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Looking to the next 12 months

On the whole, remote working has been largely successful. But can accountants (or we) keep 
it up? 

Few amongst us will disagree it will be difficult. Businesses in the UK are in for a rough ride, 
and will be leaning on their accountants heavily in the upcoming months as they navigate 
potentially tough trading times. The ripple effect will be felt by accountancy firms. 

We wanted to know how the accounting profession plans to chart these waters - by either 
pursuing new revenue streams, cutting their costs, or focusing their efforts on maintaining 
their client status quo. 

These are the results of our survey of 250 senior decision makers from UK accountancy firms. 

The principal message received was that improving client service is high on the agenda.  
But firms are also keen to explore new ways to grow their client base and protect  
their bottom line through cutting costs. This is understandable in the wake of the past 12 
months’ circumstances. 

We hope this report sheds light on the profession’s focus in the upcoming year, and provides 
you with insight into how you can approach this next year’s challenges. 

2020 caused accountancy firms to fast-forward changes 
to their working practices quicker than ever before.



About the data
Moneypenny commissioned a report conducted by 
Censuswide Consultants, who surveyed 250 senior 
decision makers within UK accounting firms with 50+ 
employees in December 2020. 

Unless otherwise stated, all graphs and statistics are 
sourced from Moneypenny. Clients and partners were 
also invited to provide viewpoints on the various findings 
throughout. Questions included single and multiple 
choice answer formats.



Moneypenny is the UK’s leading
Telephone Answering & Live Chat
provider to the finance industry

Trusted by hundreds of firms - including 8 of the Top 20.

Founded in 2000, we currently handle over 20 million calls and 
live chats for over 21,000 businesses each year. 

Accounting firms, including 8 of the Top 20 UK firms, work with 
Moneypenny to give their clients an experience like no other. 
Our call and live chat services help to create a first-class client 
journey, from first impression to long-standing relationships. 

We provide firms with:

 Outsourced Switchboard

 Video Concierge

 Telephone Answering

 Live Chat

We support the UK’s leading accountancy firms

Outsourced

Switchboard

24/7 outsourcing for  

your switchboard calls 

Video  
Concierge

Interactive visitor 

management using  

real people

2019

Telephone 
Answering  

A dedicated receptionist 

to look after calls as if 

based in your firm

Live Chat  

People & technology to 

manage web chats on 

your behalf



68%
of firms state they don’t 

answer all of their 
inbound calls

Strengthening existing 
client relationships is 

the highest priority for 
firms in 2021

29% 
of firms don’t consider  

their website to  
be important

⅔ 
of firms have an 

actionable plan to 
improve client service

Southern firms 
 are more focused on 
creating cost savings 
than northern firms

38% 
of chats to accounting 
firms result in a new 

enquiry

Of firms looking 
at cutting costs, 

39% 

plan to reduce 
headcount

Key takeaways
from the survey



Key priorities
for firms

Priorities for firms in 2021:

Strengthening relationships with 
existing clients is the main priority 
for most firms. Not surprising 
given the circumstances.

Covid-19 has disrupted even the most stable 
business. Accounting firms are not immune 
to this as they grapple with their clients’ 
businesses failing, cost cutting, reduced team 
sizes and tech adoption.

Predictably, cutting costs is the second 
highest priority as firms look to streamline 
overheads and protect their bottom line in 
the face of potentially reduced client fees.

Driving growth is still a high priority for 
a quarter of firms but this likely would 
have been significantly higher, had we not 
suffered a global pandemic and the worst 
economic upset in 100 years. 

Whatever the priority, this is a tough time for 
accounting firms and as ever, the best, most 
nimble, forward thinking firms will triumph.

38%
Strengthening relationships 

with existing clients to 
protect their revenue

32%
Creating cost savings 

across their firm

24%
Driving growth  
via new clients

6%
Don't have any key 
priorities for their 

 firm in 2021



We ensure that we remain a 
trusted advisor, through the 

good times and bad.

