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Message from the Chair
Praxity’s purpose is ‘To enable 
business globally for the benefit 
of our Member Firms and their 
clients by assisting our Member 
Firms in finding the best solutions 
for achieving their clients’ goals 
through seamless collaboration 
within Praxity’s global alliance of 
independent firms’. I know that is a 
mouthful, but Praxity really exists 
to enable business globally and we 
should build everything we do 
around that. 

This works best when our strong 
membership focuses on building 
relationships and trust among each 
other and serving each other’s clients 
as if they were their own, regardless 
of the size of the assignment. There 
are many ways to do this, including 
networking at the Global Conference, 
the Global Tax Conference and the 
North American Tax conference, but 
I encourage all of us to establish 
relationships with internationally 
active partners that cannot attend 
one of these conferences. 

In general, I think our core strategy 
will be built on three things. First, to 
maintain a best in class membership 
with global coverage and world class 
client service. Second, to support and 
enable cross-border and cross-firm 
work for the benefit of our Member 
Firms and their clients as they 
develop internationally. And third, to 
promote collaboration, community 
and networking between Member 
Firms in the spirit of co-opetition.

The board will revisit and document 
our strategy for Praxity in a very 
clear and concise way. We can then 
develop tactics to make sure we are 
advancing those strategies.  

I believe Praxity will continue to grow 
by recruiting firms in areas we believe 
need improved coverage, helping our 
existing firms get even better, and 
focusing on using our unique value 
proposition to land more new clients 
for our Member Firms.   

I think we need to build on the 
Praxity rebrand and new website - 
two important initiatives - and learn 
how to tell the ‘Praxity Story’ even 
better when we are serving clients 
or tendering for new work. We will 
evaluate how the Praxity home office 
might be even better equipped to help 
our Member Firms in their efforts to 
grow profitably. You can read about 
the impact of the rebrand and new 
website on page 10.

Diversity can mean many things: 
race and ethnicity, religion, gender, 
and sexual orientation. We want to 
be diverse in these areas and others 
with the primary purpose to provide 
diversity of thought and culture. At 
Plante Moran we have worked toward 
greater diversity (and inclusion) not 
only because it is the right thing to do 
but also because there is a business 
case to do so.  

We know that our firms will need to 
have staff members that are more 
reflective of society and especially 
more reflective of our clients. We 
believe that firms that do not address 
diversity and inclusion will be at 
a significant disadvantage in the 
future. Read more about the value 
of diversity in accounting on pages 
12–13.

It’s critically important to recognize 
that mental health is a huge issue 
in society and likely to affect staff 

members in our firms. As somebody 
who has had a family member with 
mental health issues, I understand 
that this can place a serious strain on 
a staff member.  

It is my hope that over time there 
will be no differentiation in people’s 
minds between a physical illness and 
a mental illness. I think this is a firm 
by firm issue, but I believe Praxity can 
help as we interact with each other 
and share best practices. Discover 
how Garbutt and Elliott have tackled 
this issue on pages 8–9.

At the Global Conference in Athens, 
I’m looking forward to seeing and 
networking with all the friends I have 
made at the firms over the years, 
while making new friends. We have 
really put the agenda together with 
an eye towards helping each of our 
Member Firms invest in the future 
and get stronger. 

Warm regards, 

Gordon Krater

We’d like to thank all those who made this edition possible: 
Jeff Antaya, Greg Cole, Hannah Dawson, Jennifer Farrington, 
Græme Gordon, Regan Hall, Helen Jennings, Gordon Krater, 
Ian Lavis, Emma Levick, Chloe Owens, Deborah Poulter, Holly 
Searle, Matt Snow, Tifphani White-King, Sarah Willington.
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IAB World Survey Results

12th 
year of consecutive growth

Service line stars
The biggest growth in revenues 
for Praxity participants was in 
Accountancy services, up more than 
21% to over US$700 million.

While the IAB summary report 
alluded to yet another year of soul 
searching within the Audit profession, 
this service line remains the main 
revenue stream for the Praxity 
Alliance, increasing by 12.5% in 
2018. Audit now accounts for 40% of 
total fee income within the Alliance 
(compared to 9.5% of revenue for the 
top 5-10 networks).

The second largest revenue stream 
was tax services, which accounted 
for 24.7% of total fee income (3.3% 
more than the revenue reported by 
the top 5-10 networks).

Gordon Krater says:

“We are very pleased with Praxity’s growth and the incredible success of our member 
firms as they team up to serve clients’ global needs.

“Investment in networking and communication tools and launching new technology 
solutions to facilitate global knowledge sharing – combined with a clear new 

branding and Praxity purpose – will continue to cement our position as the world’s 
largest and best alliance of independent accounting and consulting firms.”

Regional revenue
Praxity maintained its No.1 
Association ranking status worldwide 
and in four regions – North America, 
Europe, Africa and Asia Pacific.

Overall, total revenue growth listed by 
the IAB report for associations within 
Latin America was just 1%. Most 
member firms attributed any increase 
in fee income to organic growth 
and the addition of profitable firms. 
“The 5 % real term fee decline for 
Praxity in Latin America was relatively 
moderate compared to those we 
regard as our closest counterparts 
in the region,” adds Græme. In fact, 
Mazars, Praxity’s largest member 
firm in Latin America, only reported 
a 2% fall in revenue, compared to the 
two top ranked network firms PwC 
and EY, which both fell 16% and 17% 
respectively. 

