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Section 1 — Introduction 

Informing clients and other taxpayers about ways to save tax and achieve their financial goals is a proven way to build stronger and more profitable client relationships. That’s exactly what the 2011-2012 Tax Planning Guide from PDI Global, part of the Tax & Accounting business of Thomson Reuters, is designed to do.  

But to benefit fully from this versatile marketing, business development, client communication and relationship management tool, you need to distribute the guide in a way that maximizes readership and leverage it with other activities, such as seminars and follow-up calls. To help you do this, we’ve put together this Tax Practice Marketing Guide. In it we:

· Suggest ways to use the different versions and formats the guide comes in,
· Present ideas for leveraging the free Content Store articles you’re entitled to download for ordering your tax guide by the early-bird deadline,

· Show how to integrate your tax guide with other marketing activities, 

· Sketch out sample direct marketing campaigns aimed at building your tax practice, 

· Offer e-mail and Web marketing tips, and

· Provide sample e-mails and cover letters to use for distributing your guide. 

The primary goal of the marketing activities we suggest is to increase awareness of your tax services and encourage readers to contact a professional advisor — namely you — for assistance in selecting and implementing appropriate tax planning strategies. 

We hope you find this information helpful in building your tax practice. If you have any questions about the ideas we present here or other marketing and client communication matters, please call your PDI Global Account Coordinator at 800-227-0498.

We thank you for choosing PDI Global’s tax guide and wish you much success in using it to take your tax practice to the next level — and turn more of your potential into profit.

Section 2 — Getting the most from your PDI Global tax guide

Here are some tips for maximizing the effectiveness of your tax guide in increasing awareness of your tax services, generating new business leads and building stronger — and more profitable — client relationships. 

Electronic guide

1. Post the guide on your website.

PDI offers three electronic options that enable you to post the tax guide on your site:
· WebTaxGuide. If you purchased this HTML guide, you’ve received a link to the guide in electronic format designed specifically to be read online. WebTaxGuide features content for high-net-worth individuals, as well as for general tax clients and business owners. WebTaxGuide is automatically updated through June 30, 2012, so visitors to your website will always see the most current tax information.
· Flex-E-guide. This HTML e-mail program (see below) has a customizable, attractively designed template that links visitors to WebTaxGuide. Flex-E-guide also features sophisticated tracking capabilities, so you’ll know who opens your e-mail and clicks on specific links. 

· PDF of the print guide. When you buy print copies of PDI Global’s tax guide, you can receive a nonpersonalized electronic version of it in a PDF file you can post on your website. It will have the same layout and look as the print guide. Personalized PDF files are also available, and you can purchase a PDF without having to buy print copies. 

Whether you post the HTML version or the PDF, you can increase your guide’s reach by putting a link to the tax guide not only on your home page, but also on your tax services, resources, and other relevant pages. 

2. Post tax guide banner ads on your and other websites.  
To draw attention to your online WebTaxGuide, you can purchase a WebTaxGuide banner ad from PDI Global that’s branded with your logo and comes in three standard Web ad sizes. You can post the ad anywhere on the Web, including your firm’s website and your Facebook page or other social media site, as well as in your electronic newsletter. You can also have it placed as a (paid) ad on the website of a local newspaper, business association or other organization, or in the e-newsletter of a nonprofit or other entity.
3. Send an e-mail about the posted guide to clients, prospects and referral sources.

To let clients and others know about the guide posted on your website, e-mail a link that recipients can click on to view the guide. You’ll find sample e-mails later in this marketing guide that you can edit as you like and use for the message that delivers the link. 

4. Use Flex-E-guide to send a high-impact HTML e-mail with links to specific guide sections.

Flex-E-guide gives you the advantage of being able to customize the HTML template that appears when a recipient opens the e-mail you’ve sent them. In addition to adding your logo, a personal message (and photo, if you like), you can customize the template to reflect your brand identity. You can also direct recipients to links on the page that will take them directly to specific chapters.
And when you purchase Flex-E-guide, you can use the distribution system — and the more than 50 templates provided with it — to send out other e-mails for your firm.
5. Follow up with a phone call or e-mail.

To leverage e-mails about your tax guide, you may want to follow up with a phone call to see if you could be of assistance or answer any questions about the subjects the guide discusses. If you use Flex-E-guide, you’ll have tracking information that shows what topics recipients have clicked on. So you’ll have an even firmer basis for making a follow-up call (or at least sending a follow-up e-mail) to ask if you can provide any further information about those or other tax topics.

6. Include a link to your tax guide in your firm’s e-mail signature lines.

By having at least your tax partners insert a brief message in their signature lines, such as “See our online tax guide for helpful tax-saving ideas” with a link to your tax guide, you can drive traffic to your website and increase awareness of your tax services. 

Print guide

1. Include your tax guide in mailings, information packets and proposals. 

PDI Global’s 2011-2012 Tax Planning Guide gives you a great way to introduce your firm to prospects or remind clients and referral sources about your tax services. As we explain in detail below, the guide is perfect for use in direct mail campaigns aimed at informing your target audience about the latest tax law changes, reminding them of various strategies they can use to reduce taxes, and suggesting that they contact you for tax planning and preparation services. 