Jennie Sanders

The most notable variation in the key priorities 
data came from the larger cohort of firms.

Those with 500+ employees were almost twice as likely 
to list strengthening relations with existing clients 
compared to a smaller firm. It is also interesting to 
note that cost cutting and driving new clients were 
both below 10% too.

Larger firms are more  
focused on existing clients

Strengthening 
relationships 
with existing 

clients to 
protect their 

revenue

0%

20%

40%

60%

The priorities of firms  
with 500+ employees:

Creating 
cost 

savings 
across 

their firm

Driving 
growth  
via new 
clients

Don't have 
any key 

priorities 
for their 
firm in 
2021

We talked to Jennie Sanders, Head 
of Marketing at UK 200 firm, Dains 
Accountants, to understand why.

“At the beginning of the pandemic in 
particular, our focus was very much on 
strengthening relationships with existing 
clients. Businesses were facing the unknown 
and needed more support than ever.

“With every new announcement, it’s our 
responsibility to ensure clients can access 
all the information they require in a timely 
manner and then continue to support them 
by keeping an open dialogue. We helped our 
clients decipher government guidance – and 
take onboard what they need to and not get 
bogged down in the detail."



The firms most focused on strengthening client relationships are in the northern 
regions, Scotland and Wales. Although firms in Yorkshire and the Humber are more 
focused on growing via new clients (35%). Wales and the North East are also keen to 
grow their client base (35% and 37% respectively) more than any other regions.  
 

Accounting firms' priorities by region - North to South:

Firms who are strengthening  
client relationships

Strengthening relationships with existing clients to protect their revenue

Driving growth via new client

Creating cost savings across their firm

Don't have any key priorities for their firm in 2021

Scotland

0% 20% 40% 60%

North West

Yorkshire and 
the Humber

Wales

North East

West 
Midlands

Businesses that only hear from their advisor once or 

twice a year rate them poorly. But those that hear most 

frequently from their advisors are much more positive, 

with +18.9 Net Promoter Score for advisors that are in 

touch almost every week or two.

Client Experience: The Key to Practice Growth Report



The further south the region, the more likely an accountancy firm is prioritising cutting 
costs in the organisation. However, strengthening client relationships still featured 
highly in the survey results. 

 

Accounting firms' priorities by region - North to South:

Firms who are 
creating cost savings

East 
Midlands

South East

South West

Greater 
London

0% 20% 40% 60%

Strengthening relationships with existing clients to protect their revenue

Driving growth via new client

Creating cost savings across their firm

Don't have any key priorities for their firm in 2021



Firms delivering a better 
experience for clients

Why good client experience matters

"It seems like such a simple notion - give the best 
service possible. Yet so many businesses haven't 
quite mastered actually doing so. And that’s 
putting it mildly. There is a whole industry aimed 
at getting accountancy firms to put their clients 
first as people, not just their clients’ work. 

I do have hope that a corner is being turned this 
year. I’ve spoken to more managing partners than 
ever who are doing just that - taking physical steps 
to improve their client’s experience of their firm. 

It’s great to see. The fact that firms state they plan 
to take proactive client management steps, and 
quicken the speed they are addressed feels like a 
huge step in the right direction. 

The trick is to treat clients as people first. 
Something that is very quickly forgotten when 
dealing with their work. But humanising the people 
and business owners behind the numbers is felt by 
those who need it most. Your clients." 

Louise Wilson,  
Head of Finance Sector,  
Moneypenny

Will never try to deliver better experience for existing clients in any particular way

Increase proactive account management for clients

Offer complementary services to clients

Increase the speed with which clients' queries are handled

Introduce client-facing software

Improve the way in which inbound calls are answered and managed for existing clients

38%

38%

36%

35%

33%

2%

Given the majority of firms polled said they are putting their relationships with their 
existing clients under the spotlight, we wanted to know how exactly they plan to do this. 