Please visit:  
www.praxity.com/portal/praxity-resource/ 
to download the full IAB World Survey results 
table for 2018

PRAXITY PERFORMANCE

For the first year, Praxity 
Participants in the US and 
Canada exceeded US$3 billion, a 
year-on-year rise of 11.4%.

Revenues from Europe also 
achieved double-digit growth to 
12.5% compared to 7.7% in 2017.

Asia Pacific continued to grow 
consistently, with over 17% 
increase to US$828 million. 

There was growth in the Africa 
region, up more than 9% to 
US$99 million.

In Latin America, Praxity ranked 
4th for fee data. “Despite 
the economic and political 
uncertainty that continues to 
plague the region, much of this 
drop can be attributed to the 
inflation of local currencies,” 
explains Praxity CEO Græme 
Gordon.Praxity won the IAB Association of the Year 

award 2019, for the fouth time in six years.

representing a year-
on-year increase of

12.21%
in real terms

This is the twelve consecutive year of growth 
reported by Praxity, which in 2018 unveiled its 
new brand

‘Empowering 
Business Globally’.

and

13%
at constant exchange 
rates

Full year results 2018

US$5.83 billion
Combined global revenue

Praxity retains 

No.1 
IAB Association ranking

US$ 2018

% increase US$ 2017 vs 2018

% increase

Others, 
268 million

Audit & 
Assurance, 
2,353 million

Accountancy, 
709 million

Tax Services, 
1,445 million

Advisory, 
1,058 million

Audit & 
Assurance, 
12.51%

Others, 
17.04%

Accountancy, 
21.30%Tax Services, 

13.72%

Advisory, 
3.44%

By Sarah Willington on behalf of Praxity Global Alliance
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At the start of 2019, 
Praxity Global Alliance 
welcomed in a new Board 
and Governing Council. 
The appointments 
followed an extensive 
election process in 
accordance with the 
Alliance’s membership 
agreement.
From left to right, Praxity’s new 
Board comprises Gordon Krater 
(Chair), Philip Verity (Vice Chair), 
Ted Dickman, Chris Schmidt, Nick 
Hatzistergos, Hervé Hélias, Kurt 
Schweighart, and Græme Gordon. 

Matt Snow, Zhang Ke, Bindi Palmer, 
Kariem Hoosain and Luis Martinez 
join them within the Praxity 
Governing Council.

Processful or Purposeful?
For a global operation such as 
Praxity, choosing where to focus 
efforts can be challenging. A key 
governance dilemma for the board is 
getting the balance right; instituting 
better process while ensuring 
purpose is addressed in equal 
measure.

Incoming Chair, Gordon Krater, says 
his primary aim aligns perfectly 
with Praxity’s overall purpose ‘to 
assist participant firms in finding 
the best solutions for achieving their 
clients’ goals, through seamless 
collaboration within Praxity’s global 
alliance of independent firms’. “In 
keeping with that purpose, we will 
continue to attempt to find new and 
better ways to help our member 
firms work together to serve clients, 
pursue new opportunities together, 
and generally help our member firms 
grow and contribute to their clients’ 
success.”

Kurt Schweighart, Partner at 
LeitnerLeitner, believes that the 
Board must ensure that the Praxity 
Alliance continues to develop in a 
way that best serves the interests of 
the member firms. “We have to keep 
in mind that we aren’t just focused 
on large multinational businesses, 
but also serving the interests of local 
clients that think internationally. We 
have a perfect set up to serve these 
entrepreneurial clients by providing 
our local expertise combined with 
international backup.”

Pulling in the same direction
All the Board members agree that 
client service is the overarching 
priority. This is accomplished 
by harnessing the diversity of 
experience and perspectives, which 
the new board has in abundance. 
Each has held leadership posts 
for extensive durations in their 
respective firms, so bring plenty of 
insight to the table.

“One thing that really sets Praxity 
Participant firms apart from our 
competitors is how much interaction 
we have with our clients,” says Chris 
Schmidt, CEO of Moss Adams. 
“Through collaboration we are able 
to be in step with clients and this 
enables us to really understand what 

matters to their business and how 
the Alliance can fill those needs in 
the future.”

Praxity’s newly appointed Board 
member Hervé Hélias, Managing 
Partner at Mazars France, says “I 
am very pleased to join the Praxity 
management board. Mazars was one 
of the founding partners of this great 
Alliance and over the years we have 
developed a lot of trust and respect 
amongst our members. Phil Verity, 
Hilton Saven and more recently 
Ton Tuinier have shown Mazars’ 
commitment to the Alliance in the 
recent years and I am now pleased 
to continue, with Phil Verity, to join 
the Board. The recent decision to 
create the alliance between Mazars 
and some of the North American 
Praxity firms (Mazars North America 
Alliance) should be seen as a way to 
strengthen the Praxity Alliance model 
for all its members.”

Quality versus quantity
Referencing the new Praxity brand 
‘Empowering Business Globally’, 
Nick Hatzistergos believes it is a 
good reflection of the firms’ shared 
commitment and common service 
values. “One of the most common 
challenges our clients experience 
is understanding and managing the 
complexities of different tax regimes 
and regulations across different 
regions.

“Praxity’s global scale helps these 
clients by putting them in touch with 
the right person to support them 
with the global insights they need to 
navigate these complex legal and 
regulatory requirements. One of 
our duties as the Board is to ensure 
that we have quality members in 
key jurisdictions to form these 
multidisciplinary teams.”