It’s also a good idea to include copies of the print guide in welcome packets or proposals with your firm brochure and other materials, and to mail them to your referral network to show how you can be of service to your contacts and their clients. Because of its tangibility, attractive design and extensive areas for personalization, a print guide can make a strong impression that enhances your professional image. A print guide’s physicality makes it especially effective for introducing your firm to prospects and providing valuable information that recipients will tend to hold onto. Make sure you also display some tax guides in your reception area and client meeting rooms.
2. Hand out guides at client meetings and sales calls, or use them as follow-up.

Take some guides with you to give out in face-to-face meetings, or send them out afterward as a way to follow up with those who attend. The guides are a lasting reminder of your firm and the services you provide. Many readers will keep them as reference items, so these booklets will have a favorable impact long after you distribute them. 

3. Use them in conjunction with PDI Global’s Tax Seminar-in-a-Box.

This ready-to-use seminar program, which we’ll talk about more below, includes a fully scripted PowerPoint® presentation with speaker notes based on the WebTaxGuide version of our 2011-2012 Tax Planning Guide. To reinforce your presentation and provide participants with a lasting reminder of your brand, be sure to hand out a copy of our print tax guide to those who attend the seminar. And if you haven’t yet ordered your 2011-2012 Tax Seminar-in-a-Box, or need to order print guides for use with it, you can do so by calling 800-227-0498. 

4. Send out the guide as a thank-you, or as a birthday or holiday gift.

The tax guide is a great way to thank clients for their business. Include them with tax returns or financial statements, send them out as a thank-you for payment, or present them as a birthday or holiday gift. Clients and referral sources will appreciate both the gesture and the helpful information you provide.

5. Complement the guide with PDI Global’s Tax Rate Card.

To enable you to easily provide clients and contacts with information about tax rates, standard deductions and exemption amounts — and keep your name top of mind for tax services — we’ve developed the pocket-size Tax Rate Card. This handy summary of key tax information — which can be imprinted in black ink with your name, logo and contact information — gives you a cost-effective way to show that you care about helping clients minimize their taxes. Use the 2011 version through the end of the year, and start using the 2012 Tax Rate Card next January. 

You’ll find the card a versatile marketing and client communications tool that’s ideal for:

· Inserting in your tax guide or newsletter, and including in other marketing initiatives. 

· Sending out with invoices, statements or other mailings.

· Using as a business card and handing out at meetings or seminars. 

· Giving to clients and referral sources as a thank-you and to your staff for quick reference. 

· Offering on your website to capture prospects’ names.

View a PDF sample, and then use our downloadable order form or call us at 800-227-0498 to order these greatly appreciated yet very economical tax planning (and for you, marketing) tools.

6. Follow up with a phone call or e-mail.

Giving or sending out the tax guide provides the perfect excuse for following up with a phone call to see if you could be of assistance or answer any questions about the subjects discussed. A phone conversation can help you learn about the taxpayer and identify ways you might be of service. At a minimum, the call helps to strengthen your relationship and can lead to an in-person meeting or request for assistance at a later time. If there isn’t time for a phone call, you might want to at least send a follow-up e-mail asking if you could provide additional information about any of the topics covered or others that the guide might not have been able to include. 
Tax Seminar-in-a-Box
Presenting tax planning seminars is a proven way to demonstrate your expertise, build new client relationships, strengthen existing ones and increase interest in your tax services. PDI Global’s time-saving Tax Seminar-in-a-Box enables you to conduct successful tax planning seminars quickly, easily and cost-effectively. This professionally produced PowerPoint® presentation — complete with speaker notes — is based on the WebTaxGuide version of PDI Global’s 2011-2012 Tax Planning Guide. It therefore includes content for general tax clients and business owners, as well as for high-net-worth individuals. 
To get the most from Tax Seminar-in-a-Box, brand the slides with your logo, insert your contact information, and edit the slides and notes as you like for different audiences. For example, you can leave out certain slides or add content of your own to create mini-presentations focusing on specific tax planning subjects. In addition, be sure to plan your seminars carefully. Allow enough time (it’s good to start about 12 weeks out) to allow for choosing a venue, advertising the seminar, sending and e-mailing invitations, and arranging for equipment and refreshments.  
Also, make sure your presenters are well rehearsed and you have a strategy for having firm members make contact with participants during the event and to follow up afterward. As mentioned above, giving participants a copy of the print 2011-2012 Tax Planning Guide as a takeaway is a good way to keep your firm name top-of-mind and encourage contact for more information or assistance. 
Tax Law Change Updates
If a major tax law change occurs from now through June, 2012, you’ll receive an e-mail Tax Law Change Update. You can post it on your website and e-mail it (or a link to it) to clients, prospects and referral sources to inform them about the change. You can even print it out on your letterhead or template to use as a handout or include with guides you have yet to distribute. (If you’ve purchased the WebTaxGuide or Flex-E-guide, those guide pages will automatically be updated as changes occur, but it’s still a great idea to notify your contacts about the updated information.)
By immediately e-mailing these updates to your list of clients and contacts, you can quickly and easily get the word out about tax law changes — and position yourself as an advisor who’s thoroughly on top of the latest developments in tax law. They also provide another opportunity to “touch” your target audience and keep your name top of mind with clients, prospects, referral sources and the media. 
Content Store articles
As a bonus for placing your order before August 31, you’re entitled to download up to 10 articles for free from our online Content Store. You can choose articles that provide more detailed information about specific tax subjects, such as home ownership, business ownership, education and investing, or you can select articles on other topics of interest to your target audience, such as cost segregation or determining the bid price for construction projects. 
To get your articles, simply go to the home page of our website, pdiglobal.com. At the top right of the page, use the “Sign in” link to log in to the account we’ve set up for you. (Use the username and password we e-mailed to you with your order fulfillment.) On the Content Store search page that then opens, follow the instructions to look for articles on specific topics. Then select and download the articles you want. 
Our system will keep track of how many you download. You can select and download all 10 articles at once or one at a time, but you must make your bonus article selections by Dec. 31, 2012.
You can edit and byline the Content Store articles as you like and use them in a variety of ways to cultivate relationships with prospects, as well as strengthen relationships with clients and referral sources:

· E-mail the articles to contacts you think would be interested in the topics discussed. 
For example, send the article on business taxes to business owners and the article on education to people with children. To maximize impact, flow the articles through your branded e-mail template so they have a look that enhances your professional image. (You can edit E-mail #5 on page 23 and use it for a message introducing the article.)

· Post them on your website to complement your tax guide and improve search results. 
The more tax-related information you have on your website, the more you’ll be regarded as a knowledgeable tax advisor, and the more likely that your firm will show up in search engine results on topics the articles discuss.   

· Use them to add more tax-related content to your newsletter.
You can add the Content Store articles to your PDI Global newsletter by inserting them into the Flex-E-letter e-mail template or having them printed on the back page of your print newsletter. Similarly, you can incorporate them into a newsletter that your firm produces. 
· Byline and print them out on your letterhead or article template so you can:

· Mail the articles to contacts you think would be interested in the subjects covered. (You can use Letter #5 on page 24 as a cover for the article.)

· Include them with your tax guide, or with proposals for tax-related services.

· Submit them for publication in local media.

· Hand them out at conferences and client meetings.

· Use them as follow-up to conversations with clients and prospects. 

· Use the articles as content for social media posts and messages.
To drive more people to your website and encourage contact with your firm for tax services, post messages on your Facebook page and LinkedIn or Twitter profile that contain links to the articles (and tax guide) on your website, or send a message or tweet to your social media contacts to let them know about the articles. By spreading the posts and messages over a several-month period, you can keep your firm’s name top of mind and demonstrate your expertise in various tax practice areas. 
You may want to send out and/or post roughly one article per month both before and after tax season to keep your tax planning services top of mind.  (See “Sample Direct Marketing Campaign Schedule” on page 9.)
Section 3 — Marketing with PDI Global’s tax guide

Direct marketing is a proven way to increase brand awareness, strengthen existing client relationships and build new ones. To make it easy for you to use PDI Global’s tax guide for this purpose, we’ve developed a series of letters and e-mails you can modify to fit your needs, print on your letterhead or insert in your e-mail template, and send out to market your tax services. Each 
e-mail/letter focuses on a specific tax planning issue or problem, shows the benefit of addressing it, and encourages the client or prospect to contact your firm:

· E-mail/letter #1 is for sending the guide to individuals and business owners prior to calendar year end. By choosing the appropriate wording option, you can use the 
e-mail/letter for clients, prospects, and referral sources and media contacts.

· E-mail/letter #2 is for sending out the guide to client or prospect individuals during tax season. Optional language makes it suitable for use as follow-up (without the guide) to 
e-mail/letter #1 sent before year end with the guide.

· E-mail/letter #3 is for sending the guide to business owner prospects, either before year end or during tax season. It can also be sent without the guide to business prospects after tax season. 

· E-mail/letter #4 is designed to be sent out without the guide to prospects — both individuals and businesses — after tax season.
· E-mail/letter #5 is for use with the bonus Content Store articles you’re entitled to download for ordering early. When appropriate, add a personal note that relates specifically to the person you’re sending the article to, so you can build rapport and encourage readership.

The direct marketing campaign we suggest below will enable you to “automate” some of your prospecting and client relations activities. But we can’t stress enough that follow-up is essential to achieving results. By following up the e-mails/letters with a phone call or personal e-mail, you can introduce your firm, set up appointments, and learn more about the person’s service needs. At a minimum, you’ll strengthen your relationship with the contact. Keep in mind that while e-mail is OK for someone you know, a phone conversation is typically more appropriate for prospects.

Sample direct marketing campaign 

The chart below provides ideas for a communications campaign you can conduct to grow your tax practice. The shaded areas indicate the periods for carrying out the actions indicated. Note that this marketing campaign includes use of a tax newsletter, tax rate card, and tax seminars, in addition to the direct marketing letters/e-mails and tax guides. 

Sample Direct Marketing Campaign Schedule

  

      2011
         


      2012

	PRIVATE Marketing Tactic
	Aug
	Sep
	Oct
	Nov
	Dec
	Jan
	Feb
	Mar
	Apr
	May
	Jun
	Jul

	E-mail/letter #1 *
	
	
	
	
	
	
	
	

	E-mail/letter #2 *
	
	
	
	
	
	
	
	
	
	

	E-mail/letter #3 *
	
	
	

	E-mail/letter #4
	
	
	
	
	
	
	
	
	
	

	Bonus articles 
	
	
	
	
	
	
	
	
	
	
	
	

	Tax Newsletter
	
	
	
	
	
	
	
	
	
	
	
	

	Tax Seminars
	
	
	
	
	
	
	
	
	

	Tax Rate Card**
	
	


* 
E-mail/letter with the 2011-2012 Tax Planning Guide. (E-mail/letter #3 can also be used after tax season 
without the guide.) 
**
Use the 2011 Tax Rate Card through year end, and then switch to the 2012 version in January. 

