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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. 

IRS Explains Economic Impact Tax Implications 
In a recent e-News for Tax Professionals, the IRS explained the tax implications of receiving 

an economic impact payment (EIP). 
 

The IRS will mail Notice 1444, Your Economic Impact 

Payment, to every EIP recipient’s last known address 

within a few weeks after the EIP is made. That form 
shows the amount of the recipient’s EIP. 

 

The IRS notes that the EIP is considered an advance cred-

it against 2020 tax. Taxpayers will not include the payment in taxable income on their 2020 
tax return or pay income tax on the payment. It will not reduce a taxpayer’s refund or in-

crease the amount of tax a taxpayer owes when the taxpayer files a 2020 tax return in 2021. 

 

When a taxpayer files a 2020 tax return in 2021, the taxpayer may claim any additional cred-
it for which the taxpayer is eligible. The IRS is not able to correct or issue additional pay-

ments at this time and will provide further details on IRS.gov on the action individuals may 

need to take in the future. 

 

The e-News article also reminds taxpayers to retain their Notice 1444.  

Give Them More 
A U.S. News and World Report study found that the average American business loses 15% of its customers 
each year: 
 

• 68% of customers who stop buying from one business and go to another do so because of poor or indif-
ferent service. 

• 14% leave because of an unsatisfactorily resolved dispute or complaint. 

• 9% leave because of price. 

• 5% go elsewhere based on a recommendation. 

• 1% die. 
 
So, 82% go elsewhere because of what they experienced! 
 
The Harvard Business Review reports that if you can prevent 5% of your customers from leaving, you can 
add 25 – 95 percent to your bottom line. If you’re serious about staying in business, you had better be seri-
ous about creating a customer experience that makes them want to stay. One of the best ways to do that is 
to give customers one-of-a-kind experiences. 
 
That doesn’t necessarily mean that the experience couldn’t be recreated by someone else. Just that it’s spe-
cial to you. 
 
Try turning the customer experience on its head. Some laundromats feature coffee bars and food. Some 
bookstores have added bars and restaurants inside certain locations. Car dealerships and banks have add-
ed bakeries to their office space. 
 
You don’t need to overhaul what you do. Find a partner or make small changes to your customer’s experi-
ence to make it unique. Wilson’s Restaurant and Ice Cream Parlor,  Continued on back cover             
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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. 

Smart Employers Reward These Four Traits 
"Always treat your employees exactly as you want them to treat 
your best customers." -Stephen R. Covey 
 
When you go out of your way to reward an employee, it's easy to 
wonder: What do other employees think about this? 
 
And although jealousy is a possibility, reward-
ing team members can also motivate other em-
ployees to "level up" their performance to get 
on a similar track for growth. 
 
To foster a culture built on growth and "raising 
the bar" for one another, it's important to re-
ward your employees with regularity and hon-
esty. But, it's equally important to do so on an 
objective basis. 
 
Here are a few items to look out for when re-
warding your employees. These are "soft skills" 
that don't necessarily show up in typical em-
ployee evaluations, but they are critical to 
building a healthy team. 
 
(Exactly what to reward them with is another conversation for 
another day. But, get creative with it -- they will value the thought 
you put into those rewards.) 
 
1. Employees Who Listen For -- And Act Upon -- Feed-
back 
One of the most important traits in a team member is an employ-
ee who listens and responds to your leadership. We've all seen 
what happens when you provide direction, and it isn't immediate-
ly adhered to, or it must be repeated continuously. 
 
Instead, you can wave the flag of responsiveness by rewarding 

employees who are corrected -- and then respond positively to 
that correction. 
 
2. Cost Cutters 
If you have employees who take active steps to save money for 
your organization, they should receive some type of reward or 

recognition. Such action shows they care 
enough about you and the business to save 
money for future growth. 
 
3. Culture Creators 
If you have an employee who is always on time, 
shows up daily, is attentive to detail and re-
spects others in the process, you have a culture 
creator on your team. And it's important you 
reward that kind of behavior just as much as 
sales or production. 
 
4. Lifelong Learners 
The best employees are the ones who aren't 
content with their current skill set. Are they 
talented with what they currently possess? Yes. 

But, look to reward that hunger to grow and learn more -- perhaps 
your reward is helping them in their journey to learn. 
 
These are just a few examples of things to look out for when re-
warding employees. 
 
Again, this can be a FUN process. But, it takes extra attention on 
your part. Don't get so caught up in your own day-to-day that 
you're missing the hard work others are putting in to further the 
mission. 
 
Although they wouldn't be there without you, you wouldn't grow 
without them.  

What I’m Reading... 

NOW 
The 20th Victim  

by James Patterson and Maxine Paetro 
 

RECENTLY 
A Call to Colors  

by John J. Gobbell 
 
Paychecks and Playchecks:  

Retirement Solutions for Life  
by Tom Hegna 
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We Believe in Referrals 
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  
qualified 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  
professional 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. 

 Banker  
 Self-Storage Warehouse 
 IT Security 
 Executive Leadership Coach 
 Attorney 
 Business Transition Coach 
 Realtor 
 Pest Control 
 Financial Advisor 
 Mortgage Broker 
 Cultured Marble 
 Home Repairs  
 Printer 
 Digital Media Marketer 
 Life Insurance 
 Auto and Home Insurance 
 Custom Embroidered Wedding Gifts 
 Identity Theft Protection and Restoration 

Million $ Marketing $ecret 
Shhhh! I have a secret for you. I’m going to share it with you today, but you 
have to promise to keep it under wraps.  
 