The big question is, does Praxity 
need more firms to serve this 
growing client base? Praxity CEO 
Græme Gordon shares the same 
view as Chair Gordon Krater – quality 
always trumps numbers. “Clients 
won’t suffer if growth is less than 
expected. However, if quality drops, 
everyone loses,” says Græme.

Gordon Krater, who previously served 
on the Praxity Board as Vice-Chair, 

agrees. “We will continue to admit 
only the highest quality firms and 
I envision that we will strategically 
add firms to Praxity in key markets 
to support our philosophy of multi-
representation. We are committed 
to having firms that bring something 
different to a market—it could be 
size of clients they serve, a niche 
specialty, strength in a service line, 
etc.”

A state of independence
Many Praxity member firms have 
served clients for decades. Being 
able to leverage a blend of talents 
and bring a fresh pair of independent 
eyes to a project can often lead 
to a more impartial and objective 
solution, particularly on cross-
border assignments when there are 
multiple tax, audit, governance and 
structuring considerations.

“Having this independence allows 
a participant firm to select the right 
person in the right firm to serve a 
client’s particular need,” says Gordon. 
“That is a significant differentiator 
compared to other alliances or 
networks and is clearly a more client-
centric approach.”

“Because of how the Alliance is 
structured, we have attracted some 
of the largest and most successful 
firms in the world,” Gordon continues. 
“The reason for many is they can 
maintain their independence and 
enjoy success using their incredibly 
strong local, regional, national or 
international brands while having an 
outstanding solution to seamlessly 
serve clients’ global needs.”

From the workforce perspective, 
exposure to interesting or 
challenging work and having 
the opportunity to undertake 
international secondments in a 
different firm is equally valuable, 
adds Nick Hatzistergos. “Praxity 
firms can take part in international 
exchanges, regardless of size 
or geography. These learning 
experiences provide different 
insights, address resourcing 
challenges and give employees the 
chance to fulfil their professional 
development ambitions.”

Praxity leaders 
take their seats at 
the top table

Board member
Governing Council member

By Sarah Willington on behalf of Praxity Global Alliance
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When it comes to 
mental health – why, 
as an employer, should 
you care? 
The answer is binary and simple. 
One, because you should – people 
matter – it’s as simple as that. The 
human side of caring should come 
above all else. But also, two, because 
business is business and caring 
for your employees makes good 
business sense.

Mental health and wellbeing at work 
is about supporting people and 
providing a safe environment when 
they need it so they feel understood 
and valued. It is also about raising 
awareness to help all employees 
maintain good mental health and 
stay mentally strong. By creating a 
culture where people are encouraged 
to talk about their mental health and 
where both employee and employer 
seek solutions when needed, you 
create a more productive, happy and 
successful working environment. 

Culture of fear
Research by the mental health 
awareness charity Mind confirms 
that a culture of fear and silence 
around mental health has a huge 
impact on employers and is costly 
beyond just finances, negatively 
affecting both staff productivity and 
rates of employee turnover. 

When Mind surveyed UK employees 
about how workplace stress had 
affected them, over 20% admitted 
to calling-in sick to avoid work, 
whilst 14% said they had actually 
resigned as a result of workplace 
stress. A further 40% had considered 
resigning. Additionally, some sources 

reveal that an incredible 70 million 
UK work days are lost each year due 
to mental health issues. London’s 
City Mental Health Alliance suggests 
that mental ill-health costs UK 
employers an estimated £26bn a 
year.

HR consultancy AdviserPlus’ records 
of more than a quarter of a million 
employees show that, since 2013, 
33.9% of absence days in the 
financial services sector have been 
due to mental ill-health – some of 
the highest industry rates in the UK.

Furthermore, research from CABA, 
a charity that supports chartered 
accountants’ wellbeing, shows 
that 32% of employees within the 
sector would not tell anyone at 
work if they felt they were suffering 
from stress, anxiety or depression. 
CABA’s suggestion for tackling the 
taboo subject was simple –having 
the confidence to discuss mental 
health openly, along with the signs 
or symptoms around it, within the 
working environment. The idea is 
that by familiarising all staff with the 
topic they will be more aware and 
more able to assess, recognise and 
offer or seek support and advice. 

Getting mindful about 
mental health
At Garbutt + Elliott we have taken 
strong measures to ensure that we 
are able to provide our staff with 
the support that they need and that, 
in turn, they feel that they can talk 
to colleagues and managers about 
issues they may have. We take 
the matter of mental health very 
seriously and over the last three 
years have constantly strived to 
improve our culture around mental 
health. 