As the campaign schedule shows, we recommend that in addition to the tax guide, you separately e-mail or mail out a personalized tax newsletter, such as PDI Global’s bimonthly Tax Impact, available in electronic and print formats. The reason for this recommendation is simple: Regular contact is still one of the best methods for converting prospects into clients and developing new business from existing clients.

To keep in touch on a more frequent basis, you can also e-mail or mail PDI Global’s Tax and Accounting Alerts (you get roughly 18 alerts a year) or tax articles from our online Content Store. (Be sure to take advantage of the 10 free Content Store articles you’re entitled to receive for ordering by the early-bird deadline — see page 6 for details.) If you post the alerts or articles on your website, you can simply e-mail short summaries with links to the full text. These communications will reinforce your message to clients, prospects, and contacts and cost-effectively position your firm as the go-to source for tax advisory services.

But remember: No matter how informative your tax guide or how compelling your message, it still is not enough to simply send out a guide, newsletter or tax alert and wait for business to come in. You need to proactively contact prospects, clients and referral sources to see how you can be of service or answer questions about the tax-related subjects the publication discusses. 

Remember, too, that to comply with the IRS regulations under Section 7216 of the Internal Revenue Code, you cannot send non-tax-related information to tax-return-only clients without their permission. But unless your tax guide customization includes information about your non-tax services, you won’t need consent to send out PDI Global’s tax guide. (For more on this regulation, see our whitepaper, “How Section 7216 regulations and Revenue Ruling 2010-4 may affect your marketing program.” 
Web marketing tips

Adding an online tax guide like PDI Global’s WebTaxGuide or a PDF of the print guide to your website can be a cost-effective way to provide clients and others with information about the latest tax law changes and tax planning strategies. But you can’t assume that just because you post the guide on your website it will be seen and read. If someone doesn’t visit your website and click to view your tax guide, it won’t matter that it’s there. 
Nevertheless, you can take steps to increase the likelihood that your tax guide will be viewed by visitors to your website and recipients of your e-mails. Here are some suggestions for maximizing the impact of your electronic tax guide: 
· Prominently highlight the link to your online guide on your home page — as well as other appropriate pages, such as your tax services page — and include text inviting visitors to look through your guide.

· In all communications — letters, newsletters, press releases, e-mails and marketing pieces — include an invitation to visit your website (include URL address) and view your online tax guide.

· Hand or mail out PDI Global’s Tax Rate Card personalized with the URL for your website and an invitation to view your online guide.
· Run a tax quiz on your website that encourages visitors to look up the answers in your online guide. 

For more suggestions about ways to increase traffic to your online guide, see the WebTaxGuide marketing tips on our website, pdiglobal.com. 

E-mail marketing tips

PDI Global’s e-mail Flex-E-guide enables you to send out a personalizable HTML e-mail front page to clients and contacts that has links to the various chapters of WebTaxGuide. In addition to an 
e-mail about the guide in general, you can use Flex-E-guide to periodically send out e-mails that link to a specific section of WebTaxGuide, such as investing, so you can target specific audiences. 

If you use a different e-mail program to send out links to your online guide, it’s best to have the links open directly on the guide (or the guide section you’re directing attention to) or on your home page, where ideally the link to your online guide is prominently displayed. 

Also, take care to craft a subject line that gets recipients to open your tax guide e-mail — for example, “Three things you need to know about the new tax law,” or “Will one of these triggers subject you to the AMT this year?” Here are some other things you can do to maximize the likelihood that your tax guide e-mail is opened:

Personalize the sending address. Clients and other intended readers are more likely to open an e-mail addressed personally to them from one of your partners than a generic e-mail from your firm. Recipients are also more likely to click on a link to your guide if there’s a personal message from someone they know, especially if the message (or subject line) points out some tax law or strategy a partner thinks would be of particular interest to a recipient. 
If you use Flex-E-guide, you can easily download each partner’s list separately, add the partner’s personal message on the page that appears when the e-mail opens, and send it out with an address that makes it look as if the e-mail is coming directly from the partner. Flex-E-guide also makes it easy to segregate your mailing list into groups, such as business owners or high-net-worth individuals, and send an e-mail that links directly to the section(s) of the guide that may be of special interest to them.   

Make sure you have a good, up-to-date list (and permission to e-mail). As in direct mail, the quality of your list is perhaps the single biggest determinant of a campaign’s success. E-mail addresses change more frequently than postal addresses, so you’ll need to regularly maintain your database if you want to avoid a lot of bounce-backs. 
Of course, if you don’t have e-mail addresses for everyone you want to send a tax guide to, you’ll need to get them. Just make sure you also have permission to e-mail everyone you’d like. If you 
e-mail people, such as prospects, without their permission, you’ll annoy them and possibly risk being blacklisted for sending spam. For more on e-mail best practices, see our whitepaper, “E-mail Do’s and Don’ts,” on the e-mail/online newsletter page of our website, pdiglobal.com.
Use Flex-E-guide’s tracking system to identify service opportunities. Because Flex-E-guide enables you to see which sections of the guide a recipient links to, you can determine their possible interest in specific tax services. By asking in a follow-up e-mail or phone call whether you could provide more information about a particular matter, you might learn how you could be of service — and generate additional revenue for your firm. 
Social media marketing tips

If your firm has a profile page on Facebook, LinkedIn, Twitter or similar social networking sites, include in your profile an invitation to review your online guide, as well as the address of your website where the link to your guide can be found.  Also, ask appropriate partners to put an invitation to view your guide, with the tax guide URL, in their personal profiles. 

