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• Does your contribution pass? 

• Needs and purposes 
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• More tax changes 

• And much more... 

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. 

How to Audit Proof Your Charitable Contributions 
If you make a charitable contribution of $250 or more, you ’ll need a written receipt from the 
charity. If you donate property worth more than $500, additional requirements may apply.  
 
For a contribution of cash, check, or other monetary gift, regardless of amount, you must 
maintain a bank record, or a written communication from the donee organization, showing 
its name, plus the date and amount of the contribution. If you make a charitable contribution 
by text message, a bill from your cellular provider containing the required information is ac-
ceptable substantiation. Any other type of written record, such as a log of contributions, is 
insufficient. 
 
For a contribution of property other than money, you 
generally must maintain a receipt from the donee or-
ganization that shows the organization ’s name, the date, 
and location of the contribution, and a detailed descrip-
tion, but not the value, of the property. If circumstances 
make obtaining a receipt impracticable, you must main-
tain a reliable written record of the contribution. The 
information required in such a record depends on the 
factors such as the type and value of the property con-
tributed. 
 
If the contribution is worth $250 or more, stricter substantiation requirements apply. No 
charitable deduction is allowed for any contribution of $250 or more unless you substantiate 
the contribution with a written receipt from the donee organization. You must have the re-
ceipt in hand when you file your return (or by the due date, if earlier) or you won ’t be able to 
claim the deduction. If you make separate contributions of less than $250, you won ’t be sub-
ject to the written receipt requirement, even if your contributions to the same charity total 
$250 or more in a year. 
 
The receipt must set forth the amount of cash and a description (but not the value) of any 
property other than cash contributed. It must also state whether the done provided any goods 
or services in return for the contribution, and if so, must give a good -faith estimate of the 
value of the goods or services. 
 
If you received only “intangible religious benefits,” such as attending religious services, in 
return for your contribution, the receipt must say so. This type of benefit is considered to 
have no commercial value and so doesn’t reduce the charitable deduction available.  
 
For donated property with a value of more than $5,000, other than publicly traded stock, 
you’re generally required to obtain a qualified appraisal.  
 
If you receive goods or services, such as a dinner or theater tickets, in return for your contri-
bution, your deduction is limited to the excess of what you gave over the value of what you 
received. But beware, there’s an exception that prevents the deduction of the donation to your 
favorite university if you get to purchase sports tickets. ※ 
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THIS BE YOU!!  
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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. 

This month’s special Member-Only  
call-in times for Lindsey’s Insider’s  

Circle will be 5/24/21 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! 

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 insure they will come. But, this isn’t about catchy slo-
gans 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 understanding your customer/
client/patient. Get in the minds of your customers. What are 
they struggling 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 asking a few simple 
questions of your customers with a quick survey using free 
online services like SurveyMonkey or Google Docs. The an-
swers 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 basics. 
Psychologist Abraham Maslow’s “Hierarchy of Needs” sug-
gests 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, 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 
marketing 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 rea-
sons 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. ※ 

Looking for Someone  
You Can Rely On? 

• Auto Repair 
• Chiropractor 
• Roofer 
• Financial Planner 
• Banker 
• Social Media Marketing 
• Printer 
• Welding Supplies 
• Retirement Plans 

• Attorney 
• Executive Leadership Coach 
• Medicare Benefits 
• Realtor 
• Identity Theft Protection 
• Life Insurance 
• A/C Maintenance 
• Home Inspector 
• Custom Embroidery  

“I have the consolation of having added nothing to my private fortune during 
my public service, and of retiring with hands clean as they are empty.” 

 

“I cannot live without books.” 
 

“We in America do not have government by the majority. We have govern-
ment by the majority who participate.” 

Thomas Jefferson 
 

“Our obligations to our country never cease but with our lives.” 
John Adams 

 
“An investment in knowledge always pays the best interest.” 

Benjamin Franklin 
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Which Meals Qualify for the Temporary 100% Expense Deduction? 
The IRS recently released guidance explaining when the temporary 100% deduction for restaurant meals is available, and when the 50% limitation 
on the deduction for food and beverages continues to apply. 
 
Normally, a deduction for any expense for food and beverages is limited to 50% of the amount spent. However, the Consolidated Appropriations 
Act 2021, enacted a temporary exception to the limitation for amounts paid or incurred during 2021 and 2022 for food and beverages provided by a 
restaurant. This temporary 100% deduction was designed to help restaurants, many of which have been hard-hit by the COVID-19 pandemic. 
 
To provide certainty to taxpayers, the IRS guidance explains when the temporary 100% deduction applies and when the 50% limitation continues 
to apply. 

