
Creative Marketing Practices
Help Audit Customers Understand Value

By Gary K. Flaming, CPA

Introduction

Marketing the audit function is a must in today’s environ-
ment. In a generic sense, we market our ideas continuously. Each
audit recommendation must be marketed to gain acceptance. We
market our value to maintain our staff size and to gain interesting
and important assignments. Most auditors have valuable insight
into their organization because they get to see the “big picture.”
They usually have a sense of organizational politics and what works
best. Marketing can help project a professional image and develop
trust. This paper presents ideas being used across the country to
further enhance acceptance of internal audit departments.

Delivery of Value

Delivering value is critical. Marketing in the long-run cannot
overcome the lack of substance and value. However, marketing
can help audit customers understand the value which can be re-
ceived. A successful approach to delivering value is to give more
to our customers than they expect. We do this by understanding
their desires and explaining the purpose and scope of our audit/
services. We want them to view audit services as a positive experi-
ence that will benefit them.

Posing the following questions to customers at the beginning
of an audit engagement can usually gain their acceptance and help
open the door to deliver value:

1 Do you have major changes that you have proposed to upper
management without success and that you continue to believe
will be beneficial to the organization? Zf we agree, we will
include the ideas as an issue in the report. Our reporting re-
lationship can often help pave the way,for  change, by taking
issues out qf the normal chain qf command.

2 Do you have ideas for improvements that you want imple-
mented that are unpopular with staff, yet needed? Jf we agree
with the recommendations, then we can include them in the
audit report dejlecting  the heat for unpopular yet necessary,
changes. [This is controversial among auditors.]

3 Do you have areas or items you would like us to audit? Jf the
item is sufficiently important and can be included in the scope
qf the audit, do so.

During the course of the audit, the following items may be
helpful:

0 Do not limit audit recommendations to the defined scope. (In
elude all significant ideas in your report that will help the
customer);

0 Make audit objectives consistent with department’s and
organization’s objectives; and

0 Market the customer. Let people know when you see some
thing positive.

Actions that can impact the perceived value of the service pro-
vided include:

l Meet the agreed upon objectives and complete the audit and
report in a timely fashion:

0 Use language and terms that the client is familiar with;

0 Provide periodic updates to the client on a scheduled
basis;

0 Give the client credit for requesting the audit, if applicable;
and

0 Give clients credit for implementing current or prior recom-
mendations.

Trnst is a key to delivering value. Gain the customer’s trust
and value will be recognized.

Customers Versus Auditees

The primary difference between thinking of people as cus-
tomers versus auditees  is attitude. If they are auditees, we will
deliver our report and not worry about being called back. We will
not need to sell our ideas (recommendations) because the auditee
will be expected to implement them. On the other hand, satisfying
customers is of great importance to all businesses. If we think of
audit services as a service industry and we are selling our services,
then treating those we audit as customers makes great sense.
**Best  PracticeSr+Treat  clients as customers.

Open communication with customers often provides valuable
insight into how audit reports and recommendations are received.
The more we understand our customers, the greater the accep-
tance of our work. Satisfied customers (management and staff) are
critical to ensuring the long-term success of the audit function.

Image
A positive image is important in marketing the audit func-

tion. Some attributes to consider are:
Appropriately Dressed vs. Sloppy

Conservative vs. Radical
Energetic vs. Slow

High Tech vs. Computer Novice
Innovative vs. Text Book

Pleasant vs. Grumpy
Team Player vs. Lone Ranger

Timely vs. Late
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Surveys and Project Evaluations

Do customers perceive value? All contact with customers can
and should be used to market the department. For example, project
evaluations (**Best Practice**) can be a tool to measure per-
formance and acceptance of the audit function. Did we hit the
target? Evaluations can also be used to let customers know that we
care about their input, we believe in continuous quality improve-
ment (CQI), and remind them that we have completed a project in
their area. The results of surveys and evaluations can be turned into
a strong marketing tool if the results are positive.

/Innovative Practice-Send surveys out via e-mail and have
returned directly to the CEO.

Department Name

What’s in a name? Looking at various names gives an indica-
tion that someone places importance on what we call ourselves.
While “internal audit department” appears to be the most com-
mon, examples of other department names include:

Audit
Audit & Advisory Services
Audit & Management Services
Audit Services
Compliance Audit
Consulting & Audit Services
Corporate Audit
Corporate Internal Audit
Financial & Contract Audits
Internal Affairs & Audits
Internal Auditing
Internal Audit & Budget
Internal Audit & Reimbursement
Internal Auditing/External Reporting
Investigative Audits
Management Audit
Management & Audit Services
Medical Audit Department
Operational Audit
Operational Review
Operations Review
Operations Support Audit

The department name is the first means of marketing audit
services. Judging from the names above, some departments em-
phasize or de-emphasize the audit portion of our function. While
we could not define a specific name as “best practice,” depending
on the corporate environment, the name can be very important.