In addition, consider the following to drive people to your online tax guide:

· On LinkedIn, include a description of your online guide, as well as the URL for it, on the Products & Services page for your firm, as well as on the main profile page.

· On Facebook, periodically post excerpts from the guide — or simply an invitation to view it — on your Wall; be sure to give the URL for your online guide with your posts about it.  

· On Twitter, ask partners to tweet about relevant tax guide topics from their own Twitter accounts, with a link to your online guide for more information on the topic involved.

· If your firm has a blog, you may want to periodically include in it an appropriate excerpt from your online tax guide, with the URL for it. 

Why you need both print and electronic guides  

Keep in mind that to maximize the marketing impact of your tax guide, you should consider using both print and electronic versions. Not everyone prefers e-mail, so open rates can be less than 50%. This means that many of your intended readers may never even see the guide and your branding or message. 
If you want to make sure your target audience at least looks at the guide (and sees your firm name, logo and contact information), you’ll often do better mailing or handing out a print guide. For more on the need to use both formats, please see our whitepaper “Why you need both print and electronic tax guides” on the tax guide page of our website, pdiglobal.com.  
Also, try to find out which type of guide each intended recipient prefers. Have partners ask clients, prospects and contacts about their preferences for a print, PDF or HTML format. Alternatively, include a response form in billings or correspondence asking recipients to indicate their preferences, or post a form on your website where visitors can indicate whether they wish to receive a print guide. (With Flex-E-guide, you can include a link on the e-mail template to a preferences form on your website.) Enter these preferences into your database, and provide the guide in the format each contact prefers. Integrating print and e-mail guides will enable you to optimize both impact and cost-effectiveness.  
Section 4 — E-mails / direct mail letters for use with PDI Global’s tax guide

Below are descriptions of the sample campaign e-mails and letters, as well as suggestions for making them work for marketing your tax practice. Drafts of the e-mails and letters follow. You can modify them as you like and print them on your letterhead to present the tax planning guide and promote your tax services. 

E-mail/letter #1: Tax-saving ideas you can’t afford to overlook in today’s economy

This piece has alternative wording designed to present your 2011-2012 Tax Planning Guide to clients, to prospects, or to referral sources and the media. It emphasizes the importance of tax planning in an uncertain economy and encourages recipients to contact you for more information or assistance. It should go out as soon as possible to get people thinking about taxes and steps they can take before year end to reduce their tax liability. 

Both the e-mail/letter and the tax guide emphasize the importance of careful planning to take full advantage of various credits, exemptions and tax-reduction strategies. We suggest sending out the letter in waves over several weeks — ideally before year end — to give your people enough time to follow up, especially with clients. While this piece is designed for a fall campaign, you can use it at other times as a cover letter or e-mail when sending out the guide. 

E-mail/letter #2: You may still be able to reduce your 2011 taxes — if you act now!

The second piece encourages prospects and clients to think about ways to minimize their taxes for current and future tax years. It also encourages them to contact you for help with filing their 2010 returns and developing tax plans to meet their short- and long-term goals. The e-mail/letter is intended for wave distribution during January, February and March with phone/e-mail follow-up. 

Note that the next-to-last paragraph has alternative lead sentences to use, depending on whether or not you have already sent the 2011-2012 Tax Planning Guide (or an e-mail linking to it) to the person. Be sure to include a copy of the guide (or a link to it) for recipients who may not have been part of your first mailing or otherwise did not receive your guide. 

E-mail/letter #3: Don’t let state and local taxes ruin your bottom line

Since this third piece focuses on businesses, you can use it in lieu of e-mail/letter #1 to send out the guide to business prospects before or after tax season. If you use this letter before year end, include the optional line announcing that the guide is enclosed (or attached). This e-mail/letter takes the angle that many prospects may not be getting the expert tax advice — especially about state and local taxes — they need to save tax and improve their businesses’ profitability. Send out and follow up as with the other letters. 

E-mail/letter #4: Did you pay more tax than you had to this year?

This piece is designed to help you develop relationships with individuals and business owners who are unhappy with how much tax they paid for 2011, possibly because they don’t have a tax advisor or are dissatisfied with the one they have. 

By offering to review a prospect’s financial situation and identify steps they might take to maximize future tax savings, the message gives you the option of charging for an initial tax consultation, or providing it at no charge to prospects in the hope of coming away with a tax planning engagement. (You may want to consider testing both approaches to see which one provides the best long-term results for your firm.) We suggest sending out this piece in May, June and July while taxes are still fresh in prospects’ minds, and following up as indicated above.
E-mail/letter #5: Tax and accounting ideas from [Firm Name]
This e-mail and letter are to be used for sending out the bonus Content Store articles you’re entitled to download for ordering early. You can send the articles one at a time to all contacts every few weeks to inform them about various tax subjects. Or you can send just the articles you think would be of particular interest to certain clients, to match subject matter to client type. 