 
Under the IRS notice, the term “restaurant” means a business that prepares and sells food 
or beverages to retail customers for immediate consumption, regardless of whether the food 
or beverages are consumed on the business’s premises. A restaurant does not include 
businesses such as grocery stores, convenience stores, specialty food stores, drug stores, 
beer, wine or liquor store, newsstand or vending machine or kiosk, that primarily sells pre-
packaged food or beverages. The 50% limitation continues to apply to purchases from 
these types of businesses. 
 
The notice further explained that an employer may not treat as a restaurant for these pur-
poses any eating facility located on the employer’s premises and used in furnishing meals 

excluded from an employee’s gross income, or any employer-operated eating facility treated as a de minimis fringe benefit, even if that eating facili-
ty is operated by a third party.  
 
The temporary exception to the general 50% limitation is effective for amounts paid or incurred after December 31, 2020, and before January 1, 
2023. ※ 

The roots of Mother’s Day as celebrated in the United 
States date back to the 19th century. Before the Civil War, 
Ann Reeves Jarvis helped start “Mothers’ Day Work 
Clubs” to teach local women how to properly care for 
their children. These clubs later became a unifying force 
in a region of the country still divided over the War. 
 
The official Mother’s Day holiday arose in the early 1900s 
as a result of Anna Jarvis. Following Mother Jarvis’ 
death in 1905, her daughter Anna conceived of Mother’s 
Day as a way of honoring the sacrifices mothers made for 
their children. After gaining support from a Philadelphia 
department store owner, John Wanamaker, she organized 
the first official Mother’s Day celebration in 1908, on the 
May anniversary of Mother Jarvis’ death. The service 
was held at Andrews Methodist Church, in Grafton, West 
Virginia, where she’d taught Sunday School for decades. 
Thousands also attended a Mother’s Day event at one of 
Wanamaker’s stores. 
 
Following the success of that first Mother’s Day, Jarvis, 
who remained single and childless her whole life, resolved 
to see her holiday become a national holiday. She started 
a massive letter writing campaign, arguing that Ameri-
can holidays were biased toward male achievements. Her 
persistence paid off in 1914 when President Woodrow Wil-
son proclaimed the second Sunday in May as Mother’s 
Day. 

But, once Mother’s Day became a national holiday, it was 
not long before florists, card companies, and other mer-
chants capitalized on its popularity. Although Jarvis had 
initially worked with florists to help raise awareness of 
Mother’s Day, by 1920 she had become disgusted with the 
commercialization of the holiday. She outwardly de-
nounced the transformation and urged people to stop buy-
ing Mother’s Day flowers, cards, and candies. 
 
Jarvis would campaign openly against Mother’s Day 
profiteers, including suing companies and groups that 
used the name “Mother’s Day”. She once sued First Lady 
Eleanor Roosevelt, who used the day to raise money for 
charities. She eventually spent most of her personal 
wealth in the fight against the profiteers and trying to 
undo its legal holiday status. 
 
A penniless Jarvis was placed in a sanitarium in the 
1940s, where she died in 1948. And guess who paid to keep 
her there – members of the florist and card industries. ※ 
 

The Cruel History of Mother’s Day 
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What Can Willie Nelson Teach Us About Business? 
By: Keith Lee 

In 1985, Willie, along with Neil Young and John Mellen-
camp, organized the first Farm Aid concert. 
 
Their mission: to raise awareness about the loss of family 
farms and to raise funds to keep farm families on their 
land. Featuring a killer line-up of musicians all while 
promoting farmers and good food, they fought for an idea 
they believed strengthens America. 
 
36 years later and still going strong, Farm Aid has raised more than $48 million to promote 
family farms and continues to unite farmers, artists, and like-minded citizens. 
 
Farm Aid stands for something. Some call it purpose. Others – mission. Either way, purpose, 
or mission… 
 
It’s what we stand for… it calls us to action. It earns people’s commitment and guides our 
thoughts. It influences behaviors. It gives direction to choices. It inspires people to do 
more. It encourages people to keep going and persevere. It connects us to others. It brings 
meaning. 
 
Businesses that are about something, that consistently and clearly communicate their pur-
pose often are leaders and innovators in their industry. They enjoy high levels of engage-
ment and customer and employee loyalty. 
 
In the early 1980s, in an effort to answer the question, “Why should someone do business with me 
versus anyone I compete with?” Keith determined the answer should be, “Because we have the best 
customer service.”  That’s what everyone says, right?  But Keith really delivers, and in fact, has made 
it his professional crusade to educate and provide strategies to keep independent businesspeople ahead 
of the competition. If you would like to learn more about how to train your Team to provide World 
Class, Exceptional, Out-Nordstrom Nordstrom Customer Service, check out www.KeithLee.com. ※ 

What I’m Reading… 
 

NOW 
The Penitent One by Brian Shea 

 
RECENTLY 

Firewall by Andrew Watts 
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