These interventions included: 

increasing our communications 
about mental health in the 
workplace, including our quarterly 
newsletter and awareness-raising 
emails, providing information to raise 
employee awareness of the range 
and breadth of services available 
to support their mental health and 
wellbeing

training and introductory sessions 
for our staff on mental health self-
awareness

training for manager level upwards 
on how to support staff mental 
health positively and recognise 
problems as they arise

HR attending the annual Mindful 
Employer conference and regular 
Mindful Employer networking events 
to keep up to date with changes and 
developments in the understanding 
of mental health issues within the 
workplace

PR activity promoting our Mindful 
Employer work, to help other 
businesses understand the changes 
they can make and the importance of 
doing so

developing a Mental Health and 
Wellbeing policy

signing up to the Mindful Employer 
Charter and pledging to work 
towards putting Mindful Employer 
principles into daily practice

A second series of interviews 
demonstrated the reassuring 
results of these interventions 
– it was clear that the changes 
we had initiated over nine 
months had strong and 
positive impact:

staff perceptions of our culture 
around mental health at work 
improved across the board

all levels of employees recognised 
the positive change 

overall, there was a positive shift 
towards making mental health and 
wellbeing an ‘acceptable’ topic for 
conversation

a high level of respondents said 
that they would feel supported by 
line management if they disclosed a 
mental health issue

‘It’s okay to not be okay’
At Garbutt + Elliott we are mindful 
of the prevailing phenomenon 
of presenteeism in the financial 
industry, where people do not stop 
working even when they are ill. We 
continue to position ourselves as a 
company where staff can approach 

more senior colleagues with their 
mental health issues rather than 
pretend to be well. We welcome 
rather than silence the conversation 
and regularly remind our people ‘it’s 
okay to not be okay’. Presenteeism 
can cost an individual greatly and, in 
business terms, long-term sick leave 
will cost a company far more than 
shorter-term absenteeism. Ultimately 
it is possible to lose a valuable 
employee simply because there 
was no room for dialogue on mental 
health issues. 

Pressure is a pressing 
challenge
As we grow increasingly more 
connected through technology 
and social media, it becomes 
increasingly difficult to separate work 
from our personal lives. At Garbutt 
+ Elliott, we work hard to ensure all 
our employees have a healthy work/
life balance. We do not encourage a 
highly-pressured environment where 
employees feel the need to stay 
late, thus compromising their lives 
outside of work. In fact, we actively 
encourage all staff at all levels to 
work within their expected hours, and 
have a strong flexible working culture 
to enable well-balanced family lives.

With reports suggesting that 
offering wellbeing support can 
increase employee engagement 
and productivity by 23%, we hope 
that by continuing our good work on 
creating a collaborative, supportive 
and communicative working 
environment, we are providing the 
building blocks to a mentally well-
balanced life. 

Garbutt + Elliott 
keeps mental wellbeing front of mind
By Chloe Owens, HR Manager, Garbutt + Elliott
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Tifphani is the US National Tax Practice Leader for Mazars USA, 
creating a shared vision, setting strategic direction, and driving 
marketplace growth for Tax. She has nearly twenty years of 
international tax experience, providing operational, strategic, 
and marketplace direction for emerging, midmarket, and large 
multinational companies. 

An unconventional start… My 
undergraduate degrees are in Dance, 
Philosophy and Economics. I thought 
I would graduate university and 
travel the world’s theatres. However, I 
quickly learned that I could not make 
enough money to support myself 
with dance alone, so I went on to law 
school. Fast forward a few years and 
now I travel the world consulting in 
tax. 

Changes and challenges… Talent 
and technology are top of mind for 
accounting firms today. They are 
no longer just recruiting traditional 
accounting and finance majors. You 
can major in theatre, engineering, 
architecture or journalism and 
have a rewarding and successful 
career in this field. It’s not just about 
human capital either; we have all 
made significant investments in 
automation, bots, AI and beyond to 
deliver our services.

As the first black female partner 
at a Big 4 firm… I had a great 
sense of accomplishment. But 
the achievement was bittersweet 
because we still have a long way to 
go to acknowledge, celebrate, and 
accept the benefits of diversity and 
inclusion in this profession. I am 
thankful to be part of a firm where 
our CEO, Victor Wahba, recently 
signed the pledge for the CEO Action 
for Diversity and Inclusion.

Diversity and inclusion… I like the 
way our Mazars Talent team describe 
the difference between diversity and 
inclusion: diversity is getting an invite 
to the dance, and inclusion is being 
asked to dance once there. If we all 
just took the time to acknowledge, 
celebrate and accept differences in 
the room then the world could be 

Five minutes with... Tifphani White-King

even greater than it is today. Just ask 
someone new to dance; you never 
know how they may enrich your day, 
week, business, life, or world!

A cautionary tale… There was a pitch 
a few years back for a Fortune 100 
company. A Big 4 firm was elated to 
participate in this RFP and assembled 
what it thought was the right team - 
five seasoned white male partners. 
The team was greeted by the 
prospect’s team which was diverse in 
culture, gender and generation, and 
led by a woman of colour. 

Before the teams could even 
exchange pleasantries, she said, 
“This can’t be your ‘A’ team. Please 
rethink your team composition for 
this pitch.” So, the team assembled 
a new group of diverse professionals 
with the requisite experience in the 
prospect’s industry. They went back 
for a second meeting and won the 
RFP. For me, this story illustrates how 
diversity can impact business and 
bottom line in our profession.

The Praxity difference…
Collaboration, collaboration, 
collaboration! All the Praxity firms 
have our own unique identities and 
company culture. We also each have 
our own specialisms within the field 
of accounting and finance. When 
our clients need a certain specialism 
then collaboration with each other is 
critical and key. This adds great value 
to our clients and prospects in the 
marketplace. You know the saying: 
Teamwork makes the dream work. In 
Praxity, we have mastered this!

Inspiring other women… I When I 
was promoted to the US National Tax 
Service Line Leader at Mazars, I was 
offered the ‘coveted corner office’ 

with spectacular views of midtown 
NYC. I was so comfortable in my 
existing office space that I said no 
thank you. After saying no, I received 
a welcome reminder that we need 
more women leaders in business, 
so when we make it, we need to 
celebrate that promotion and inspire 
the women around us so they believe 
they can become leaders too. So, I 
took that office, not for me, but to 
signal to them that yes, you can do it 
too!

