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The economy continues to show positive indications of light at the end of the tun-
nel, with occasional climbs and dips, making the fiscal landscape in the Valley as
complex a discussion as ever.  To provide an overview of what it all means, what
we can expect next, and how best to work with your accounting firm, the San

Fernando Valley Business Journal turned to some of the leading accountants in the region.
These experts share their assessments regarding the current state of business accounting and
the various trends that they have been observing, and in some cases, helping to drive.  Below is
a series of questions the Business Journal posed to these financial stewards of the Valley and the
unique responses they provided – offering a glimpse into the state of business accounting in
2014 – from the perspectives of those in the trenches delivering financial advice and leadership
to the businesses of our unique region today.
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◆ The estate tax rules have become per-
manent and the lifetime exemption is now
$5 million. How has this changed how
you approach estate planning?

VAN DER WEL: The estate tax rules are “perma-
nent,” but there’s no guarantee the laws won’t
change s a result of congressional action. There-
fore, much of the same planning that was done
in 2012 still makes sense today. The exemption is
$5 million per person and $10 million per couple
(adjusting for inflation each year), and significant
wealth can be transferred to loved ones now.
However, since this could be a significant percent-
age of a couple’s wealth, the clients need to make
sure they’re not giving away too much. We have
a lot more clients doing financial plans, prior to
gifting, to make sure they can truly afford to give
away the amount and assets they’d like. The first
priority should be taking care of themselves dur-
ing their life, before gifting to others.

◆ How has the increase in income tax
rates and the new 3.8% net investment
income tax changed income tax planning
for your clients?

GREY: The increase in net investment income
tax has created the need to provide a higher
level of planning to minimize the impact of this
tax. If a client fits into the correct fact pattern,
they will be able to reduce or eliminate this
impact of the tax.

VAN DER WEL: It’s made us take a look at not
only the normal planning ideas but also at the
way the client is investing and what they’re
investing in. This may mean looking at real
estate holdings and grouping of rental properties
but also taking another look at tax-exempt
investments. Increased rates mean the return on
a tax-exempt bond may be more enticing when
the tax rates are higher. It may also mean look-
ing at the business activities to determine
whether the owner ought to be more active in

the business. The current planning requires us to
know the client very well and what shifts make
sense to help reduce net investment income. 

◆ How is the location of a CPA’s firm
office relevant to the decision to work
with them? (i.e. Do you anticipate or need
to have face-to-face meetings or do you
prefer to communicate remotely via web
conference, email, etc.?) 

ARUTTI: With the advances in technology we
have seen over the years, there has been a grad-
ual decrease in the number of clients that visit
our office each year. In fact, some clients have
never been to our office. Although it could also
be a function of how busy our clients are, staying
connected to our clients is what matters the
most regardless of where we are.  

VAN DER WEL: For us, it’s always important to be
in front of our clients—to meet them face to face
and build a personal relationship with them. But
that doesn’t mean they need us to be convenient-
ly located for them. In fact, it’s just the opposite.
The trend of the past five years has been that
clients rarely come to our offices; we travel to our
clients’ locations. And they’re located across the
Los Angeles basin. So the issue for us isn’t
whether our clients can commute to our offices;
it’s whether our professionals can quickly get to
their clients’ offices. That’s one of the key reasons
we have locations in both West LA and the
Valley. Technology (e-mail, Web conferencing,
and so on) is changing the in-person paradigm,
but it’s not there yet in terms of adoption, espe-
cially for the older generation of business owners.

◆ Is bigger better? How does the size of a
firm impact clients? 

VAN DER WEL: I don’t think bigger is necessarily
better. It’s more about quality than quantity.
Obviously, you want to be big enough so that

you can provide strong resources to your clients
and more opportunities for your people to
advance their careers. But it’s more important to
be broader than simply larger—to be able to pro-
vide more services that our clients need to help
their businesses run and grow. It’s more about
bringing people on who can add different servic-
es rather than bringing people on just to make a
team bigger. You have to add the right people.

ARUTTI: The size of our firm of about 25 people
works very well for our clients. We are big
enough to provide most services that our clients
need, but yet small enough to provide personal
attention and custom services to each client.