Delivering a 
superior experience 
Martin Bissett, business advisor to accountancy firms,  
shares his expert advice on how to elevate client experience.

Business ownership, whether 
successful or struggling, is lonely. 

Call one client a day with no 
agenda other than to ask them 

how they’re doing. Two times out 
of ten - on average - this will lead 

to extra work orders.

The simplest client 
experience tip of all? 

Answer the client’s call 
on the second ring.

Client referrals are the diamond 
standard of all new client sources. 
Rather than asking for referrals, 

ask a client to boast about how well 
they’re doing with your help to a 

non-competitor of theirs. This way 
you go from asking for a referral to 

doing three people a favour.

Breaking news: your prospective clients don’t care 
about: 1. the letters after your name and 2. your 
service lines. They only care about how you are 

going to make their business and their life better, as 
a result of working with you. Which of these things 

can they learn about on your website and marketing 
communications?

A huge amount of processing 
work related to compliance 

can now be automated. Make 
sure you’re not charging 

clients for tasks performed 
manually that your 

competitors can automate.

So many firms promise a  
‘pre-year end meeting’ and so 
few actually deliver them. If 

you’re failing on that promise, 
don’t expect loyalty from your 

client to be a given.

The client experience you 
can offer for your Grade 

A prospects improves 
significantly when you divest 
yourself of Grade D clients.



The ways in which firms deliver better experiences for clients are notably different by the 
size of the practice. The largest firms’ focus for improving client experience was offering 
complimentary services for clients (47%) compared with 33% on average for all other sized 
firms. The large firms (250-500+) were also prioritising improving the way their inbound calls 
were answered for clients (47%), compared with 32% on average for the small firms surveyed.

 

How different sized firms approach improving client experience:

How delivering better experiences  
for clients varies by size of firm

50%

55 - 99 employees

Increase proactive account management for clients

Increase proactive account management for clients

Increase the speed with which clients' queries are handled

Increase the speed with which clients' queries are handled

Improve the way in which inbound calls are 
answered and managed for existing clients

Improve the way in which inbound calls are answered and 
managed for existing clients

Improve the way in which inbound calls are 
answered and managed for existing clients

Improve the way in which inbound calls are answered and 
managed for existing clients

Offer complementary services to clients

Offer complementary services to clients

Introduce client-facing software

Introduce client-facing software

100 - 249 employees

Increase proactive account management for clients

Increase proactive account management for clients

Increase the speed with which clients' queries are handled

Increase the speed with which clients' queries are handled

Offer complementary services to clients

Offer complementary services to clients

Introduce client-facing software

Introduce client-facing software

250 - 500 employees More than 500 employees

33%

48%

31%

47%

38%

30%

28%

40%

43%

37%

37%

20%

41%

33%

39%

33%

29%

33%

37%

47%



And how it varies by region

Increase proactive account management for clients

Improve the way in which inbound calls are answered and managed for existing clients

Increase the speed with which clients' queries are handled

Offer complementary services to clients

Introduce client-facing software

When we look at the results by region, we see that firms were quite evenly consistent with improving 
their inbound call management, suggesting that firms of every ilk recognise it is a straightforward 
and impactful change to make.

Wales and Scotland were the most focused on introducing client-facing software. London, the 
Midlands and Wales were leading with offering more services to their clients. 
 

How firms plan to improve their client service by region:

East 
Midlands

South East

South West

Greater 
London

0% 20% 40% 60%

Scotland

North West

Yorkshire and 
the Humber

Wales

North East

West Midlands



Two thirds of firms have an 
actionable plan to improve client service

It is encouraging to see two thirds of firms reported having a proactive plan 
which is designed to improve client service. 

Especially so, given that this was reported as the main priority for all firms in 
2021, so it's not just a pipedream, firms are putting it into practice too. 