Fit for purpose… To perform at 
your best, you need to be your best, 
and that starts with how you fuel, 
nourish, support and grow your 
body. Yoga keeps me focused and 
aligned with my goals. I also enjoy 
jogging. Coconut water gives me a 
good energy boost throughout the 
day, and I eat lots of plants, too. This 
profession is very demanding so we 
must keep it together in whatever way 
works best for our individual bodies.

I am reading… Every morning during 
my commute, I read something 
spiritual to inspire my day; usually it’s 
my Daily Word subscription. I also 
just finished reading The Confidence 
Code: The Science and Art of 
Self-Assurance – What Women 
Should Know.

“You know the saying: 
Teamwork makes the 
dream work. 
In Praxity, we have 
mastered this!”

It’s been more than 10 years since 
Praxity’s inception, and the world 
has changed a great deal. In an 
increasingly competitive marketplace, 
we needed to ensure Participants 
could confidently explain the benefits 
of their Praxity membership to their 
clients and prospects. We needed 
a wholesale review of the Alliance’s 
purpose and position, rather than 
a Mission or Vision Statement, to 
ensure we were fit for the future. 
Cue a new logo, a palette of fresh, 
contemporary colours, and a new 
purpose: 

“To assist our Participant 
Firms in finding the best 
solutions for achieving 
their clients’ goals, through 
seamless collaboration within 
Praxity’s global alliance of 
independent firms.”

New Brand. 
New Website. 
New Growth!

The Results.
Seo score

Old Website

59/100
New Website

77/100
Unique page views

In August 2019, the new site saw a 

75% 
increase in unique page views 
compared to August 2018 pre-launch.

Social media referrals

In August 2019, over 

5 times 
more 
people 
visited the new website from social 
media, compared to social referrals 
to the old site in August 2018.

Paper free Praxity

In keeping with our new purpose 
and to increase efficiency, Praxity 
conferences are now paperless, 
thanks to the 'Conference i/o' app. 
The app allows delegates to fully 
engage and interact electronically 
during sessions, and still obtain full 
CPE value.

Although unique views of the Praxity 
website had increased by 56% since 
previously member-only content was 
made public, analysis and feedback 
from users made it clear that neither 
the structure or design of the site was 
going to be fit to support the growing 
needs of our users, or our own 
ambitious future plans. 

Minor improvements couldn’t 
address these key issues and we 
launched a project to redesign the 
site on an entirely new platform.

While we’ve seen a significant 
increase in visits, optimisation and 
engagement since the rebrand and 
new website launched, there is still 
work to do. 

Praxity Chair, Gordon Krater, says, 
“I think we need to build on 
the Praxity rebrand and new 
website – two important 

initiatives – and learn how to 
tell the ‘Praxity Story’ even 
better when we are serving 
clients or tendering for new 
work. The board will revisit 
and document our strategy 
for Praxity in a very clear 
and concise way. We can 
then develop tactics to make 
sure we are advancing those 
strategies.”

Read more

View  the Praxity rebrand video online: 
www.praxity.com/insights/videos/
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How diversity and 
inclusion can add 
value in accounting.

Forward-thinking 
accountancy firms are 
demonstrating diversity 
and inclusion can drive 
business. 
Accountancy firms are traditionally 
not known for being the most diverse 
places on the planet to work. The 
commonly held view is a profession 
still dominated by older white men, 
especially in senior positions.

But things are changing. In 
the United States in particular, 
accounting firms are making strides 
in developing more diverse and 
inclusive working environments.

Leading examples of the growing 
trend towards diversity, and more 
importantly inclusion, are to be 
found within participant firms of 
Praxity, the world’s largest alliance of 
independent accounting firms. 

Among the frontrunners in this area 
are US-based firms Plante Moran 
and Dixon Hughes Goodman (DHG), 
both of which are making diversity 
fundamental to the way they operate.

These firms not only encourage 
diversity, they promote inclusion for 
all staff members irrespective of age, 
gender, sexual orientation, ethnicity 
or other defining characteristics, 
without the use of controversial 
quotas.

By Ian Lavis on behalf of Praxity Global Alliance

Strong business case
Plante Moran has developed a 
Diversity Council to focus on 
increasing the recruitment and 
retention of diverse staff as well as 
encouraging “diversity of thought”. 
The Council was recently rebranded 
to develop a more enterprise-wide 
approach to inclusion. 

Plante Moran has also developed an 
affinity network of Staff Resource 
Groups (SRGs). These SRGs are 
grass-roots efforts to create 
safe environments for staff to be 
vulnerable and talk about what they 
are experiencing. SRG membership 
is open to all staff that support the 
group(s) mission and vision, even if 
the member does not self-identify 
with the group.

Similarly, DHG’s Inclusion and 
Diversity (I&D) council has developed 
a three-year inclusion and diversity 
strategy, which includes actively 
supporting multiple common 
interest groups, including a group 
for military veterans. The firm runs 
regular campaigns and produces 
blog posts, podcasts and an annual 
I&D Magazine to help engage staff 
members and celebrate diversity. 
They believe inclusion and diversity 
is “critical” to their mission of 
building valuable careers with their 
people and helping clients achieve 
their goals.