SACHS: Bigger isn’t necessarily better. But it cer-
tainly can be better. Especially when it comes to
a firm’s ability to deliver the broad and deep
resources and skills needed to most effectively
service its clients. CohnReznick is a great exam-
ple of this. Before combining in 2012, our two
previous firms, JH Cohn and Reznick Group,
each saw that our clients’ needs were evolving in
many different ways. Some clients were moving
toward national and international expansion.
Others were involved with complex mergers and
acquisitions, seeking an infusion of capital, or
finding that they could benefit from a tax stand-
point by leveraging a federal or state tax credit
program. Both firms determined it was strategic
to continue to evolve, and to get bigger, in order
to keep up with the increasing needs of their
clients. Our firms combined, got bigger, and for
many reasons, we absolutely got better. As a larg-
er firm, we are now able to provide our clients
with much deeper technical resources and broad-
er industry expertise. We have now put fully
integrated audit, tax, and consulting teams across
the country to work on their businesses. Locally,
we continue to work on a personal basis with an
intimate knowledge of our clients. We now oper-
ate from a more robust platform that enables us
to bring additional value and solutions. On its
own, bigger isn’t better. Better is better. And we
achieved that.
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‘It’s always important to be in front of
our clients—to meet them face to face
and build a personal relationship with
them. But that doesn’t mean they need
us to be conveniently located for them.
In fact, it’s just the opposite. The trend
of the past five years has been that
clients rarely come to our offices; we
travel to our clients’ locations.
TODD VAN DER WEL

‘As a larger firm, we are now able to
provide our clients with much deeper
technical resources and broader industry
expertise. We have now put fully
integrated audit, tax, and consulting
teams across the country to work on
their businesses. Locally, we continue
to work on a personal basis with an
intimate knowledge of our clients.’
SCOTT M. SACHS
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What does
CohnReznick
 think?

cohnreznick.com/thinkCohnReznick is an independent
member of Nexia International

To survive and thrive in today’s challenging business
world, you need more than technical accounting
expertise. You need industry insight and transformative
advice that guides your business forward. Find out what
CohnReznick thinks at CohnReznick.com/think.

For more information, call Scott Sachs, CPA, Managing
Partner—Southern California, at 818.205.2600.

CohnReznick. Where forward thinking creates results.

— Businessweek
© 2013 Bloomberg L.P. All Rights Reserved. 8/30/13
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◆ Do your clients rely on their CPA firm
to provide recommendations of trusted
advisors in other service areas? As an
example, the relationships the CPA firm
has with their network of trusted advisors
can become more important than the tra-
ditional needs to some business owners. 

VAN DER WEL: Yes. When your clients view you
as a trusted advisor, they’re going to look to you
for recommendations for other service providers.
Because if we’re providing the type of service our
clients rely on, they know we’re going to be
attracting other quality service providers in our
sphere of influence. Our clients trust us, and they
want to know whom we trust.

GREY: Clients rely on their trusted advisor signifi-
cantly more than they have in the past.
Accountants provided historical financial state-
ments, did tax returns and other types of compli-
ance matters for companies. Most companies
determined that it’s good to know what hap-
pened in the past but impacting the future is the
key to success. A trusted advisor is proactively
interacting with the company on myriad areas
that are not only about historical accounting
issues. We are advising on increasing their prof-
itability, advising on consolidation, increased
efficiencies, utilization of technology to reduce
cost and increase the speed of processing, advis-
ing on sales and marketing programs and devel-
oping effective reporting to monitor the perform-
ance, assisting with obtaining new and expanded
financing, handling human resources matters,
overseeing lawyers to control the legal cost, plan-
ning for their succession for the future, making
sure that their estates are planned in the most
effective ways to reduce tax and protect their
assets for many generations to come.  This is a
partial list of some of the proactive trusted advi-
sor roles that have developed from the evolution
of the conventional accountant.

ARUTTI: As clients grow, their needs change and

become more diverse depending on where they
are at in their life cycle. Clients often turn to
their CPAs first for advice. The CPA continues to
be the “trusted advisor” that clients rely on for
references to other professionals in the commu-
nity like attorneys, real estate professionals,
insurance brokers and investment advisors. 