Note that you’ll need to insert the article title in the subject line of the e-mail and the body of the letter. You’ll also need to change the wording in the first line of the e-mail, depending on whether you attach the article or flow it into the body of the e-mail. 

Don’t forget to say thank you — and stay in touch

To leverage your campaign’s effectiveness, have partners send a personal thank-you note after tax season to clients you helped with their taxes. The note can thank them for giving your firm the opportunity to be of service and encourage them to call with any tax-related questions. 

If you send out a tax or other newsletter, you can include the note with the newsletter. If you don’t have a tax newsletter, consider using one. As we mentioned before, newsletters are a great way to stay in touch and provide helpful information to clients on a year-round basis. Many PDI Global newsletters deal with tax issues, often on a niche-specific basis. But you might especially want to consider Tax Impact, Focus, Management & Tax Concepts and Trendlines, which address a broad range of tax subjects relevant to individuals and businesses, as well as Insight on Estate Planning and The Estate Planner, which discuss strategies for minimizing estate tax. All PDI Global newsletters are available in print and electronic formats.
For your key clients, you might want to send the thank-you with a print copy of PDI Global’s estate planning guide, Selecting the Best Estate Planning Strategies (also available in PDF format to post on your website). And consider using our time-saving Estate Planning Seminar-in-a-Box to present seminars on ways to achieve one’s asset protection and wealth transfer goals. 

Keep in mind that for this direct marketing system to work effectively, you should have a focused, up-to-date prospect list with phone numbers / e-mail addresses for follow-up. If you don’t have a good list, PDI Global can suggest resources you can use to develop one. 

Examples of tax guide e-mails and cover letters 
Following are examples of the e-mails and cover letters you can use to distribute electronic or print copies of your PDI Global 2011-2012 Tax Planning Guide. Note that the items in brackets in the body of the letter can be inserted or left out as you like, and you can add other language or edit the existing wording to tailor these drafts to your specific needs.  

2011-2012 Tax Practice Marketing E-mail #1

[Subject:] Tax-saving ideas you can’t afford to overlook in today’s economy
Dear [Name]:

With prices up and the economy flat, minimizing taxes is more important than ever. To save as much as possible, you’ll need to proactively look for ways to reduce your taxable income and take advantage of every tax break you’re entitled to. 

This is exactly what our 2011-2012 Tax Planning Guide [LINK to your tax guide] is designed to help you do. Simply click on the link above to view it and learn about ways to reduce your personal and business tax liability.

As you look through the guide, please note the strategies and tax law provisions that apply to your situation or that you would like to know more about. Then call us with any questions you may have about these or other tax matters.

[As our client, you know that] (Or, for prospects) [At {Your Firm Name},] (Or, for referral sources and media contacts) [As you know,] our professionals are thoroughly familiar with the latest tax laws and tax-reduction strategies, and are eager to help you take full advantage of them. So please send a reply e-mail or call us today at [your phone number] to schedule a time to talk about ways to lighten your tax burden and better achieve your financial objectives. 

Sincerely, 

[Firm Name]

[Signature]

[Your name, title]

2011-2012 Tax Practice Marketing Letter #1: 
Tax-saving ideas you can’t afford to overlook in today’s economy
[Date]

[Name, address]

Dear [Name]:

With prices up and the economy flat, minimizing taxes is more important than ever. To save as much as possible, you’ll need to proactively look for ways to reduce your taxable income and take advantage of every tax break you’re entitled to. 

This is exactly what our 2011-2012 Tax Planning Guide is designed to help you do. We hope you find this complimentary copy helpful in identifying steps you can take to reduce your personal and business tax liability. [You’ll also find a copy on our website, www.______________.com.]

Please review the information the guide provides and note the strategies and tax law provisions that apply to your situation or that you would like to know more about. Then call us with any questions you may have about these or other tax matters.

[As our client, you know that] (Or, for prospects) [At {Your Firm Name},] (Or, for referral sources and media contacts) [As you know,] our professionals are thoroughly familiar with the latest tax laws and tax-reduction strategies, and are eager to help you take full advantage of them. So please contact us today at [your phone number] or [e-mail address] to schedule a time to talk about ways to lighten your tax burden and better achieve your financial objectives. 

Sincerely, 

[Signature]

[Your name, title]

2011-2012 Tax Practice Marketing E-mail #2

[Subject:] You may still be able to reduce your 2011 taxes — if you act now!

Dear [Name]:

Thinking about taxes is never fun, but it’s something you can’t afford to put off. This is especially true as the filing deadline nears and time to implement last-minute tax strategies grows short. 

Fortunately, you may still be able to reduce your 2011 taxes by taking steps like these:

· Contribute the full amount allowed to your IRA, defined contribution plan or SEP.

· Make sure you take all deductions, exemptions and credits you can.

· If married, see if you would be better off filing jointly or separately.

Also, you’ll need to determine if you’ll have to pay the alternative minimum tax (AMT). More and more taxpayers are becoming subject to this tax, and you don’t want to be surprised by it. Calculating the AMT can be complicated, so you’ll find it helpful to consult a tax professional for help in running the numbers and figuring out what you can do to minimize any AMT liability. 