Regan Hall, Plante Moran’s first ever 
Diversity and Inclusion Leader, says: 
“Besides it being the right thing to 
do, there is a strong business case 
for diversity and inclusion.” 

She points to research by prominent 
US sociologist Cedric Herring 
which suggests a 1% increase in 
diversity can lead to as much as a 
9% increase in performance. In a 
paper published in the American 
Sociological Review in 2009, Herring 
found:

•  Racial and gender diversity are 
each associated with increased 
sales revenue, more customers, 
greater market share, and greater 
relative profits

•  Racial diversity is also associated 
with greater market share

The sociologist argued “diversity is 
related to business success because it 
allows companies to ‘think outside the 
box’ by bringing previously excluded 
groups inside the box”.

Plante Moran demonstrated this idea 
when its Chicago team bid on a large 
project for a Beijing-based company 
doing business in the United States. 
The firm realised its staff in China could 
provide valuable input, not just in helping 
their Chicago colleagues understand 
Chinese culture and customs, but also 
by helping prepare the proposal in 
Mandarin. It worked and they won the 
contract.

Leaving your comfort 
zone
The challenge facing these firms 
is how to adapt to changing 
populations and trends without 
alienating existing employees, 
especially older partners who may 
be unfamiliar with more diverse 
working environments.

It’s not easy, Regan admits, adding: 
“When we are talking about this, 
we start by saying ‘we have to be 
comfortable with discomfort’ which 
means we have to be OK with being 
taken out of our comfort zones.”

Commenting on traditional 
stereotypes of accounting firms run 
almost exclusively by older white 
males, she says many in this group 
“exist in their own experiences”, 
adding: “It’s difficult to stop and 
recognize that ‘I need to think from 
a different perspective than I am 
used to’, but there is a need to have 
conversations with more diverse 
groups. The whole point of being 
inclusive is everyone is along on the 
journey. We have to include older 
white males too.”

“
How to make it happen

Feeling included

In its diversity report on practices in 
the UK, the ICAEW says firms lagging 
behind need to focus on:
•  Structural and cultural barriers to 

career progression for minority 
groups

•  Clearly articulating what diversity 
means and priorities in codes of 
practice

•  Developing comprehensive policies 
with ongoing training

•  A more collaborative approach

Smaller firms in particular can 
find it challenging making the 
transition, and those in countries 
where diversity and inclusion has 
a lower profile. The ICAEW calls 
for knowledge and expertise to be 
shared across organisations.

This is the collaborative approach 
pioneered by Praxity Global Alliance. 
By sharing best practice across the 
profession and across borders, the 
transition towards more diverse and 
inclusive accounting firms worldwide 
will be that much easier to achieve. 

As the ICAEW report concludes: “The 
grand challenge for the profession is 
generating a co-ordinated response 
to tackling the vestiges of social 
privilege and of discrimination that 
still reside within understandings of 
professional identity.”

It may take a while to achieve 
globally but the social and economic 
benefits of diversity and inclusion are 
worth striving for.

“

Don’t just tick a 
box – remember 
everyone has 
a different 
background, 
voice and 
mindset

Encourage everyone to contribute 
ideas, from administration 
assistants to the CEO

Make sure top 
management is 
involved with, and 
committed to, 
diversity

This way of thinking is light years 
ahead of accounting professionals 
in some countries. Indeed, the 
profession “has some way to go” to 
become more diverse and inclusive, 
according to the ICAEW.

For more information on Plante Moran and DHG’s diversity and inclusion, please visit:
www.plantemoran.com/explore-our-thinking/areas-of-focus/our-diversity
www.dhg.com/inclusion-and-diversity/

Remove barriers at the entry level 
through mentoring and role models
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Helping fight hunger
DHG scooped the ‘We AAM to Serve’ 
Community Service Commitment 
Award for “going above and beyond” 
with its corporate philanthropic 
efforts.

The award was in recognition of 
DHG’s ‘Count the Cans’ campaign, 
a firm-wide drive to donate dollars, 
canned goods and volunteer hours 
to food banks and hunger relief 
organisations across its footprint.

“We are honored to receive the 
AAM ‘We AAM to Serve’ Community 
Service Commitment Award for 
DHG’s philanthropic and corporate 
social responsibility efforts,” said Matt 
Snow, the firm’s CEO.

“Our people truly care about serving 
and giving to those in our local 
communities, and for DHG it’s more 
than just words and ideas – it’s 
about beliefs held deeply in our firm 
culture that are turned into actions 
that make a positive difference in the 
communities across our footprint.”

In 2018, DHG people donated 112,723 
pounds of food and volunteered 980 
hours within a 10-day campaign 
period. In total, the initiative has 
donated nearly 3.8 million pounds of 
food in seven years.

Unstoppable people
The importance of putting people 
first was also demonstrated by Plante 
Moran in winning the Video and 
Multimedia category with a four-
minute film called ‘Unstoppable’.

The film tells Plante Moran’s story 
through the eyes of its people and 
diverse clients. It connects the firm’s 
rich history and culture with a positive 
future outlook.

“The goal of the film was to provide 
a dynamic new way to introduce 
the firm and communicate its 
personality,” said Jeff Antaya, 
Plante Moran partner and chief 
marketing officer. “We’re thrilled the 
film is resonating with staff, clients, 
prospects, recruits, and the world at 
large.”

Daring to be different

Award-winning Praxity participant 
firms are demonstrating the power 

of marketing to drive change.