◆ How have you been handling health-
care and consulting your clients in light
of the current developments in connection
with the Affordable Health Care Act? 

SACHS: The Affordable Care Act (ACA) has put
the country’s healthcare system into an unprece-
dented state of change – both for healthcare
providers and for businesses in general. On the
healthcare side, providers are coping with much
more rigorous regulatory requirements as well as
changing reimbursement rates. Given this, we
are advising our healthcare clients on the finan-
cial impact of the taxes, fees and penalties associ-
ated with the ACA restructuring their current
employee benefit programs to minimize impact
while maximizing competitiveness, transitioning
to new payment and funding methodologies,
helping them modify their financial manage-
ment systems, and working with them to signifi-
cantly improve their compliance and reporting
procedures. Our advice to non-healthcare clients
on ACA compliance is pretty straightforward. Do
your homework on the various options available
to employees under ACA, survey your employees
to gain a level of expected healthcare plan partic-
ipation, and then analyze the numbers as they
impact your bottom line. We believe that incor-
porating these simple action items can help
employers make proactive decisions on how to
best control their health insurance costs.

ARUTTI: Many of our clients previously offered
health insurance to their employees and are see-
ing rising premiums and deductibles. Some are
considering sponsoring less than 100% of the
premiums for their employees, and seeking refer-

rals for new health insurance brokers to shop
their health plan around.  Those businesses that
did not previously offer health insurance to their
employees are considering paying the penalty
because it will be less than the cost to fund the
insurance.

◆ How are your clients balancing the
importance of providing strong earnings
for banking needs versus reducing the
amount of tax paid to the Federal and
State governments? 

GREY: The issue of balancing taxable income and
earnings as reported under Generally Accepted
Accounting Principles (“GAAP”) has been a prob-
lem facing clients for as long as they have been
paying taxes. The typical scenario is that the client
tries to reduce their taxable income in order to pay
less Federal and state taxes; however they normal-
ly sacrifice their earnings as reported in their
financial statements, which are typically provided
to lenders. The reduced earnings result in smaller
loans that impede the company’s ability to grow.
We have developed effective strategies to separate
the company’s tax planning from their financial
statement reporting, enabling the company to
report its earnings under GAAP. This process
results in the bank receiving financials that are
fairly stated and the taxing authorities receive
returns with minimal tax due. The process is com-
plex and beyond the scope of this discussion. 

ARUTTI: This is a common dilemma among busi-
ness clients especially with today’s strict guide-
lines used by the banks to lend. We usually bal-
ance out strong earnings with tax credits and tax
deductions that do not affect financial state-
ments. As a result, the clients are able to show
strong earnings on their financial statements,
while keeping their taxes to a minimum. There
are a number of Federal and State tax credits and
tax deductions that most business can qualify for.
Some of the examples are the Research Tax

Continued from page 24

ACCOUNTING ROUNDTABLE

➼28

‘We usually balance out strong earnings
with tax credits and tax deductions that
do not affect financial statements. As a
result, the clients are able to show strong
earnings on their financial statements,
while keeping their taxes to a minimum.
There are a number of Federal and
State tax credits and tax deductions
that most business can qualify for.’
STAN ARUTTI

‘We have developed effective strategies
to separate the company’s tax planning
from their financial statement
reporting, enabling the company to
report its earnings under GAAP. This
process results in the bank receiving
financials that are fairly stated and the
taxing authorities receive returns with
minimal tax due.’
DREW GREY
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Assurance 

Tax

Consulting 

Risk Managment 

Transaction Services 

Wealth Services 

Acumen. Agility. Answers.

Smart business owners nationwide know the right 

advisor doesn’t only solve their tax and assurance 

challenges—but also helps reduce risk, structure 

transactions, and build and manage wealth. 

We provide integrated, value-added services to

companies in over 33 industries. Discover how we 

can put a century of experience to work for you.

We bend over 
backward. To help 
you move your
business forward.

(310) 477-0450   WWW.MOSSADAMS.COM

Assurance, tax, and consulting services offered through Moss Adams LLP. Investment advisory 
and personal financial planning services offered through Moss Adams Wealth Advisors LLC.
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Continued from page 26

Credit, Cost Segregation and using accelerated
depreciation methods for tax purposes. 