Interestingly, smaller firms were most likely to have a plan in place with the 
100-249 employee category most likely at 68%. 53% of 500+ employee firms 
reported not having a plan for this.

26% 
No, we don't 
have a plan

7% 
Don't know

67% 
Yes, we do  
have a plan



It can be overwhelming when 
beginning an improvement plan. 
Just deciding where to start can be 
daunting. Here's our recommended 
checklist to create your own client 
service improvement plan.

Recognise your weak spots (& be honest). 
 
The areas your accountants grumble about indicate 
fragility. Do they complain about client phone 
calls? Do you lose a high number of clients during 
onboarding? Don’t tell yourself it’s the norm. It can 
be improved upon. These give you clues as to your 
weakest points.

Listen to customers. 

It’s an olden but golden rule. Your clients are the 
best people to tell you where to improve. Hold focus 
groups. Speak to trusted clients. Remember to listen. 
You will get more from these conversations than 
speculating where you yourself can improve your 
firm’s service. 

Write out your mission statement.
 
Draft a paragraph describing how you want a 
client to talk about your firm, e.g. "They're really 
forthcoming with advice and helped me double my 
revenue in two years." This will give you a focus.

Involve employees. 

Without staff, there is no firm. So if you’re making big 
service changes they have to be on board because 
they’ll be delivering the improved service. Ask them 
what they want to improve. 

Train people on service skills. 

You can always tell if a person has worked in service, 
even as a waiter in their teens. Being able to deal 
with customers is a unique and necessary skill. 
Online courses are available, as too are customer 
service coaches.

Set goals for service. 

Have a key account manager proactively call each 
client within one month. Make sure every call is 
answered without relying on voicemail. Whatever you 
choose, make it a tangible thing to measure.

Take affirmative action:Create an improvement plan:

How to begin a client service 
improvement plan

Lorraine, Moneypenny R
ec

ep
tio

ni
st



Firms are cutting costs in four ways
Just under a third of accountancy firms surveyed said cutting costs to the business was the 
primary focus of the next year. We explored exactly how they plan to achieve this. 

Reduce headcount 
through furlough 

or more permanent 
measures

Delay or pull 
capital expenditure 

investment

Introduce operation 
cost-saving initiatives 
across the business

Lean on outsourcing 
partners to deliver services 
more efficiently

Firms with

 500+ 
employees are 

 the least likely to 
reduce costs

Mid-sized firms 
(250-500 employees) 
are most likely 

 to reduce  
headcount Firms based in the  

South East, the North East 
and the East Midlands 

are most likely to lean on 
outsourcing partners to 

drive efficiencies

37%

39%34%

35%

65%  
of smaller firms  

(50-249 employees) are 
more likely to lean on 

outsourced partners to 
cut costs

Multiple choice question.



How outsourcing can help 
without compromising  
on quality
Mike Crook, Managing Director of PracticeWeb,  
growth marketing agency specialising in the  
accountancy profession. 

It’s a question many practices eventually come 
to ask. Accountancy firms, like many businesses, 
start off doing everything themselves. But being 
a jack-of-all-trades only gets you so far, and there 
comes a point when it makes more business-
sense to employ specialists in their field. A first 
port-of-call might be to hire directly into the 
practice, usually covering more jobs than one. 

But as you grow, you’ll want someone who is 
100% focused on the area in question. Take 
marketing as an example. It’s unlikely you want 
to hire a copywriter, graphic designer, marketer 
and a search engine optimisation specialist. 

The beauty of outsourcing your marketing is 
you get access to a whole range of different 
skills for the price of one-two permanent staff. 
For example at PracticeWeb we have over 20 
staff from marketers, editors, search engine 
specialists to designers. 

Even if you employ a marketer, they won’t have 
the range of skills and ability an agency has. Not 
to mention the time it frees up to outsource to 
a company. Who’s been there, done that and 
wears the scars to help you short cut mistakes 
and get straight to growth.