It’s not easy to stand out in a 
crowded marketplace, let alone 
achieve positive change, but four 
Praxity participant firms have been 
recognised for doing just that.

Mazars USA, BKD, Plante Moran and 
DHG won a clutch of national awards 
for outstanding marketing campaigns 
at the 2019 Marketing Achievement 
Awards in Las Vegas, Nevada.

The annual awards, organised by the 
Association for Accounting Marketing 
(AAM), recognise marketing 
excellence in anything from branding 
to philanthropy.

DHG 

Community Service 
Commitment

Mazars USA 

Events

Mazars USA

Digital Advertising 
Campaign

Plante Moran

Video & Multimedia

BKD CPAs & Advisors

Integrated Branding

BKD CPAs & Advisors

Marketing & PR 
Campaign

‘Unstoppable’ features Chris McCoy, a 
member of Plante Moran’s leadership 
team, and Mandy Chardoul, a partner 
in its wealth management practice, 
reflecting on the firm’s values and 
people. What ties the production 
together is the musical score that 
was written especially for the film and 
performed by the Detroit Symphony 
Orchestra, a Plante Moran client.

Humanizing the work 
of advisors
Innovative marketing of a different 
kind was behind two awards for BKD 
CPAs and Advisors, who won the 
Integrated Branding and Marketing & 
PR Campaign (Client Service/Survey) 
categories.

“I’m both honored and humbled for 
our team to be recognized once 
again,” said Greg Cole, BKD’s chief 
marketing officer. “These awards 
are truly a testament to the hard 
work and dedication of those in 
our department who continually 
push themselves beyond traditional 
ideas to innovate new and creative 
methods for engaging with our clients 
and prospects.”

The Integrated Branding award was in 
recognition of the firm’s introduction 
of a female brand persona, Kate, 
in 2018. Joining BKD’s initial brand 
persona, Ben the Trusted Advisor, 
Kate helps embody the firm’s focus 
on diversity and appeals to a younger, 
tech-savvy audience. Together, 
Ben and Kate help distinguish and 
humanize the work performed by 
BKD’s trusted advisors.

The firm also won a MAA for its 
Transactional Client Experience 
Survey. In 2017, BKD launched an 
ongoing customer experience (CX) 
program to give clients a stronger 
voice and gain new insights. 
The engagement-based BKD 
Transactional Client Experience 
Survey, launched as part of the CX 
program in June 2018, was designed 
to poll clients across a broad range of 
industries and services on a quarterly 
basis. The results allowed BKD to 
continue improving, enhancing and 
maintaining client satisfaction.

 Praxity participant firms won awards for:

By Ian Lavis on behalf of Praxity Global Alliance
Nurturing and networking
Enhancing technology to engage 
clients also helped Mazars USA 
to two awards – in the categories 
of Digital Advertising and Events 
(budget between $10,000 - $24,999).

“The firm recently completed an 
overhaul of our advertising and 
events strategies, and we are 
extremely proud of our work on 
both of these projects,” said Jennifer 
Farrington, chief marketing officer 
at Mazars USA. “We shifted our 
advertising to a complete digital 
strategy, placing high-volume 
social media campaigns across 
our LinkedIn, Facebook and Twitter 
accounts, and nurturing lead 
generation by driving users to our 
website.”

Jennifer continued, “Our now award-
winning Consumer Products event in 
New York City is an industry headliner 
that brings together over 120 apparel, 
accessory and other consumer goods 
senior executives. 2018’s occurrence 
earned rave reviews for not only its 
format, but the overall quality of the 
venue, networking and speakers.”

The AAM award-winners were 
announced at the AAM’s ENGAGE 
2019 Summit at the Tropicana Hotel 
in Las Vegas. The four-day summit 
brought together the profession’s 
leading minds to benefit from:

•  Innovative guidance to help 
marketing professionals do their job 
more effectively

•  Fresh ideas to take marketing 
projects to the next level

•  Tips on how to embrace change

•  Conversations with fellow AAM 
members and accounting peers

Accounting marketing and business 
development professionals, as well 
as partners and firm administrators 
attend the Summit annually to 
connect with colleagues and learn 
new strategies to enhance their firm's 
marketing and promotion efforts.



By Sarah Willington on behalf of Praxity Global Alliance
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Going for greatness
Praxity member firms and people 
within them have steadfastly 
committed to client centricity, but, 
as BKD managing partner Jack 
Thurman will testify, reaching 
excellence takes sustained effort. 
Jack’s two-decade dedication to client 
service is strengthened by one of his 
favourite mantras: 

“Grateful for everything, 
entitled to nothing.”

“When you’re grateful for 
everything, you want to give 
back to those who gave to 
you, and be the best person,” 
Jack says.

BKD makes up one of Praxity’s Little 
Big Four firms in the US that has 
taken client centricity to heart. The 
group also comprises Plante Moran, 
DHG and Moss Adams. Each has 
achieved great success, greased by 
the wheel of great client service, with 
numerous accolades and awards 
to exemplify their respective efforts. 
Yet, their ability to work together, 
share expertise and collaborate on 

Perfecting in practice
Customer centricity is not about 
benchmarking or measuring 
customer satisfaction. Instead, 
it’s about day-to-day behaviours, 
practices of staff and management, 
and leveraging the experiences of 
others.