VAN DER WEL: Especially for private companies set
up as S corporations or some other kind of flow-
through entity, there’s always that desire to reduce
taxable income in some way. But I think good
companies—good CFOs—know how to balance
that in an appropriate manner. They can meet
their banking needs and continue growing while
at the same time look to their advisors to help
them reduce their tax burden. Paying tax in and
of itself isn’t a bad thing—it means you’re making
money. And it’s important to remember that
banks aren’t looking just at earnings but also at
overall structure: how much equity is in the com-
pany, how stable it’s been, how many years it’s
been in business. A good CFO will manage those
covenant issues, and a good bank will team with
them to make sure they’re all on the same page.

◆ Have your clients considered leaving
the Los Angeles area or the State of
California? Why or why not?

VAN DER WEL: Absolutely. A number of our
clients have moved to Texas and Nevada to
reduce their individual and corporate tax burden.
And if you look at highly compensated individu-
als in a corporate structure or a flow-through
entity, their personal income tax burden has
grown dramatically, so they’re looking at transac-
tion or at exit activity in the next 10 years. It
makes a lot of sense for them to relocate to a
place like Texas, where you don’t have an indi-
vidual state income tax and you have a lower
corporate burden. The second piece of it is that
the operating environment in California is
becoming more and more burdensome. It’s a
very litigious environment, and it’s difficult to
manage your workforce in a place that’s very pro
employee versus pro business.

GREY: The decision to leave Los Angeles and the

State of California is often considered and evalu-
ated by clients. The City of Los Angeles has a
high business license tax that many other con-
tiguous cities do not. If a company does not need
to be in the City of Los Angeles and can effec-
tively operate in a municipality that has a low
cost of doing business then this should be con-
sidered. The appropriate labor pool may be better
or worse in various outlying areas. The ease of
permits and licensing for certain industries is also
easier to obtain outside of LA. The State of
California is another matter entirely. The cost of
doing business in California has increased due to
regulatory fees and particularly the state income
tax rates. The California maximum individual
rate for taxable income over $1M is 13.3% which
is significantly higher than many states and is
often not deductible for Federal tax purposes due
to limitations. Many companies have been
tempted to relocate to tax friendly states and
those states and municipalities provide tax incen-
tives that reduce the cost of operating. Further-
more, the regulatory scrutiny such as environ-
mental, zoning and other areas can provide large
benefits. The impediment for many companies is
that the principal employees and owners live in
California and do not want to formally relocate.
The Franchise Tax Board is very aggressive in try-
ing to tax individuals and companies on their
worldwide income based on rules that favor the
State. In many circumstances, the owners are not
willing to take all the necessary steps to avoid
California taxation.

◆ How are you handling the regulatory
issues associated with running a business
in LA County?

VAN DER WEL: Very carefully! We’re pretty con-
servative in how we handle our employee poli-
cies and procedures. This goes hand in hand
with our approach to overall firm safety—a prior-
ity with any accounting firm. We’re also cog-
nizant that when we open offices there are addi-

tional tax burdens that come into play just by
opening an office in LA County. So we have to
look at all those issues when we make business
decisions.

◆ What unique marketing programs have
you implemented to grow your business? 

SACHS: We host The Financial Managers Learn-
ing Forum (FMLF), an educational platform
designed specifically for CFOs and financial man-
agers to help them keep up with changing regu-
lations, emerging trends, and financial best prac-
tices. The program offers CPE-accredited courses
for attendees, as well as an ideal forum for net-
working with peers. In recent years, the program
has been expanded to content for business own-
ers, CEOs, COOs, and board members of public
and private companies and not-for-profits, grow-
ing to more than 3,000 attendees nationwide.
Courses are offered in the spring and fall each
year and attendees also get access to our full
library of thought leadership and alerts. I am not
aware of any other program this robust within
our industry. In addition to helping financial
leaders broaden their knowledge, it offers us a
unique way to strengthen relationships with our
clients and to attract potential new clients to
CohnReznick.

ARUTTI: Our firm has implemented a networking
group for professionals with up to seven years of
experience for businesses within the San
Fernando Valley.  The popular networking groups
out there are designed only for the seasoned pro-
fessional and do not provide opportunities for
the rising stars seeking to network.  These are our
future Rainmakers.