This is the point when outsourcing becomes 
the better option. The principal benefit of 
outsourcing means you get access to a whole 
range of different skills, paying only for the 
services you use. It can also give you a level 
of quality you may otherwise miss. Talking 
to outside experts is a good way to diagnose 
problems unnoticed by you.

In short, it allows you to tailor your service use to 
suit your needs, while you and your staff focus 
on the core business. You pay for what you need. 
If you need more support, you can work with 
your outsourced partner as necessary, giving you 
a staffing flexibility and economy of scale that 
doesn’t exist with in-house employees.

Why outsource? 

“The principal benefit of 
outsourcing means you get 
access to a whole range of 

different skills, paying only for 
the services you use.”

Mike Crook



How firms are approaching 
new client growth

16+20+21+22+21
33% Offer an incentive/

promotion

35% Increase marketing 
investment and activity

36% Increase sales/business 
development

36% Ask for referrals  
from existing clients

37% Increase awareness 
through social  
media and PR

As we can see from the above chart which covers all of our survey 
respondents, promotion methods are fairly evenly split. Three routes 
in particular account for over 60% of new client acquisition activity.

A quarter of accountancy firms are planning to grow their practices via new client revenue 
over the next year. We asked them what methods they plan to employ to achieve this.

Small to mid-size 
firms are more 

likely to invest in 
marketing than 

larger firms

17-21%
Only referrals are 
used consistently 
across all sizes at 

between 

But when we look at this by size of firm the picture changes somewhat:

Multiple choice question.

The larger firms (500+ 
employees) are less keen on 
spending more on marketing 

budgets and increasing activity 
to grow the firm at 10% vs. 

19% 50-250 employee and 25% 
for 251-499 employee firms, 

focusing instead on increasing 
sales/BD activity and offering 

incentives and offers

500+ firms are far less 
likely to use social and 

PR to drive awareness at 
13% vs. 21% for 50-250 
employee and 251-499 

employee firms



Track fluctuating demand daily: 

This past year has forced many businesses 
to manage massive volatility in new business 
demand. Practices can be divided into 
three types: Thriving, Surviving and Diving. 
Marketing teams in each business type  
need to act according to the underlying 
demand curve. 

Thriving practices should keep up with 
demand. Their marketing needs to be 
downweighted if it’s producing too many 
leads for the firm to handle properly, or 
upweighted if the business can keep pace 
with the upward trend. They have the luxury 
of this flexibility. 

For the Diving firms, it’s important that 
managing current client needs are prioritised 
- for instance, bookkeeping and taxes.

For these practices, it might be possible to 
pivot towards groups of clients still spending 
with increased short term activity. What’s 
important here is correctly identifying the 
natural demand for your services, and any 
pockets of new interest from different  
client groups. 

Google search interest is an incredibly useful 
yardstick for many categories, as is gathering 
insights from your accountants. This exercise 
should enable your quick pivoting towards 
growing demand groups, and cutting 
spend to clients and businesses that aren’t 
spending at the moment. 

Kate Cox, CMO at Moneypenny, explains how to effectively manage 
leads through to sales conversion by channel. 

New clients and growth may not always be a top priority for firms, but could be a vital agenda 
item in the upcoming year. Certainly, if the past 12 months are anything to go by, a flux in 
demand for services will continue. Some firms will be swamped. Others will see drop-offs as 
businesses fold. 

For firms to pick up new clients and revenue, it’s important they use Agile Marketing techniques 
- spending marketing budget behind activities that drive success, and pulling back on ones that 
aren’t delivering.

1.

Marketing tips to drive 
new client growth



Lean into your brand: 

Whichever category your practice falls into 
- Thriving, Surviving, Diving - it’s important 
that you lean into your brand. 

Emma Harris, from the branding agency 
Glow London, says: “Your brand proposition 
should be built around the positives you 
uniquely bring to the client. In times of crisis, 
this should be amplified, not forgotten. Stay 
focused on who you are. Don’t try to be 
something you’re not. It will fail.”