[To help you see which tax reduction strategies might be best for you, we’ve provided a copy of our 2011-2012 Tax Planning Guide. Simply click on the link to view it.] (Or, when following up on a previous guide mailing) [As you may know from the e-mail we sent you about it last fall,] The [the] guide describes steps you can take now and in the future to lighten your tax burden. Please look it over and let us know if we can answer any questions about the tax-saving techniques it discusses.

And please send a reply e-mail or call us today at [your phone number] to arrange a time to meet and discuss ways to maximize your tax savings for 2011 and beyond. [Your Firm Name] specializes in tax advisory services, and we would be happy to review your current situation, show how recent tax law changes may affect you, and suggest tax-smart ways to achieve your short- and long-term 
financial goals. 

Sincerely, 

[Firm Name]

[Signature]

[Your name, title]

2011-2012 Tax Practice Marketing Letter #2: 
You may still be able to reduce your 2011 taxes — if you act now!
[Date]

[Name, address]

Dear [Name]:

You may still be able to reduce your 2011 taxes — if you act now!

Thinking about taxes is never fun, but it’s something you can’t afford to put off. This is especially true as the filing deadline nears and time to implement last-minute tax strategies grows short.  

Fortunately, you may still be able to reduce your 2011 taxes by taking steps like these:

· Contribute the full amount allowed to your IRA, defined contribution plan or SEP.

· Make sure you take all deductions, exemptions and credits you can.

· If married, see if you would be better off filing jointly or separately.

Also, you’ll need to determine if you’ll have to pay the alternative minimum tax (AMT). More taxpayers are becoming subject to this tax, and you don’t want to be surprised by it. Calculating the AMT can be complicated, so you’ll find it helpful to consult a tax professional for help in running the numbers and figuring out what you can do to minimize any AMT liability. 

[To help you see which tax reduction strategies might be best for you, we’ve enclosed {or attached} a copy of our 2011-2012 Tax Planning Guide.] (Or, when following up on a previous guide mailing) [If you haven’t already, please review the copy of our 2011-2012 Tax Planning Guide we sent to you last fall.] It describes steps you can take now and in the future to lighten your tax burden. Please look it over and let us know if we can answer any questions about the tax-saving techniques it discusses.

And please contact me today at [your phone number] or [your e-mail address] to arrange a time to meet and discuss ways to maximize your tax savings for 2011 and beyond. [Your Firm Name] specializes in tax advisory services, and we would be happy to review your current situation, show how recent tax law changes may affect you, and suggest tax-smart ways to achieve your short- and long-term financial goals. 

Sincerely, 

[Signature]

[Your name, title]

2011-2012 Tax Practice Marketing E-mail #3

[Subject:] Don’t let state and local taxes ruin your bottom line

Dear [Name]:

As a business owner, you’re probably too aware of how federal taxes eat into your company’s profitability. But you may not fully understand the negative impact state and local taxes can have on your bottom line. 

We find that while many companies focus on reducing their federal tax burden, they don’t pay as much attention to their state and local taxes — which may actually offer more opportunities for savings. [Your Firm Name] specializes in helping business owners develop and implement tax strategies that keep their total federal, state and local tax liability to the minimum. We can help:

· Determine whether you are eligible for special state and local tax credits. Many smaller companies are unaware of all the tax incentives that various governmental units offer.

· Evaluate your business structure and activities for ways to reduce taxes at all levels. Often, a simple change in operating procedures translates into real tax savings.

· Analyze your business assets to ensure their distribution takes full advantage of changes in tax law and proven tax-reduction strategies.

· Identify steps, such as timing equipment purchases and accelerating depreciation, that would further reduce your tax liability.  

These are just some ways our experienced advisors can help you save tax. Our 2011-2012 Tax Planning Guide (copy attached) (click here to view) discusses other steps you can take to reduce business taxes. By [reviewing your recent tax returns and] thoroughly evaluating your situation, [Your Firm Name] can make sure your business takes full advantage of all options available to reduce taxes and increase profits. 

If you would like to enjoy greater business profitability through lower taxes, please send a reply 
e-mail or call us today at [your phone number]. One of our tax professionals would be happy to talk with you about ways we can help keep your business — and personal — taxes to a minimum.  

Sincerely, 

[Firm Name]

[Signature]

[Your name, title]

2011-2012 Tax Practice Marketing Letter #3: 
Don’t let state and local taxes ruin your bottom line

[Date]

[Name, address]

Dear [Name]:

As a business owner, you’re probably too aware of how federal taxes eat into your company’s profitability. But you may not fully understand the negative impact state and local taxes can have on your bottom line. 

We find that while many companies focus on reducing their federal tax burden, they don’t pay as much attention to their state and local taxes — which may actually offer more opportunities for savings. [Your Firm Name] specializes in helping business owners develop and implement tax strategies that keep their total federal, state and local tax liability to the minimum. We can help:

· Determine whether you are eligible for special state and local tax credits. Many smaller companies are unaware of all the tax incentives that various governmental units offer.

· Evaluate your business structure and activities for ways to reduce taxes at all levels. Often, a simple change in operating procedures translates into real tax savings.

· Analyze your business assets to ensure their distribution takes full advantage of changes in tax law and proven tax-reduction strategies.