Applied to your business correctly, this one “secret” could transform your 
business. If you have the faith to apply this secret correctly, it could be worth 
millions. Your life could change from struggling to keep the wolves at bay to 
successful entrepreneur nearly overnight. 
 
Okay, here’s your tip of the day. Well, it’s not so much a tip of the day as it is 
the tip of the week, or maybe the tip of the year… 
 
Change your prices. That’s all you have to do. I have seen more people make 
more money simply by raising their prices than any other advice I’ve given 
them. 
 
Nearly every business person grossly underestimates the elasticity of price 
and neglects the fraction of their customers/clients/patients who will cheer-
fully buy a higher priced premium option of what they sell if only it were of-
fered. They leave a lot of money on the table by not offering a leather bound 
version of the paper bound product; a red door to walk through in the back 
instead of the blue door in the front. 
 
Marketing guru Dan Kennedy talks of the time he lived in Phoenix. At the time, 
there was a very popular nightclub in Phoenix that had a big long rope line in 
the front where you could buy a card for $500 a year that allowed you to 
stand in the rope line in the back. Well, you say, who’s gonna buy a card for 
that? A lot of people did, based on the length of the line in the back. In fact, 
some nights the rope line in the back was longer than the rope line in the 
front. 
 
Not everyone will, but there are plenty of customers who will select a premi-
um option. Price is very elastic. Most business people don’t understand just 
how elastic price is because of the manner in which they set their prices. 
Here’s what most people do and I’d be willing to bet you’ve done the same 
thing. They look around at what everybody else in their industry is charging 
and set their price right in the middle. They think they’re being “competitive.” 
If they’re really daring they try to be a little higher than the average or if they 
think they can buy volume, maybe they set it a little lower than average.  
 
Alas, there are also those poor souls who attempt to price themselves at the 
bottom of the heap in order to proclaim they have the lowest prices on the 
block, in their town, their region, or whatever. It is a dangerous strategy be-
cause, as I’ve warned you time and again, there is always someone willing to 
go out of business faster than you are. 
 
Here’s the power of transaction size. Granted, it’s a very simple example, but 
one you might ought to post on your wall where you can see it every day. How 
do you get to a million dollars in sales in your business? You can get there 
with one transaction if you can sell someone something for a million bucks. If 
you’re going to sell something for $100 it’s going to take you 10,000 sales to 
make it. Making a million dollar sale is not 10,000 times harder than making a 
$100 sale. It just isn’t. Now, I’m not saying Starbucks could figure out how to 
make a million dollar sale but they did figure out how to sell a cup of coffee 
for $8. They didn’t do that by getting a committee together in a conference 
room and saying, “Let’s see, Denny’s sells their coffee for $0.55 and Dunkin 
Donuts is $0.72 so, let’s be courageous and go for $0.99.” That’s NOT how 
they got there. 
 
You’re familiar with Omaha Steaks, right? They come in a Styrofoam ice chest 
delivered to your door. They have good steaks. But, you know they also have 
hamburgers. And they have hot dogs. All of them delivered right to your door. 
So, Omaha steaks are, let’s say,    Continued on back cover     



“The best things in 
life are free, but  

sooner or later the 
government will find 
a way to tax them.” 

~Anonymous 
 
 
 

“Taxes are paid in 
the sweat of every 
man who labors.” 
~Franklin D. Roosevelt 
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This month’s special Member-Only call-in 
times for Lindsey’s Insider’s Circle will be 

9/21/20 from 2:00 to 4:00 pm.  
 

To schedule your appointment,  
contact Kristen at (251) 633-4070.  

 
Not a member yet?  

Find out how to become one TODAY! 

in Wisconsin, includes a jellybean at 
the bottom of each cone to keep it 
from dripping. 
 
If your business requires customers 
to spend more than five minutes in 
your facility, you have an opportunity 
to turn that experience into something 
captivating. 
 
For example, employees at some 
Trader Joe’s supermarkets hide a 
stuffed whale in the aisles so children 
can look for it. Any child who finds it 
gets to pick a gift from the treasure 
box.  
 
If your place of business has custom-
ers waiting for an extensive time peri-
od, like car repairs or dental work, 
think about offering a distraction. 
Something simple like games or indi-
vidual movie players. The distraction 
will keep their mind off the boring 
wait. 
 
Engaging customers is not just about 
web content and social media. It 
starts with a memorable experience 
that will get those customers talking… 
 
And coming back for more.  

Give Them More— 
continued from page 1 double or triple the price of the best beef being sold in the supermarket or butcher 

shop. Maybe they’re five times as much as Sam’s or Costco. Yes, they do deliver, but a 
steak is a steak is a steak. Right? 
 
Wrong! Now there’s Allen Brothers. Ever try theirs? I hear they are wonderful. It’s twice 
the price of Omaha. These guys are in the same business, catalogue selling of steaks, 
hamburgers, hot dogs, and they have the gall to charge twice as much as Omaha! And 
people are switching like there’s no tomorrow. 
 
I recently read about a cosmetic surgeon, Doctor Fairfield, who lives in the Philadelphia 
area. He does seminars to bring in new patients. At the seminar he offers a $25,000 
membership in the practice for the patient to have all the cosmetic procedures they 
want or need for three years. So you want to come have a Botox shot every day? You 
can; $25,000 membership fee up front. Five people in a room of 150 chose this option 
and three of them had no prior relationship with him. They showed up based on a news-
paper ad and plunked down $25,000. That’s price elasticity. It’s everywhere. I promise 
you, most people don’t understand it and most people underestimate it.  

Million $ Marketing $ecret—continued from page 3 