Within that ‘brand wrapper’ it’s OK to change 
your services to target clients as their needs 
change. So as long as they’re delivering the 
unique value that only your brand - and 
practice - can bring. 

Make sure every website visitor 
becomes a lead: 

For practices using inbound marketing 
techniques, it’s especially important to 
convert website visitors to leads - and 
subsequently clients - when demand drops.

Here’s a few ways we’ve found to increase 
leads quickly: 

Prioritise phone calls: 56% of businesses 
hail the telephone as the most important 
channel in which to communicate with 
clients. 45% of those phone calls are a new 
enquiry, and this is increasing as people do 
more research online, and are primed to 
make a final business decision when they 
actually call a practice.

Calls convert at 10x the rate of website 
clicks and are typically much more valuable 
conversions. Displaying your phone number 
clearly on your website and encouraging 
people to call you directly for a consultation 
or quote drives more calls. 

Add live chat to your site: This can be set up 
in hours and can double lead volumes on a 
typical website. This is due to visitors asking 
questions, without being ready to commit to 
a call or a web form. Live chat allows them to 
ask questions to see if the service is right. It’s 
also beneficial for firms with global clients, 
as a managed live chat service is  
available 24/7. 

Track everything: It’s important to the 
success of lead generation and inbound 
marketing that website tracking is put in 
place, tracking channels all the way through 
to visitors, leads and clients. At Moneypenny 
we use Ruler Analytics as our tracking and 
attribution partner as they are able to track 
both calls - through dynamic phone numbers 
on the website - and live chat leads.

2.

3.



How accountancy 
firms are marketing

19% An outsourced 
partner

20% A dedicated 
marketing team

21% Shared marketing 
between roles40+19+21+20

From our survey results, it appears that accountancy firms  
are very much plugged-in to their own marketing needs. 

Whether a practice is aggressively growing, or keeping its own pace; marketing matters.  
We were interested to see how accountants' marketing teams compare with the legal profession.

60%
The majority (60%) of firms 
employ either a dedicated 
marketing manager/director 
or team. Just over a third 
either outsource the activity 
or divide it with another role 
in the business.

37%
Mid-sized firms are more 
likely to lean on outsourced 
marketing businesses to 
fulfil their requirements with 
37% of 250-500 employees 
opting for outside 
assistance. 

33%
The largest firms are 
more likely to employ 
a dedicated manager/
director, with 33%  
of firms with over  
500 employees 
holding that role. 

Share
Our results show that 
smaller firms (100-249 
employees) are the 
most likely to share 
their marketing jobs 
between other roles in 
the business.

40% A dedicated marketing 
manager/direcxtor

30%
A dedicated marketing 
manager/director

A dedicated  
marketing team

An outsourced  
partner

Shared marketing 
between roles

30% 20% 17%

How this compares with law firms



In business, a website is the equivalent of the 
shop window, and the listing in the Yellow 
Pages. It’s safe to say most people start their 
consumer journey on the internet, so how easy 
a firm is to find and how navigable its website is 
crucial to winning visitors over. 

As with marketing, it seems accountancy firms 
have their finger on the pulse - a huge 70% of 
firms say their website is important, with 30% 
of this figure saying that it is very much so. 
However, a surprising 29% said their website 
was either not very important, or not important 
at all.

The larger the firm,  
the more importance it  
places on its website. 

Once again, the largest firms surveyed placed 
the most importance on their websites - 80% 
of firms with over 500 employees. Interestingly, 
a handful of our smallest firms - 50-249 
employees - didn't have a website at all. 

The importance of 
a firm’s website

Very important

Not very important

Somewhat important

Not important at all

0%

10%

20%

30%

40%

50%

Importance placed on a 
firm's website:

“Your firm’s website is an 
important asset. After all, it’s 
the first experience many of 
your clients and prospects 

have of your firm."



