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James & Co. University
TMAC Annual Conference
In an on-going commitment to profes-
sional development, James & Co. had
a big presence at The Moss-Adams
Connection (TMAC) Annual Conference.
The two-day conference was held in
Park City, Utah.

Dan E. James, Deb Kelley, Mary
Markeson, Dave Edwards, Sandra
Payne, JaNae Humphrey and Angel
Simmons attended the conference.
They attended sessions specializing
in their areas of expertise with
James & Co. in order to provide
clients with continued excellence and
value-added services. Seminars and
breakout sessions included tax and
audit  industry updates, from interna-
tional tax, to wealth services, to
FAS141R & FAS160, and mergers
and acquisitions.

“In addition to the exceptional informa-
tion and sharing of best practices with

other TMAC members from across the
country, the conference was a great
team building opportunity”, said
Dan E. James, President.

James & Co. has been affiliated with
The Moss-Adams Connection (TMAC)
for the past 7 years. This association
provides even greater depth of
resources to James & Co. clients.
Moss-Adams is the tenth largest
accounting firm in the nation.

Kelley Attends AICPA
Conference on Tax 
Strategies for the
High-Income Individuals

Debra Kelley, MT, CPA, who serves
as Director of Tax Services with
James & Co., recently attended the
American Institute of Certified Public
Accountants (AICPA) conference on
Tax Strategies for High-Income

Individuals. This was Deb’s 10th
consecutive year to attend this
two-day conference.

“This conference is particularly
valuable in providing state-of-the-art
strategies for our clients,” said
Kelley. James & Co. specializes in
services tailored for its clients, who
primarily include mid-to-large size
companies and high-income individu-
als.  Tax services include estate and
succession planning, tax strategies
and compliance. The AICPA confer-
ence seminars included: creative tax
planning for real estate; tax policy
issues; estate and dealing with
special partnership interests in
estate and trust administration.

For more information on the
conference, or how to keep more
of what you make, call Deb Kelley
at (801) 399-3377.

premiums in 2007. A full deduction
was available for taxpayers with an
AGI of $100,000 or less. Once income
exceeded $100,000, the deduction
was phased out.  

The new mortgage relief law extends
this tax break for three years through
2010. Therefore, you may qualify for a
2008 deduction for amounts paid or
accrued this year.

IRA contributions
If you contribute to an IRA, the contri-
butions may be fully or partially
deductible. Although deductions are
generally not available to high-earning
taxpayers if either spouse participates

in an employer’s retirement plan,
contributions may still grow on a tax-
deferred basis until withdrawn.

The contribution limit for the 2008 tax
year increased from $4,000 to $5,000.
Plus, if you’re age 50 or older, you can
add a catch-up contribution of $1,000.
The contribution deadline for 2008 is
April 15, 2009, but you may earn more
by contributing earlier.  

Tax rebates 
Finally, a word about the new eco-
nomic stimulus payments the IRS has
been distributing: These rebates aren’t
available until you’ve filed your 2007
return, so taxpayers with extensions

have to wait. Certain individuals who
normally aren’t required to file returns
such as those receiving social security
benefits, may follow a simplified filing
procedure.

Contact our office for details or guid-
ance with your 2008 tax planning.

Tax saving opportunities continued

Tax & Business
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Do you just say or do customer service? 
Many companies know how to SAY
customer service; they just don’t
know how to DO customer service.
Yet, good customer service leads to
repeat sales and referrals, which
lead to higher revenues and profits.
The result is a stronger, more secure
business.  

Your sales staff knows this well. Their
results are directly affected by cus-
tomer perceptions. Other employees,
such as those in support and back
office functions, may not think of
themselves as serving the customer.
But the fact is that every employee
has an impact, direct or indirect, on
the customer’s experience. An incor-
rect shipment, a late delivery, or a
mistake on an invoice, all result in
poor service. A goal of your business
should be to meet, and preferably
exceed, customer expectations as
often as possible.  

How do you teach every employee
that customer service is part of their
job? The answer is a combination of
communication, training, and good
management.   

Communication
Make all employees aware of the
importance of customer service to the
business as a whole. Explain the role
they play in achieving good service.
Consider posting measures of sales
for all to see. If appropriate, develop
measures of accuracy or error-free
performance and track and share the
results.   

Training
Every employee with customer con-
tact should be trained on good ser-
vice, whether it’s a salesperson, a
receptionist, or a delivery driver. For
those in support roles, emphasize
how cooperation and teamwork can

contribute to good service. Instill a
culture that serving the customer is
everyone’s job.   

Good management
As the owner or manager, your
actions and your priorities set the tone
for the company. Employees will fol-
low your lead and pay attention to the
things you consider important. Look
for ways to measure customer satis-
faction and show your employees that
you’re monitoring it. And don’t over-
look the other way to improve cus-
tomer service - minimizing the things
that go wrong. Make sure you’re
aware of errors and complaints. Set
goals for improved performance and
hold people to them.   

Finally, involve your employees. Make
it clear that better service is a shared
goal and ask for their suggestions.
You might be surprised how well they
respond.

Nobody in business wants an unhappy
customer, but when a customer com-
plains, think of it as three opportunities
in one.  

1. An opportunity to get free
feedback on something that’s
not working right in your 
organization.  

2. An opportunity to convert a
disgruntled customer into a 
loyal customer.  

3. An opportunity to head off
negative publicity as the
complainer shares his gripe
with others.

How do you turn a complaint to your
advantage? Here are the four steps
you need to take.

The initial response
The initial response to a complaint
should be respectful and helpful, not
defensive or “it’s not our fault.”  

Understanding the complaint
Make sure you really understand the
true complaint. This is perhaps the
most important part of the process. By
allowing the customer to vent, you’ll
defuse a large part of the hostility and
ill will. Also, this step provides valuable
feedback to pinpoint the exact problem
and find out exactly what went wrong.  

Fixing the problem
Employees must know clearly who
has the responsibility and the authority
to fix a problem. You may choose to
compensate the customer for inconve-
nience, but at a minimum, you must
remedy the customer’s immediate
concern. 

The follow-up
A supervisor or higher-level manager
should always follow up with the cus-
tomer to make sure that the problem
has been resolved. This is a key step
in turning the customer from “disgrun-
tled” back to “loyal.” 

For assistance with this or any of your
business concerns, contact our office.

A complaint is an opportunity 


