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TWO ACCOUNTING FIRMS COMBINE TO
CREATE A TRENDSETTING CONSUMER
AND INDUSTRIAL PRODUCTS PRACTICE

flective ~September 1, 2022,
Friedman LLP and Marcum

LLP joined forces under the

Marcum brand. The combina-

tion of these two leading na-

lional accountling and adviso-
ry firms establishes Marcum as a lop-12 firm
wilh a team of more than 3.,500. Friedman’s
managing partners described the merger as
“a momenlous slep loward the fulure” and “in
the best interests of our clients, partners and
employees.”

This merger represenls a major mileslone,
earning Marcum a spol among the few pro-
fessional service firms with annual revenues in
excess of s1 billion (projected).

Marcum’s incorporation of the 850-strong
Friedman team stands lo strengthen its di-
verse porlfolio of service and industry groups,
perhaps none more profoundly than the Firm’s
Consumer & Industrial Products practice.

The Best of Both Worlds

Marcum enjoys a strong reputation as a pro-
vider to the consumer and industrial products
industry. The addition of the Friedman team
enhances the Firm’s resources, repulation and
brand by introducing professionals from a sim-
ilarly accomplished practice focused on serving
the New York markel.

Michael Sacco has served for years as the part-
ner-in-charge ol Friedman’s consumer prod-
ucts practice. He brings decades of experience,
deep industry knowledge and leadership skills
lo Marcum as head of the firm’s newly reconfig-
ured national Consumer & Industrial Products
group. Al Marcum, he’ll have more responsibil-
ity and resources o pursue the strategies that
helped propel Friedmans consumer productls
praclice lo prominence.

According lo Sacco, “Relationships define our
business — our group strives to maintain strong
relationships wilh clients, referral sources and
one another. I have a lon of respect and ad-
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miration for the business owners, C-suite pro-
fessionals, bankers, factors, attorneys and other
consultants in this industry, and I take pride in
understanding my clients” businesses and the
challenges and trends they face. Whelher we're
providing business advisory. tax planning, trans-
aclion advisory services or financial stalement
audils, we are confident that our experience in
the industry and passion for client service will
ensure that the needs of our clients are met.

“My team and I understand that each company
is unique in lerms of whal they sell, how they
sell and where they sell. As a resull, our ap-
proach is based on serving their one-of-a-kind
needs. Whether you're a wholesaler, a retailer,
an established online shop or looking to shift
into e-commerce, our leam will guide you at ev-
ery lurn lo strengthen your standing in chang-
ing marketplaces.”

Sacco has spent his entire career developing
relationships in the consumer products space
and helping consumer products companies of
all types keep their products on shelves or em-
brace new practices to move ahead of the com-
petition. His team advises manufacturers, im-
porlers, distributors, retailers and online stores
in all segments of the industry, including bul
nol limited lo apparel. foolwear, accessories,
electronics, home, furniture. beauty. diamond
and jewelry and other industries.

Of his passion for the space. Sacco said, “This
industry and its people are special. There's a lot
of creativity, tons of personality and infectious
tenacity and self-belief. I wasn't born with the
crealivily of a designer, bul I can conlribute my
business sense, my drive to build knowledge
and connections and my interest in making
things work.”

Starling Fresh

The prospect of a new firm, culture, and leam
is intimidating for most. But for Sacco, Fried-
man’s combination with Marcum was a nalu-
ral step on the road to growth. “From the be-
ginning this combination looked like a great

opportunity and that's been born out in how
seamlessly everything came logether.”

He also expressed admiration for his new firm,
saying, “Marcum has had an incredible journey,
growing more than five-fold since 2008. Jeflrey
Weiner, the Firm’s managing partner, is always
looking ahead to the next step. It's an admira-
ble mindset but, beyond that, the resulls speak
for themselves. I think the Firm’s prospects and
the markel more broadly recognize Marcum
as a leader and look lo them as an innovator
that can help them in their own growth. That
has certainly included their Retail & Consumer
Products praclice. Like the advertisements say.
‘Ask Marcum.”™

Sacco added, “As accounlants and business ad-
visors., we want lo start a dialogue. We thrive
on hearing our clienls’ questions, doing our
research and bringing solutions. From that
perspeclive ‘Ask Marcum’ says il all. IUs a really
strong brand and a great platform to build on.”