Further use of a 
website - keep up  

with today’s online 
service standards

Daniel Marshall, Digital Marketing Manager 
at Moneypenny, explains:

Today’s expected online standards in client service and 
experience are far more than ‘information’. It’s about 
conversation. 

The biggest trick to getting more enquiries from your website 
is to turn it from a shop window into an information desk. 

You have fewer than 15 seconds to capture a visitor’s 
attention and keep them on the page. Fewer still to get them 
to leave their details. Don’t leave it to the visitor to hunt for 
your generic info@ email; be proactive. One of the most 
effective tools is proactive Live Chat from Moneypenny. 

Here a chat automatically pops up asking what help the 
visitor needs. It can drive six times more engagement earlier 
in a client’s journey, and the conversational nature with a 
real person can persuade a visitor to enquire much sooner.

Another proactive tool is a callback service such as 
ResponseiQ. Working in a similar way to Live Chat, a pop-up 
message asks the visitor if they would like a conversation to 
discuss their needs further. 

According to ResponseiQ, if you speak to a 
prospect on the phone within 5 minutes of 
them enquiring via web form or live chat, 
you’re 21x more likely to qualify them. 

These might seem like small changes to make to your 
website, but could give you a dramatic increase in your 
website-to-client conversion.

38% 
of people will stop 

engaging with a website 
if the content or layout is 

unattractive.

38% 
of chats result in a new 
enquiry for accounting 

firms using Live Chat on 
their websites.

85% 
of consumers conduct online 
research before making any 
purchase and for accounting 

services that number is greater 
than 60%.



A healthy 30% of firms 
surveyed said they answered 

all of their incoming calls. 

However 68% of firms 
stated they don’t answer all 

of their calls. 

How firms manage 
their inbound  
phone calls

There might be more channels than ever by which to contact a business, but the telephone 
remains the most important channel of business communication, with 56% of UK companies 
citing it as the principle channel to converse with clients. 

The largest firms were the most confident in handling their communications with 53% stating 
that they answered all of their calls. But 20% said they didn’t answer the majority of their calls - 
the highest of all of the firm sizes polled. 

The mid-size and smaller firms surveyed were satisfied they answered the majority of their calls. 

More than 500 employees100 - 249 employees 250 - 500 employees50 - 99 employees

0% 20% 40% 60% 80%

Yes, all calls

Yes, majority 
of calls

No

Don't have a main 
business number



For 56% of 
UK businesses, the 

phone is still the 
most important 
communication 

channel

69%
 of people will 
hang up rather 

than leave a 
voicemail

If you think phone calls don’t matter anymore, 
we have some news for you. They do. 

People will pick up the phone when they are the 
most interested in your services. Actually, businesses 
receive 34% more calls now than they did 5 years ago - 
particularly after the effects of the Covid-19 lockdown. 
For over half of UK businesses, the phone remains 
the most popular way for clients to get in touch. This 
proves the need for human contact in spite of newer 
communication channels. Email is the only day-to-day 
channel that comes close to matching the preference 
for verbal communication over anything else. So as a 
first step to getting more from your marketing spend, 
make sure all clients have their calls answered and 
handled with first-class care. Simple. 

Sharpen your call handling
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How well accountancy firms adapted 
their client communications to 
sudden remote working

66% Adapted well

34% Didn't adapt 
very well66+34

The lockdown in spring of 2020 threw 
a curveball for every company in the 
country, including those necessary to 
the day-to-day running of businesses 
and industries, such as financial firms. 
Troublingly, a third of firms surveyed 
said they did not adapt well to the 
sudden changes.

Whilst this is understandable as it was 
so unforeseen, it did demonstrate how 
underprepared accounting firms were for 
changes to their working practice - and the 
knock-on effects to their clients in their hour  
of need.

It was the smallest firms surveyed that struggled 
the most with 36% stating they did not handle 
the sudden change well. 

