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CERTIFIED PUBLIC ACCOUNTANTS 

“You see the numbers, we look for the opportunities.” 

Dedicated to helping our clients keep the money that belongs to them through a focus on tax. 

Fugees Lead Now Belts the Notes of a Jail Bird 

In May 2013, singer/actress Lauryn Hill was sentenced 

and charged on a serious note where the courts did not 

back down. Hill is best known for being the former lead 

singer of the Fugees, but also was an actress and owned 

and operated four S corporations. Ms. Hill was sentenced 

to three months in prison, three months home confinement, 

and a year of supervised release and ordered to pay a 

$60,000 fine along with repayment (including interest and 

penalties) to the IRS. You might ask what did she do, and 

why did she receive such a stiff punishment. Lauryn Hill 

was charged with tax evasion for failing to file five years 

worth of tax returns and not reporting more than $2.3 mil-

lion of income. Hill served out her sentence in a minimum 

security federal correctional facility in Danbury, Conn.  

Great Marketing Should Scratch an Itch 

Most of us believe we have a great product 

or service. (For those of you who don’t, I’d 

suggest that it is time to fix it or move on.) 

But the humbling realization is that it’s not 

enough. Without a marketing strategy, the 

quality of your product or service may go 

unrecognized. Building a better mousetrap 

doesn’t ensure they will come. But this isn’t 

about catchy slogans or tag lines. This is 

about where your focus is before you even 

start marketing. 

 

What keeps your customers up at 

night? 

Great marketing starts with un-

derstanding your customer/client/

patient. Get in the minds of your 

customers. What are they strug-

gling with? How might you be 

able to help? The best thing you 

can do is to first find out what 

bothers your customers. What itch are you 

trying to scratch – what problem are you 

trying to solve? It makes much more sense 

to figure this out first, then, if you have to, 

go develop the product/service that solves 

that problem than to create a product and 

go looking for a problem to solve. 

 

Not sure what those problems are? Try ask-

ing a few simple questions of your custom-

ers with a quick survey using free online 

services like SurveyMonkey or Google 

Docs. The answers may just provide the 

essential insight into what your customers 

are thinking about. 

 

What are your customers’ needs? 

Don’t get too complex here 

about needs, start with the ba-

sics. Psychologist Abraham 

Maslow’s “Hierarchy of Needs” 

suggests that the primary (and 

the most impulsive) needs are 

physiological – like breathing, 

food, water, sleep – and above that, comes 

safety, then love and a sense of belonging, 

then self-esteem, Continued on page 3  
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If and only to the extent that this publication contains contributions from tax professionals who are subject to the rules of professional conduct set forth in Circular 230, as promulgated by 
the United States Department of the Treasury, the publisher, on behalf, of those contributors, hereby states that any U.S. federal tax advice that is contained in such contributions was not 
intended or written to be used by any taxpayer for the purpose of avoiding penalties that may be imposed on the taxpayer by the Internal Revenue Service, and it cannot be used by any 
taxpayer for such purposes. 

Do you have a question for the Taxpert that you’d like to see answered in a future 
Taxing Times? Or perhaps just an issue you’d like the Taxpert to address?  

Q. How do I determine my federal tax rate?     Ask the Taxpert 

 
A. To determine your effective tax rate, there are a couple of numbers you will have to retrieve 
from your previously filed tax return. Those numbers include your Adjusted Gross Income (2012 
Form 1040 line 37) and your Total Tax figure (2012 Form 1040 line 61). Once you have those num-
bers, you can easily calculate your effective tax rate by dividing your total tax by your adjusted 
gross income.  
In 2009, the average federal tax rate was just over eleven percent. However, some taxpayers have a 
negative federal tax rate. You might ask how could this happen. If a taxpayer is eligible for refund-
able credits, then his or her total tax would be reduced by the credit amount, resulting in a refund 
larger than the total tax paid in or withheld.  

Great Service Begins With Anyone 
 

When it comes to great service, everyone makes a 

difference. For example, what’s the most common 

wake-up call you get in a hotel today? The phone 

rings but when you pick it up, there is no one 

there. The second most common wake-up call 

greets you with a recording. But again, no one is 

there. Today if you pick up the phone on a wake-

up call and there’s a human being on the other 

end, you hardly know what to say.  

 

Take it from my friend who stayed at the Marriott 

in Orlando. The phone rang for her 7:00 a.m. wake

-up call. She picked it up and a woman said, 

“Good morning, Dr. Blanchard, this is Teresa. It’s 

seven o’clock. It’s going to be 75 and beautiful in 

Orlando today, but your ticket says you’re leav-

ing. Where are you going?”  

 

Taken aback she stammered, “I’m going to New 

York City.” Teresa countered with, “Let me look 

at the USA Today weather map. Oh, no! It’s going 

to be forty and rainy in New York today. Can’t 

you stay?”  

 

Where do you think my friend stays NOW when 

she goes to Orlando? She stays at the Marriott just 

so she can talk with Teresa in the morning!  

 

Great service begins with anyone! 

Send the Taxpert a note: 
 

Taxing Times 
1050 Hillcrest Rd. 