VAN DER WEL: Private equity has become a signif-
icant component of the business environment.
They’ve taken ownership stakes in many busi-
nesses in California and across the nation, which
represents a big change over the past five years.
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‘There’s always that desire to reduce tax-
able income in some way. But I think
good companies – good CFOs – know
how to balance that in an appropriate
manner. They can meet their banking
needs and continue growing while at
the same time look to their advisors to
help them reduce their tax burden.
Paying tax in and of itself isn’t a bad
thing – it means you’re making money.’
TODD VAN DER WEL

‘The decision to leave Los Angeles and
the State of California is often consid-
ered and evaluated by clients. The City
of Los Angeles has a high business
license tax that many other contiguous
cities do not. If a company does not need
to be in the City of Los Angeles and can
effectively operate in a municipality that
has a low cost of doing business then
this should be considered.’
DREW GREY
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SRG ADVANTAGE™
Some clients see us as excellent CPAs who are trusted business
advisors. Others see us as trusted business advisors who happen
to be great accountants. Either way, SRG is a unique team of
professionals with one goal in mind: helping clients plan for and
achieve their financial goals. We call it the SRG Advantage™.

We find ways to reduce taxes without impacting the financial
statement income and transfer of wealth, thereby, reducing
estate taxes and protecting assets from creditors as a result of
the proper structure. We strive to increase our clients’ net
worth by retaining more cash to invest.

Whether you are a successful individual, a growing company
or a large and established corporation, let us show you how
the SRG Advantage™ can help provide the financial solutions
and strategies you need.

Strategies. Solutions. Success.™

Certified Public Accountants � Strategic Business Consultants
16633 Ventura Blvd., Sixth Floor � Encino, CA 91436 � 818.995.0090 � www.srgcpas.com

“Your
business is
more than
just numbers.

That’s why
we’re more
than just
accountants.”
Drew Grey, CPA
Partner, SRG, LLP

PRACTICE AREAS

� Tax Planning & Strategies

� Tax Compliance & Controversy

� Audits & Assurance

� Strategic Business Consulting
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Continued from page 28
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So we’re marketing more to those firms not just
locally but also nationally.

◆ Have you expanded your business to
other countries?

GREY: International trade has been increasing
over last few decades and many companies have
not been able to obtain the full advantages of
developing effective trade throughout the world.
There are many barriers to entry, cost and time
commitments that companies have decided not
to pursue. We have developed effective relation-
ships with international distributors that will
handle the regulatory approvals, market testing,
price testing and distribution to enable compa-
nies to export their products and/or technology
thereby increasing their bottom line without any
additional cost or time commitments. As the
world economy grows and integrates companies
that have suitable products and/or technologies
need to act upon these untapped opportunities.

VAN DER WEL: The vast majority of our opportu-
nities with new and existing clients include some
type of international operations, whether they’re
sourcing products or selling products to foreign
countries or opening manufacturing facilities in
those countries. The marketplace has driven us to
have international capabilities, so we’ve been
very active in Praxity, an international alliance of
independent accounting firms that operates in
more than 95 countries and territories around
the globe. This gives our clients access to trusted
in-country resources in the major overseas mar-
kets where they conduct business.

◆ Is your lender providing you the
amount of funding required to run and
grow your business?

GREY: Most companies that are growing are
faced with inadequate credit facilities, which
impede their ability to grow their company.
There is an abundance of money to lend and the
financial institutions have a strong desire to lend
these funds to enhance their bottom line.
However, the banks are faced with increased reg-
ulatory scrutiny and have to constantly balance
their need for increasing their profits and satisfy-
ing the regulatory and credit requirements.  We
understand these challenges and have identified
several strategies to provide enhanced financial
reporting utilizing the accounting rules and tax
laws to our client’s advantage.  We develop sup-
portable reporting positions for the financial
statements and tax returns that enable our

clients to increase their lending facilities without
the cost of paying more taxes.  

◆ What are the obstacles that impede the
growth of your client’s businesses? 

ARUTTI: Clients speak of tax regulations, Workers
Comp and Health Insurance as obstacles with reg-
ulations that don’t favor growth of small business.