This could be understandable as setting up a 
workforce for remote working could involve 
a significant technological and monetary 
investment, as well as the necessary staff to 
project manage which smaller firms may not 
have ready access to. 



Key points to include in 
a business continuity & 
remote working plan

Cement your supplier relationships 
During lockdown, we learned who our friends  
are. With so much time pressure on accountants  
to support their clients, having sympathetic 
suppliers often eased this. Strong relations will 
help encourage patience when you need it most. 
Take an honest look at the state of your supplier 
relationships and make improvements where 
necessary.

Communication and data-access updates
Data access and communication channels are a 
constant need, and prone to updates and fixing. 
Times were tense enough when a system failed in 
the office. This stress is dialed up when working 
remotely. A twice-yearly assessment of your 
current data access and communications systems 
could save a lot of pressure and time when things 
don’t work properly. 

Embrace new technology
It is all too easy to stick to the systems we’re used 
to. Especially when dealing with a large workforce. 
But keeping abreast of developing technology 
- and being open to trying new software and 
systems - could save your firm a lot of time 

Richard Brewin, mentor and consultant to the accounting profession. 

2020 was a year of reaction. It was remarkable to see just how quickly firms adapted to the 
lockdowns. They were the catalyst for action on: flexible working, improved communication 
links, and updated technology - most of which will have been mulled over in the years prior.

It also highlighted the need for formal strategic business continuity planning. Something which 
the majority of practices are now regularly undertaking. With the right plan in place, there’s no 
reason why these benefits and improvements don’t become permanent features. 

Here are a few key points to include in your practice's business continuity and remote working 
plan you may not have thought about.

1.

2.

4.

3.

5.

and money in the future. Particularly as leading 
software is becoming evermore client-friendly. 
Be ahead of the curve. Your business continuity 
plan should include as much up-to-date software 
options as possible. You might well need them. 

Client spectrum and risk assessment
Industry sectors have been hit by sheer bad luck. 
Few anticipated this happening to hospitality, 
events, retail etc. but 2020 has exposed the 
dangers. Taking stock of the industries your 
client-base covers could hold you in good stead, 
particularly if you find you have an excessive 
amount of clients in one particular shaky sector on 
the books. 

Cash remains king
Firms that run monthly service plans for clients, and 
have fees paid monthly by direct debit, saw much 
less cash flow downturn than those dependent on 
ad hoc billing. We also saw, once more, the value 
of money in the bank. It would be wise to add into 
your business continuity strategy a plan to increase 
your minimum cash reserves, and accelerate moves 
to monthly direct debit.



Summary
One thing is for certain, accountancy firms cannot afford to 
rest on their laurels over the next 12 months - and beyond.

Clients are in for some upheaval and will need your support, 
so be ready. The message from accountancy firms and 
consultants to the practice is: whatever your particular focus 
- be it growth, cost cutting, or shoring up your existing clients 
- don’t get caught on the back foot.

Loyalty is being replaced by availability. We know from 
previous times of economic turbulence that people like direct 
communication with their business partners. It’s reassuring. 
Particularly when they have an urgent request. Our parting 
advice is to take steps now to mediate this ‘noise’, and 
protect your accountants so they can focus on their work.

We hope this report has given you an idea of how UK 
accountancy firms plan to react to changes, and their 
strategies for improving their clients’ experience with them.



Louise Wilson
Head of Finance Sector

Moneypenny is here to help
Join the hundreds of firms benefiting from our flexible 
Outsourced Switchboard and Live Chat support.

Call: 0333 202 1005
Visit: moneypenny.co.uk
Email: louise.wilson@moneypenny.co.uk

Remain agile now and in the months ahead

Save time and money with support when you need it most

Be ‘open for business’ 24/7

Leave clients with a first-class impression of your firm
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https://moneypenny.com/uk/accountancy-answering-services/
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