· Identify steps, such as timing equipment purchases and accelerating depreciation, that would further reduce your tax liability.  

These are just some ways our experienced advisors can help you save tax. [The enclosed tax guide discusses other ways to reduce business taxes.] By [reviewing your recent tax returns and] thoroughly evaluating your situation, [Your Firm Name] can make sure your business takes full advantage of all options available to reduce taxes and increase profits. 

If you would like to enjoy greater business profitability through lower taxes, please contact us today at [your phone number] or [e-mail address]. One of our tax professionals would be happy to talk with you about ways we can help keep your business — and personal — taxes to a minimum. 

Sincerely, 

[Signature]

[Your name, title]

2010-2011 Tax Practice Marketing E-mail #4

[Subject:] Did you pay more tax than you had to this year? 

Dear [Name]:

Everybody pays more tax than they like. But nobody wants to pay more than necessary. 

All too often, we find that individuals and businesses don’t use all the deductions, credits and strategies available to reduce their tax liability. And with the large number of tax law changes in recent years, there are now even more ways to save tax — and more confusion about how to take advantage of them.

This is where [Your Firm Name] can help. We can draw on our deep knowledge of tax law and our years of tax-planning experience to help you shrink your tax bill. By [reviewing] (Or, if you provide a free review) [conducting a free review of] your financial situation, our tax specialists can help you identify both short- and long-term steps you might take to maximize future savings. We carefully analyze your financial statements and latest return to: 

· Point out overlooked strategies for reducing your tax bite.
· Examine how to use the newest tax-saving strategies to your advantage.
· Explore different tax-planning scenarios to see which are best for you.
Most important, at [Your Firm Name] we understand that tax planning should support your financial goals, whether they are to save for retirement, pay for education, or leave money to your heirs. That’s why we take a comprehensive planning approach that ensures your tax strategy helps you achieve these goals.

So if you’re wondering whether you’re getting the full benefits of tax planning and saving all you can in light of recent tax law changes, please send a reply e-mail or call us today at [your phone number]. We would be happy to review your situation, discuss your goals and show how we can help you minimize your taxes and maximize your financial well-being.

Sincerely, 

[Firm Name]
[Signature]

[Your name, title]
2010-2011 Tax Practice Marketing Letter #4: 
Did you pay more tax than you had to this year? 

[Date]

[Name, address]

Dear [Name]:

Did you pay more tax than you had to this year? 

Everybody pays more tax than they like. But nobody wants to pay more than necessary. 

All too often, we find that individuals and businesses don’t use all the deductions, credits and strategies available to reduce their tax liability. And with the large number of tax law changes in recent years, there are now even more ways to save tax — and more confusion about how to take advantage of them.

This is where [Your Firm Name] can help. We can draw on our deep knowledge of tax law and our years of tax-planning experience to help you shrink your tax bill. By [reviewing] (Or, if you provide a free review) [conducting a free review of] your financial situation, our tax specialists can help you identify both short- and long-term steps you might take to maximize future savings. We carefully analyze your financial statements and latest return to: 

· Point out overlooked strategies for reducing your tax bite.
· Examine how to use the newest tax-saving strategies to your advantage.
· Explore different tax-planning scenarios to see which are best for you.
Most important, at [Your Firm Name] we understand that tax planning should support your financial goals, whether they are to save for retirement, pay for education, or leave money to your heirs. That’s why we take a comprehensive planning approach that ensures your tax strategy helps you achieve these goals.

So if you’re wondering whether you’re getting the full benefits of tax planning and saving all you can in light of recent tax law changes, please call us today at [your phone number] or [e-mail address]. We would be happy to review your situation, discuss your goals and show how we can help you minimize your taxes and maximize your financial well-being.

Sincerely, 

[Signature]

[Your name, title]
2011-2012 Tax Practice Marketing E-mail #5
For sending out a Content Store article
[Subject:] [Content Store article title]

Dear [Name]:

We are pleased to present the [attached] [following] article on a subject we think you’ll be interested in. We hope the information this article presents will help you achieve your financial objectives. 

Please call us at 000-000-0000 with any questions you may have about the article or other subjects relating to taxes, accounting or business matters. Our professionals would welcome the opportunity to discuss your situation and suggest additional ways to reduce your tax liability and increase your success. 

We look forward to talking with you and putting our extensive knowledge of tax laws and strategies to work on your behalf. Please let us know how we can be of service. 

Sincerely, 

[Firm Name]

[Signature]

[Your name, title]

(If you are not attaching the article, flow it into the body of the e-mail here.)

2011-2012 Tax Practice Marketing Letter #5
For sending out a Content Store article
[Date]

[Name, address]

Dear [Name]:

Re: Tax and accounting ideas from [Firm Name]

We’re pleased to present the enclosed article, “[Content Store article title],” on a subject we think you’ll be interested in. We hope the information this article presents will help you achieve your financial objectives. 

Don’t hesitate to call us at 000-000-0000 with any questions you may have about the article or other subjects relating to taxes, accounting or business matters. Our professionals would welcome the opportunity to discuss your situation and suggest ways to reduce your tax liability and increase your success. 

We look forward to talking with you and putting our extensive knowledge of tax laws and strategies to work on your behalf. Please let us know how we can be of service. 

Sincerely, 

[Signature]

[Your name, title]