What about the firm he’s left behind? “We had
a lot of success al Friedman, particularly when
facing the challenges ol the lasl few years. Our
clients faced supply chain issues, concerns
aboul transaclions, lax planning and f(inanc-
ing. uncertainly surrounding the PPP. and our
people stepped up and did an amazing job lo
help see them through. Bul ultimately, this deal
worked because we were able to enter it feel-
ing like we wouldn’'t be leaving anything behind
us but the name. Credit goes to our managing
partners and to Jeffrey Weiner, who have made
it clear thal we are laking everything thal made
Friedman special, ils people and ils culture,
and bringing it with us to Marcum.”

Trendspolling

As a nalional industry group leader al Mar-
cum, Sacco will be responsible for growing the
praclice. expanding the Marcum brand in the
markelplace and leading the consumer prod-
ucl team throughout the country. He will also
continue lo leverage his industry knowledge
and access Lo key induslry advisors lo serve the
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inlerests of the practice’s clients. He believes
that his long-standing relationships with banks,
allorneys, privale equily inveslors and logislics
companies, as well as e-commerce and other
industry consultants, will be an asset.

In discussing what will change for Sacco as the
leader of a larger national consumer products
praclice. he’s quick to refocus on what will re-
main conslant, saying. “I'm going lo conlinue
to serve our clients and Marcum team mem-
bers and wake up every day focused on busi-
ness development, growing the Marcum brand
and lraining and mentoring our Marcum peo-
ple to be the next generation of leaders.

The clients following Michael and his leam
from Friedman’s practice will likely take com-
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fort in uninterrupled access lo their long-serv-
ing parlner and other leam members. As a
bonus, they will now find an exlensive menu
of addilional services available o support their
growlh.

In addition to Marcum’s more substantial geo-

graphic foolprint. the firm has a broad offering
of specialized industry practices. For example,
Friedman provided technology consulling ser-
vices cenlering on datla slewardship and cy-
bersecurily solutions. Marcum clients — partic-
ularly those in induslries thal are increasingly
dependent on sophisticated technological sys-
lems and eCommerce channels — have access
lo a much deeper technology consulling capa-
bility at Marcum.

“eCommerce is ever-evolving. Al the begin-
ning vou needed a websile. Now il’s nol just
the website, but an app. branded social media.
a strong virtual presence, lalest ERP systems
and warehouse management systems — all of
which continue to evolve.” said Sacco. “Mean-
while, there’s a whole new suite of tools on the
horizon, including drones and robotics, aulo-
malion, melaverse malls, augmented realily.
5G integration and more. Marcum Technology
is dedicaled to helping clients become more re-
sponsive, profilable and sustainable in this en-
vironmenl by inlegraling lechnology solutions
that have immediale impacl on the business.”

Another key area ol service is Marcum’s Trans-
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“It’s imperatjve
that our staff
develo?, to of-
fer conti
service.”

— Michael Sacco

aclion Advisory Services group, which has a
long history of guiding privalely owned compa-
nies, PE firms. family offices, fundless sponsors,
investmenl banking firms and middle-market
companies through complex mergers. acquisi-
lions, carve-ouls and corporale formations in
the Uniled States and abroad. After all, it isn’t
just the accounling induslry that is seeing an
increase in major combinalions.

“Marcum has a lop M&A group.” said Sacco.
“Whether il’s qualily ol earnings, buy- or sell-
side due diligence, deal structuring or buyouls,
we can lake on thal work seamlessly to help
ensure deals slay on lrack, opportunilies aren’t
missed and clients have the [ull spectrum of
financial insight all in one place.”
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Making it Work

Even with so much to look forward lo, Sacco
remains focused on the details. He understands
the challenge of walking into an eslablished
praclice with the responsibility of pulling it all
logether while meeling his commiltments lo ex-
isting clients and new colleagues.

“Thankfully, this is nol a ground-up conslruc-
lion. Marcums people are their strength, and
their consumer and industrial producls leam
isn'l being built, iUs just expanding. As for my
clients, I'll continue to be by their side and will
show them thal more responsibility for me
means beller service for them.”

As for the national team? “The emphasis on
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growlh outside of New York will be new lo me, but
nol Lo this leam. We wanl a presence throughout
the country so we can harness new opporlunilies
and expand our services. To accomplish this, we
will need more regional consumer and industrial
producl specialists, new lines ol consulling ser-
vices Lo offer, training for our slafl and new rela-
tionships. Al the same lime, il's imporlant lo me
that our national group operales as one leam.”

Furthermore, Sacco is arranging consumer and
industrial products symposiums, monthly meel-
ings and more o bring leam members logether,
digilally and face-lo-face.

He added, “IUs imperalive that our stall' develop o
offer conlinuily of service.”
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