Annual Audit Plans

Many departments use annual audit plans as an opportunity
to market the accomplishments and capabilities of the department.
Planning discussions with senior management are a means of set-
ting the right tone for the whole year. They help assure projects
undertaken align with management’s priorities. This opportunity
to sell what internal audit has to offer should not be missed.

**Best  Practice**An  Annual report that includes the
coming year’s audit plan and summarizes accomplishments
from the prior year.

Many department’s prepare a written plan that summarizes
past and future activities and projects an image of professional-
ism. Some create a concise document with charts laying out the
new year’s schedule. The most professional looking plans are
bound. c/Innovative Practice: Covers, charts, etc. using color to
highlight important aspects of the audit plan. Two examples of
audit plan covers are shown below.
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Brochures

Many people within large organizations have limited knowl-
edge of what an internal audit department does. A well written
brochure can inform people and be used as a reference guide. Bro-
chures can help ease concerns or the unknown. This is an area
where only a small percentage of audit departments have responded.
**Best  Practice+*Create  a brochure. The best You can in-
clude color graphics, pictures, and detailed descriptions of the
department’s role. The use of colors and graphics can convey a
friendly, helpful message and a sign of professionalism. Brochures
should balance a professional look while not appearing overly ex-
pensive.

Brochures are a great way to market the capabilities of the
audit department. Brochures can also be used for other purposes
including introductions to people, projects, scope, and authority of
the department. On the other hand, poor brochures can reflect nega-
tively on the department.

Reports

Audit reports are the primary marketing tool for most depart-
ments. Unfortunately, some reports are so poorly written, they fail
to sell the audit recommendations. A professional looking report
can get people to read and take the contents more seriously.

I/ Innovative Practice-Sensible use of graphics. Graph-
ics are showing up in a greater number of reports to make specific
points and make documents more interesting to read. Report cov-
ers with pictures and binding can also increase the professional
look of reports.

(continued on page 6)
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Other Innovative Practices

Ideas to provide value to your company and/or increase aware-
ness of the audit function include:

0 Present seminars
l Send informational materials to management An example

is shown below.

Be visible at company gatherings
Participate in company volunteer projects
Develop a department motto
Write newsletter articles
Sponsor an open house of your department
Actively participate in professional organizations
Have department descriptions on the Internet or intranet
Visit executive offices to check the progress on projects
Be visible in administrative offIces
Post a quote of the day on the bulletin board
Participate on task forces & committees

Options for marketing the audit department are only limited
by our creativity.

**Final Best Practice**-  Market your department, services
and staff at all times.

1 would like to thank the approximately 30 audit depart-
ments that were consulted and provided input to this work.
Special thanks goes out to the following organizations
for allowing use of their documents in this paper:

lntegris Health
Providence Health System

Sarasota Memorial Hospital
Tampa General Hospital

Car??  K. Flaruirrg,  CPA is Director of Comwlting and Audit
Ser\Vces, fir Providmce  Health System,  Portland, Oregon. He is
CI past president and a past chairman qf AHIA  and is one of the
original fbunding members.  This docwnent  will he placed in the
AHIA f&-hack  litray:

Lead
In 1995, SMH became the first hospital in the world
to convert to digital imaging.

This kind of leadership is not
~ c * >‘,  t)* *I> <. > \ * */ I new to Sarasota Memorial

, Hospital. Our progressive
philosophies and innovative
style has lead us beyond
providing 70 years of
healthcare excellence to the
community we serve. And our
commitment to technology,
educational excellence and
professional autonomy really
shines through. We are
currently seeking a qualified
professional to join our team
as an:

INTERNAL AUDITOR
As an integral member of our Audit Services Department,
primary responsibilities include performing financial and
operational audits within our 952-bed  organization and
affiliates. Candidate should possess CIA or CPA with 3 years
auditing experience; MBA or CISA a plus. Strong written/
oral communication skills and proficient PC skills are
essential.

Not only will your profes-
sional horizon expand, but
you will love to live and
grow in this outstanding
location. Sarasota County is
Florida’s star - famous for
gentle Gulf breezes, lush
tropical landscapes, and
over 35 miles of white sand
beaches. Our health care
professionals know the
secret - it is the perfect
location to live and work.

We offer competitive
salaries, a comprehensive
flexible employee benefits
program and exciting
opportunities for career
advancement. Please
contact our Professional
Staff Recruiters at (800) 531-6891 or TDD (941)
917-1237. Resumes may be sent to: Sarasota Memorial
Hospital, Employment Office, 1700 S. Tamiami Trail,
Sarasota, FL 34239-3555. An equal opportunity employer.

c!XospitaI
The Place To Practice Health Care Excellence
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