Suite A 
Mobile, AL 36695  

Send the Taxpert an email: 
 

taxpert.zl@comcast.net 

I don't have a lot of time right now to elaborate on the service 
we received from Zevac & Lindsey. (I'm in Oklahoma work-
ing.) But I will say we would hold up a #10 Card. 
    
     ~ Earl Lawrence  
 

From the first meeting with Paula, our experience with Zevac & 
Lindsey has been nothing but positive. I am impressed with the 
way your office stays on top of all paperwork and maintains 
contact with your clients. My questions are always answered 
promptly and it is apparent that the quality of your service is 
extremely important to everyone at Zevac & Lindsey.  Thank 
you! 
 
     ~ Tracey Feeney  
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and finally “self-actualization.” His point was that our greatest 

concern is for our basic needs first.  

 

This would suggest, and some “experts’ would argue, that this 

means, for example, if your product is both food and social, that 

the benefits of fulfilling hunger will always trump those of love and 

belonging. But this is only true if your customer is focused on food 

for survival, not pleasure. No restaurant can survive catering to 

the starving market, because typically that customer does not 

have the ability to pay. 

 

Can you solve all your customers’ needs at once? 

NO! This is where a lot of companies get into trouble. A great mar-

keting campaign is focused on ONE specific need, ONE specific 

problem you are trying to solve for your customers. Now it is true 

that different customers buy for different reasons and you want to 

try to cover some of those bases, but stay focused on one need at a 

time. 

 

If you try to solve too many needs at once, your customer won’t 

know what your product or service is really all about.  

Great Marketing Should Scratch an Itch— 
Continued from page 1 

10. Do not take anything from the dead. 
9.  If appliances start operating on their own, do not check for 

 short circuits; just get out! 
8. If you’re searching for something that caused a loud noise and 
 find out it’s just the cat, GET THE HELL OUT! 

Thank You! Thank You! 

Thanks to YOU, the word is 

spreading. Thanks to my clients 

and friends who graciously      

referred me to their friends, 

neighbors, customers and      

relatives last month! I enjoy 

building my practice based on the 

positive comments and referrals 

from people just like you. 

 

I couldn’t do it without you! 

 

Jerie Smith 

Paula’s Top Ten Rules for a Safe Halloween This month’s special  

Member-Only call-in times 

for Lindsey’s Insider Circle 

will be 10/28/13 from 2:00 

to 4:00 pm. To schedule 

your appointment, contact  

Kristen at (251) 633-4070. 

7. Never stand in, or above a grave, tomb or crypt. This would apply to any other house of the dead as 
 well. 
6. As a general rule, don’t solve puzzles that open portals to Hell. 
5. When you have the benefit of numbers, NEVER split off and go it alone. 
4. If your children speak to you in Latin or any other language which they should not know, shoot them 
 immediately. It will save you a lot of grief in the long run. However, it will probably take several rounds 
 to kill them, so be prepared. This also applies to kids who speak with somebody else’s voice. 
3. Do not search the basement, especially if the power has gone out. 
2. Never read a book of demon summoning aloud, even as a joke. 
1. When it appears that you have killed the monster, NEVER check to see if it’s really dead. 
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Mobile, AL 36695 

(251) 633-4070—phone 

(251) 633-4071—fax 

For more information, visit us at: 
www.ZevacLindsey.com 

 
For tax tips visit: 

www.TaxSaverTips.com 
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The consequences that can result from 
having your tax identity stolen can be oner-
ous. If your identity is stolen your tax refund 
will, more than likely, be held up by the IRS. 
A victim sometimes does not see her refund 
for a minimum of eleven weeks or until the 
victim can convince the IRS that she is truly 
a victim of identity theft. The burden of prov-
ing you have become a victim of identity theft 
is primarily placed on you, the victim. Vic-
tims of identity theft are sometimes faced 
with the possibility of lost job opportunities, 
being refused loans, education, housing or 
cars, or even being arrested for crimes she 
did not commit.   

Looking for Someone You Can Rely On? 
We really believe in the process of referrals, so part of the service we 

provide is to be sure to refer our clients and associates to other quali-

fied businesspeople in the community. 

 

Below, you’ll find a list of areas in which we know very credible, 

ethical and outstanding professionals. If you’re looking for a profes-

sional in a specific area we’ve listed, please feel free to contact us. 

We will be glad to put you in touch with the people we know who 

provide these services. 

Dentist 

Land Surveyor 

Veterinarian 

Printer 

Mortgage Broker 

Attorney 

Plumber 

Cultured Marble 

Marketing Coach 

Window Treatments 

Welding Supplies 

Home Insulation 

Financial Advisor 

Used Auto Dealer 

Realtor 

Chiropractor 

Massage Therapist 

Auto /Home /Life Insurance 

With Tax Identity Theft, You 
Have to Prove You’re the Victim  

with Ashley Brown 

Over the past year the IRS has put filters into place to address different 
issues or flags of identity theft. In 2012, the IRS planned on spending ap-
proximately $330 million to fight against identity theft, but due to limited 
resources additional funds are needed. The filters that were placed in ser-
vice this last year help to differentiate justifiable returns from counterfeit 
ones and prevent recurrence. If a return is caught by a filter, it is re-
viewed manually to validate the information. To validate the information 
the IRS may contact the taxpayer to verify the correct information or the 

IRS may send a correspondence audit notice to the taxpayer.  


