “Thought Leadership and SEO"
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The secret is getting out!

Number of firms who publish original research as content

25%
21.5%
20%
o 14.9%
: 13.0%
10%
2017 B 2019

Source: 2020 High Growth Study
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' Ways research is used as content

*» Native Video = LinkedIn Pulse

* Tweets * LinkedIn Posts
Creative Ad Copy *
Headlines = D|g|ta| Eﬁ;gg;- * Benchmarks
Ads e = Reserved Analysis
Whiteboard Videos = B * Validation Points
Video Blogs *
Video Courses » * Analysis and Interpretation
» Supporting Stories and Case Examples
e Research 7 oUPPOTHNg g
ebinar Snippets *
On-Demand Webinars ® StUdy -
Live Presentations * Webinar Outreach » Social Influencers and Journalists
* Press Releases
. » Guest Blogs
Speaking Engagements * -
Printed Reports to Hand Out = Podcast
PDF * Interviews with Research Analysts
Plavbooks Downloads and SMEs
y * Conversation about Research Findings
Guides ® -
White Papers ®

i
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What works today:
Value Packaging



' Value Packaging defined

"A branded package of related services with a value
pricing component. These packages are typically offered
as fixed price projects or monthly programs.”

H



Buyers are open to non-hourly billing structures

How are services paid for?

100%

80%

60%

40%

20% W Fixed monthly fee
5 B On a per-project basis
B Hourly Rates

0% @ Other

Buyers
Source: Where Business Meets Value
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T price were no issue, what role would buyers want
their accounting firm to play?

6/.6% 40.7% 30.6% 3.4%

To provide strategic business To manage various

, , To implement and manage Other
consulting/advisory financial operations

software/technology

Source: Where Business Meets Value
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Advisory services increase monthly firm revenues
by 50% on average

Average Monthly Price Paid for Accounting Services

$2,000

$1,500

$1,000

$500
| Expected monthly price to add advisory services
$0 . B Current monthly price paid to accounting firm

Buyers who do not Buyers who currently
currently purchase purchase advisory
advisory services services

Source: Where Business Meets Value
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Areas buyers identified a need for advisory services

Areas Buyers Identified a Need for Advisory Services

Revenue Growth and Business Modeling I 64.9%

Budgeting N 46.0%

Tax Planning N 37.8%

Risk Management N 37.8%

Advanced KPI Reporting I 35.1%

Cash Flow N 32.4%

Business Valuation EEN32.4%

Financial Dashboards [ 27.0%

Pricing N 27.0%

Accounting Workflow T 16.2%

Job Costing [N 16.2%

Financial Literacy BTT16.2%

Source: Where Business Meets Value
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These service offerings have growth potential

COMMON SERVICE UNCOMMON SERVICE
Q1 Q2
H l G H VA I_u E * Financial reporting * Forensic accounting
* Advisory/consulting * Accounts payable/bill pay
* Tax prep » Data analytics

* Technology services

Q3 Q4
Bookkeeping » (Cash flow analysis

* Financial closures » Benefits administration
LOW VALUE and statements

* Lean processes
* Qutsourced/Virtual CFO
Payroll

Source: Where Business Meets Value
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What works today:
| everaging the power of automation



G

J

How do firms utilize technology and automation?

Automation Maturity Scale

O - No Automation

1- Ad Hoc

2 - Opportunistic

3 - Systematic

4 - Institutionalized

5 - Optimized

No automation is used for this process.

Most processes are performed manually. No overall automation strategy or budget.
Individual initiatives only.

Reactive to specific problems as they arise. Limited planning and budgeting. Typically done
at a department level.

Proactive approach using specific metrics and targets. Specific strategy and goals. Normally
conducted at the program level (multiple departments).

Automated processes are a way of life. Accepted and widely used throughout the firm.
Formal strategy goals and budgets.

Highest level of automation. Technology automatically adapts and optimizes to changing
business needs. Strategy is built around this technology.
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High Growth firms have more mature automation
strategies

Mature Core Business Software Automation
50%

25%

0%

High Growth No Growth
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High Growth firms use a greater level of marketing/
sales automation

Firms with High Levels of Marketing/Sales Automation
50%

25%

0%

High Growth No Growth
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Firms with higher levels of automation secure more
digital leads

Percent of Leads from Digital Sources by Level of Marketing/
Sales Automation Maturity

High level (4/5) automation

Mid level (2/3) automation

Low level (O/1) automation

0% 10% 20% 30% 40%
. Source: 2021 High Growth Study: Accounting & Financial Services Edition
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What works today:
Increasing your marketing budget



Marketing budgets increased sharply in 2020

Percent of 2020 Revenue Dedicated to Marketing
(Excluding Compensation)

12%
10%
3%

4%

Median Percentage

0%

2019 A&EFS Firms
B 2020 A&FS Firms

Source: 2021 High Growth Study: Accounting & Financial Services Edition
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High Growth firms are making bigger investments
in their marketing

Marketing Budget (% of firm revenue)

25%
20%
o 15%
o0
% _
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< 10%
0%
No Growth High Growth
A&FS Firms A&FS Firms
. Source: 2021 High Growth Study: Accounting & Financial Services Edition
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Firms who invest more in marketing are more profitable

Average Marketing Spend for Each Profitability Group
25%

125%

22.85%

15.32%

0%
Low Profit (10% or less) Average Profit (11-24%) High Profit (25% or more)

Very important (9 or 10)

E'ﬂ Source: 2021 High Growth Study: Accounting & Financial Services Edition
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What works today:
Focusing on high impact techniques



High impact marketing techniques

Top Marketing Techniques for High Growth A&FS Firms Based on Impact

Providing assessments and/or consultations
Live product/service demonstrations
Downloadable, gated content

Video blogging

Podcasts, radio, or other audio formats
Marketing video

Public relations (earned media)

Nurturing prospects through phone calls
Networking at targeted conferences/events

Case studies

Avg. Impact (0-10) minus Avg. Investment (0-10)
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High impact technigues for the time-crunched marketer

High Impact, Low Investment Marketing Techniques for High Growth
A&FS Firms

Nurturing prospects through phone calls

Providing assessments and/or consultations

Podcasts, radio, or other audio formats

Networking at targeted conferences, trade shows, and events
Marketing video

Speaking at targeted conferences or events

Publishing guest blogs on external publications

Avg. Impact (0-10) minus Avg. Investment (0-10)
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Thank you! Questions?

Connect with Hinge

e www.hingemarketing.com/blog
o www.twitter.com/HingeMarketing
o www.facebook.com/HingeMarketing

@ www.linkedin.com/companies/Hinge

hingemarketing.com | 703-391-8870

Lee Frederiksen, Ph.D.

MANAGING PARTNER

@ lfrederiksen@hingemarketing.com
@ in/leefrederiksen
o @LeeFrederiksen
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