◆ How should companies evaluate the
effectiveness of their accounting firm?

SACHS: In two words: proactive advice. An ac-
counting firm is most effective for its clients if it’s
constantly thinking ahead. For example, an advi-
sor shouldn’t be helping a client respond to a
change in the tax code. Instead, the advisor would
have known the tax code change was a possibility,
would have already advised the client on the
pending change, its potential impact on the
client’s business, and how to proceed accordingly.
This allows the client to be ahead of the game well
before the change is even enacted. As the U.S.
continues to dig itself out of the recession,
accounting firms need to respond with forward
thinking advice to help their clients make the
most of an improving economy. The ability to
demonstrate proactive thinking on many different
levels is what separates accountants who are trust-
ed business advisors to their clients from those
who are merely viewed as numbers crunchers.

VAN DER WEL: If you can look at your account-
ing firm as part of your team—there to help your
business grow and develop—then you know it’s
being effective. Your accounting firm should be
on that very short list of people you call for
advice—when there’s a transaction, a change in
the business, or another event. If your firm isn’t
on that very short list, it might be time to look
for another accounting firm.

GREY: It is difficult for most companies to evalu-
ate the effectiveness of an accounting firm
because they are not aware of the quality sup-
porting their financial statements, attest reports,
tax returns and other compliance matters.
Typically, clients see bills for services and normal-
ly think they are too high and realize there is a
cost for obtaining the service and the larger the
firm the larger the bill.  If clients view services as
a commodity then they can always find account-
ing firms for less. Clients should ask “what valu-
able advice has my accountant provided to me to
reduce my taxes, reduce estate taxes, protect my
assets, consider the profitability and efficiencies

of my business and to discuss my short term and
long term goals in order to develop strategies to
achieve these goals?”  If these questions are not
being provided then the effectiveness of the firm
is questionable.

◆ As a trusted advisor, what are you
doing differently today, to provide addi-
tional value to your clients?

GREY: As a trusted advisor, our role with our
clients has changed dramatically.  Accountants
provided historical financial statements, did tax
returns and other types of compliance matters
for companies.  Most companies determined that
it’s good to know what happened in the past but
impacting the future is the key to success.  A
trusted advisor is proactively interacting with the
company on myriad areas that are not only
about historical accounting issues.  We are advis-
ing on increasing their profitability, advising on
consolidation, increased efficiencies, and utiliza-
tion of technology to reduce cost and increase
the speed of processing. In addition, a trusted
advisor is advising on the sales and marketing
programs and developing effective reporting to
monitor performance, assisting with obtaining
new and expanded financing, handling human
resources matters, overseeing lawyers to control
the legal cost, planning for their succession for
the future, making sure that their estates are
planned in the most effective ways to reduce tax
and protect their assets for many generations to
come.  This is a partial list of the proactive trust-
ed advisor roles that have developed from the
evolution of the conventional accountant.

SACHS: We have expanded our consultative
depth and skills well beyond the traditional areas
of audit and tax. We are doing more for our
clients in technology and other arenas through
services most people would never associate with
an accounting firm. In addition to audits, tax
compliance, and other advisory services, we are
now adding value by conducting computer secu-
rity and IT application controls reviews, provid-
ing data analysis through computer-aided audit
techniques (CAATs), and implementing Qlikview
management dashboards to gather and manage
business intelligence.  We continue to help our
clients with their risk management by assessing
their insurance coverage and value for premiums,
as well as helping them design compensation
and retirement plans that are strategic and effec-
tive for executives and owners.  And we help our
clients navigate other legislative changes that
impact their businesses such as the Affordable
Care Act.  Many firms can provide audit and tax

‘An accounting firm is most effective for its clients if it’s
constantly thinking ahead. For example, an advisor
shouldn’t be helping a client respond to a change in the
tax code. Instead, the advisor would have known the tax
code change was a possibility, would have already advised
the client on the pending change, its potential impact on
the client’s business, and how to proceed accordingly.’ 
SCOTT M. SACHS
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21700 Oxnard Street, Suite 850, Woodland Hills, California, 91367
818.854.6100  |  gishSEIDEN.com

Accounting for the past, planning for the future.