Asking for assistance can sometimes 
be lost in a big world of fee-focused 
activities. Again, this is where Praxity 
member firms shine, engaging with 
global colleagues to share ideas, look 
beyond quick solutions and innovate.

“As the world becomes smaller and 
clients transact more regularly 
overseas, being able to reach out to 
trusted colleagues overseas is very 
valuable for our clients,” says Lindsay. 

“Previously seen as the Big 
4 domain, Praxity member 
firms can seamlessly 
provide services pretty 
much anywhere in the world 
now.”
Steve believes that one of the largest 
barriers to client service success 
in the accountancy profession is 
not technical mistakes but failing 
to communicate value. It can lead 
to neutrality rather than outright 
dissatisfaction. “Clients can up sticks 
and leave your service without you 
even knowing there was an issue 
brewing,” cautions Steve.

He expands: “Value is communicated 
through responsiveness, 
demonstrating a deep understanding 

Mastering client centricity
Client service underpins the value of most global organisations. Some leaders, past and 
present, have made it their life’s mission to make client centricity their company’s hallmark. 
However, research by the CMO Council  suggests that most organisations are yet to master it.
For accountancy firms, it extends way beyond talking a good talk. The holy grail of customer-
centric strategy is to anticipate what consumers need before they realise they need it, and 
deliver a consistent, authentic experience across each and every touchpoint. We’re talking 
relationship capital.

assignments for the greater good of 
client service is probably the most 
authentic example of excellence.

Championing the customer and 
delivering a joined-up journey is part 
of the Praxity point of difference, 
emphasises Steve Amigone, Chair of 
Praxity’s Global Tax & Fiscal Group. 
Suggesting that client centricity is 
more about connecting, collaborating 
and engendering trust, Steve says: 

“DHG’s clients perceive value 
when we take the time to 
ask them about their unique 
business, listen to what 
they tell us, and then tailor 
solutions that address their 
needs and support them 
in achieving their goals. 
While this is a formula for 
success now, we have to 
be prepared and flex and 
change as new generations 
take over the helm of many 
client businesses.”

Digital client portals are standard 
practice and as costs go higher, 
the risk of value disconnect 
increases. William Buck’s approach 
is to address client complacency by 
actively delivering multiple services 
seamlessly. For private clients 
this involves integrating business 
advisory, fund management and 
wealth advisory services together. 
For business compliance, providing 
the full gambit of disciplines via 
the firm’s virtual CFO covers every 
facet of operational, tax and strategy 
management.

Lindsay Holloway, Managing Director 
of William Buck Australia (Victoria), 
summarises: 

“Clients want us to bring 
networks to the table. 
They want knowledge they 
can’t get from every other 
accountant. They want 
quick turnaround as they 
have less time to wait now. 
They want a Partner in 
Business.”

of each client’s business and industry, 
and proactively communicating and 
putting forward solutions to help your 
client be more successful. Equally, 
it’s recognizing that you might not 
personally have the solution to a 
specific challenge, and connecting 
them with other resources inside (and 
even outside) your firm if it means 
they will get the best outcome.”

“Repeat compliance assignments 
can create a sense of ambivalence 
among accountants and an 
assumption that clients are satisfied 
and will return year-on-year,” warns 
Lindsay. “Surveys show a sense of 
unimportance as the most common 
reason clients are dissatisfied with 
their advisors.”

“Every challenge is a chance 
to prove value and remain 
dedicated to building and 
fostering relationships with 
clients,” adds Jack Thurman, 
managing partner at BKD.

A mission to move past 
mediocre
Businesses today are transforming, 
many on a global scale. As such, 
there will always be perceived 
fractures in client service. 

Sharing his tips for enduring client 
relationships, Steve Amigone says: 

“Recognize that you are 
just one part of the client 
journey. Each client journey 

is shaped by numerous 
factors, some that you 
control and some you 
simply cannot. Make an 
effort to understand where 
the work you are doing, 
and the role you play in 
the client relationship, 
connects with other roles 
and functions in your 
firm AND the client’s 
organization. Help other 
roles and functions in your 
firm understand how they 
connect to the client. The 
better these connections 
are understood, the more 
effective the firm can be in 
delivering unexpected value 
to the client.”
This depth of emotional commitment 
can never be achieved through brand 
advertising: it is the outcome of a 
deep commitment to delivering the 
best possible experience – doing 
what’s right for your customer, 
always. As each of the contributors 
to this article will testify, true client 
centricity is instinctive and authentic. 
The real value comes when you 
connect with customers and 
engender trust on a human level.

By Sarah Willington on behalf of Praxity Global Alliance



Global Conference 2020

New Orleans
18 – 21 October

Overview
On October 18-21, Praxity hosts its annual conference for senior managing 

partners in the mesmerising Mississippi city of New Orleans – and we would 
love you to join us.

The conference unites partners from over 100 different countries to share 
innovative ideas and create lasting connections that can transform firms into 

international powerhouses.

At Praxity’s annual reunion, good company in a secure environment is guar-
anteed. You can forge and nurture powerful alliances with fellow partners in 

private meetings, relaxed social events, and roundtable discussions.

Location
New Orleans, affectionately known as ‘The Big Easy’, is a fiery fusion of 

French, African and American culture, famed for unforgettable cooking, juicy 
jazz, and the renowned Mardi Gras carnival – a raucous riot of colour, capers 
and costumes. Drink in the vibrant architecture, lose yourself in the historic 

French Quarter, or – if you’re feeling brave – sign up for a ghost tour!