Since 1942, our accountants have counseled medium- and

meeting our clients’ needs and exceeding their expectations.
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The California State University, Northridge Master of
Science in Taxation Program Prepares Professionals
for Career Advancement

Program Features:

� Skills-based focus: Students learn highly specialized writing and research skills.

� Convenient scheduling: Classes are scheduled one evening per week and one Saturday per month. 
No classes are held prior to October, April and September tax deadlines.

� Practitioner-faculty: Courses are taught by leading practitioners in the field.

� Cohort format: Students proceed through the program as a group; enrollment in each class is guaranteed. 

� Practice-oriented: The program complies with California’s new 150-hour requirement for CPA licensure. 
In addition, courses integrate theory and practice (e.g., through the Bookstein Tax Clinic and the Tax 
Development Journal).

� Accredited Program: The tax program is offered through the College of Business and Economics, which is accredited by the leading business school 
accrediting agency, the Association to Advance Collegiate Schools of Business (AACSB).

To Learn More
College of Business and Economics
(818) 677-3952
mstaxation@csun.edu
http://tax.csun.edu

MASTER OF SCIENCE in TAXATION
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compliance services.  We believe true additional
value is generated when we find ways to help our
clients improve their operations: growing rev-
enues, streamlining operations, reducing expens-
es and improving margins.

◆ How has the use of technology impact-
ed how your clients run their business –
are they willing to make the investment
in this economy?

VAN DER WEL: It’s not whether they’re willing—
they have to remain competitive. They’re looking
for technology to help them gain an edge in the
marketplace to sell more of their product and

open different lines of business. Those that are just
doing things they’ve done historically just to
maintain their business without investing in tech-
nology are falling behind. Even during the down-
turn, technology was pretty high on people’s list
just to make sure they didn’t get behind. They
weren’t going after riskier technologies that per-
haps weren’t quite as developed as others, but
they were investing in technology products and
services that were necessary to keep their business-
es running. After the recession they were more
comfortable being on the forefront of technology.

◆ How do you keep up to date on issues
that impact your clients? 

ARUTTI: Read. We subscribe to several publica-
tions for tax law and accounting changes, but
most importantly we subscribe to trade journal
in our clients’ industries. This helps us under-
stand our clients’ industry challenges and oppor-
tunities and helps us provide consulting services
that truly benefit our clients. We also find the
San Fernando Valley Business Journal very help-
ful because it provides great insights to the busi-
ness landscape around San Fernando Valley.

VAN DER WEL: We do a lot of research, staying
abreast of macroeconomic conditions as well as in-
dustry-specific issues. We’re also members of indus-
try organizations, and we do a great deal of indus-
try-specific internal training and development.

ACCOUNTING ROUNDTABLE

Continued from page 30

‘All CPA firms can prepare a tax return and an accurate
financial statement. Today, businesses need more from a
firm than compliance work to remain competitive. Our
clients look to us to provide guidance in growing their
businesses and helping them become successful. Under-
standing and satisfying a client's need is the best formula
for creating a successful and valuable relationship.’
STAN ARUTTI
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CALL  FOR NOMINATIONS

The Los Angeles Business Journal is proud to announce the 2014 Healthcare Leadership Awards. We are accepting nomi-
nations for individuals and organizations that have made strides in helping Angelenos receive better healthcare. In 
order for patients to receive superior care, all parts of the organization must be operating efficiently and effectively. We will recog-
nize leaders that make an impact to both lines: those leading the frontlines of healthcare and those protecting the bottom lines.  

Nomination Deadline: 
Friday, February 28, 2014

For more information, please visit 
www.labusinessjournal.com/bizevents or contact 
Breanne Kamai at 323.549.5225 ext. 203.

2014 AWARD CATEGORIES
Organization Awards:
Community Clinic
Community Outreach Program
Hospital/Medical Center
Institutional/Educational Program
Safety Net Provider

Individual Awards:
Hospital CEO
Hospital Executive
(CMO, CNO, CRO, etc)

Insurance CEO
Medical Group CEO
Healthcare Manager
Research Executive
Lifetime Achievement

PRESENTING SPONSOR:

HEALTHCARE

AWARDS

LEADERSHIP

GOLD SPONSORS:

Parker Brown Inc.
USI of Southern California Insurance Services, Inc.
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SACHS: CohnReznick is aligned by industry sec-
tor. It is incumbent upon our professionals who
are working in a specified industry to become
“experts” in the issues, challenges, and opportu-
nities that affect that industry. So, how do we
do that? First, our industry professionals
become members of professional organizations
and associations serving their industries. This
allows them to have meaningful interaction
with key industry leaders to learn about, and
discuss, critical issues. This helps to keep us on
the cutting edge of industry issues. Our profes-
sionals also sit on editorial boards of leading
industry publications such as Affordable
Housing Finance, and they contribute articles
and help to set editorial policy. Inside our firm,
our industry teams meet regularly on a both a
local and national basis to train, collaborate and
share knowledge to ensure all team members
are armed with the latest insights to serve their
clients. Finally, as a firm CohnReznick is com-
mitted to ongoing professional development
and Continuing Professional Education (CPE).
Our people are required to earn CPE credits and
do so by attending industry conferences, educa-
tional seminars, and other forums that specifi-
cally discuss the major issues impacting our
clients in numerous industries.

◆ What keeps your clients up at night? 

VAN DER WEL: The economy—still. I’m not sure
everyone buys into the notion that the economy
is healthy again. And regulation. Our clients
don’t stay awake over things they can control.
It’s the things they can’t control—the debt,
health care reform, and how the government is
operating—that keep them up at night.

ARUTTI: Some say the “rich get richer” and the
“poor get poorer.” Our wealthy individual clients
complain about how much extra tax they pay
because of Prop 30 and the less fortunate clients
talk about their kids and grandkids still living at
home because they have lost their job.

SFVBJ: What is the best formula for cre-
ating a successful and valuable relation-
ship between you and you client? 

VAN DER WEL: Communication. In our business,
you have to build a relationship with your
clients-one built on trust. You have to be able to
get the whole story and understand what their
challenges are. It has to be an honest dialogue
about what they need. We're not out to try to
just sell them things. Rather, we want to help
their business grow and for them to become
stronger in the marketplace. It's about helping
them meet their objectives, not ours. We're suc-
cessful when they're successful.

ARUTTI: All CPA firms can prepare a tax return
and an accurate financial statement. Today, busi-
nesses need more from a firm than compliance
work to remain competitive. Our clients look to
us to provide guidance in growing their business-
es and helping them become successful. Under-
standing and satisfying a client's need is the best
formula for creating a successful and valuable
relationship. It is very important to "check in"
with your client, on a regular basis, to make sure
their expectations are being met.

GREY: The best formula for creating a successful
relationship is to constantly find areas to create
value for your clients. When a client receives a

bill for services they need to know how much
you have helped them. Besides receiving, expect-
ing and appreciating value they appreciate
immediate responses to their needs. The faster
the client has the answer, the solution and value
the happier and more appreciative they will be
towards your firm.

SACHS: The foundation of a successful and valu-
able relationship is proactive and transparent com-
munication. I have found that the best relation-
ships we have with our clients - the ones that pros-
per over years and even decades - are the ones that
are founded on open, honest, and ongoing com-
munication. That communication needs to be a
two way street. To best service our clients, our
clients need to continually advise us of the many
changes happening with their businesses and
strategies. Even a slight change in a company's
operational structure or growth objectives can have
major tax implications or trigger a change in
reporting requirements. One of the ways we
achieve this is to proactively reach out to our
clients on a regular basis to ensure we maintain a
continuous dialogue throughout each year. The
more thoroughly we understand our clients' busi-
ness and goals, the better poised we are to advise
them on a myriad of issues ranging from legislative
or tax code changes to general business guidance
that leads to revenue growth and increased profits.
When we stay a step ahead and bring ideas and
critical insight to our clients, we earn trust and
respect and our relationships blossom. In addition
to direct one-on-one discussions and collaboration,
we communicate and provide insight to our clients
through increased thought leadership efforts in
areas that include industry events and roundtables,
white papers, e-newsletters, industry reports, and
ongoing tax and accounting alerts.

ACCOUNTING ROUNDTABLE
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