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by Cherion Sibley, CPA, CFP ®

In the late 1800’s, John D. Rockefeller established the first known modern-day “family 
office.” In its earliest form, the Rockefeller family office served to coordinate the  
management of the family’s businesses, philanthropy, and growing investment needs 
by establishing a group of advisors working together as a unified team for the  
family. The structure shifted the management of the Rockefeller wealth from singular 
entities and assets to a consolidated investment portfolio, creating more control and 
clarity surrounding the family’s wealth. Over time, this structure has become a model 
for families of varying wealth levels that wish to have a unified approach to passing 
family wealth and values along to future generations.  

In an ever-growing world of complexity, many families are realizing the benefits of 
bringing all aspects of the family together under one umbrella. A family of significant 
wealth may establish a “single-family office” made up of one or more entities that 
serve the purpose of guiding the family toward specific personal and financial goals.  
A single-family office often maintains a dedicated staff of employees which focuses 
solely on the needs of one family. It may concentrate on one specific need, such as 
investment management, or it may serve to organize and manage wide-ranging  
aspects of the family’s financial and personal needs and wishes.

A single-family office can provide a family the ultimate control and customization of 
its financial affairs and multi-generational planning. However, it is a very complex and 
expensive structure to maintain and manage, making it inaccessible for many  
families. For families that may not have the net worth to justify establishing a  
single-family office, or for the ultra-high, net worth family that may want many of the 
benefits of a single-family office without the expense and administrative burden, there 
is another option. The BMSS Family Office group can serve as your family office.  

The highly qualified professionals within the BMSS Family Office group can provide 
the customized structure each family needs to manage its family-owned businesses, 
financial planning, investments, and communication of family legacy. We do not have 
to disrupt the relationships you have established with your other trusted advisors. 
We will work alongside your advisors including your attorney, investment advisor and 
others to best serve the needs of your family.   

The BMSS Family Office group consists of experts in many areas that serve families.  

CPA firms come in many shapes and 
sizes. Different knowledge levels, 
different specialties, different pricing 
structures and, most importantly, 
different philosophies for serving 
clients. So, how do you find a firm that 
is just the right fit for your organization?

At Barfield, Murphy, Shank & Smith, 
our business philosophy is simple. 
We provide peace of mind. What’s 
important to you is important to us. 
Knowlege is key. Deadlines are met. 
Costs are fair. And, relationships 
matter. 

When BMSS began in 1991, it was with 
the idea that an accounting firm could 
be different, could stand out from 
other firms. The goal was to provide 
employees with a place where they 
could have a career and a life outside 
of work. A place where a person is 
not just viewed as billable hours but 
as a vital part of the team. This way of 
thinking is not just applied internally 
but externally to clients as well. We 
want to provide uncommon service 
to our clients and become a trusted 
advisor to your business, not just a 
number cruncher.

We recognize that no two clients 
are alike, which is precisely why our 
engagements are tailored to suit your 
particular needs. With BMSS, you 
won’t be under-serviced, over-billed, 
lost in the crowd or left with unmet 
expectations. We are large enough to 
offer specialized expertise, yet small 
enough to value personal relationships.

With our remarkable, talented team in 
your corner, success is on the horizon 
and peace of mind around the corner.

For more information, please visit our 
website at www.bmss.com or call us at 
(833) CPA-BMSS.

LOCAL FIRM  
NATIONAL KNOWLEDGE  

GLOBAL REACH

WHAT IS A FAMILY OFFICE?

http://www.bmss.com/people/cherion-s-sibley-cpa-cfp/
http://www.bmss.com
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Comprehensive, multi-generational, 
personal financial planning ser-
vices including cash management, 
investment planning, domestic and 
international tax planning, estate 
planning, risk management analysis, 
and foreign asset planning.
       
Legacy planning which encompass-
es family wealth transfer planning, 
next-generation stewardship educa-
tion, philanthropic objectives, and 
family meeting facilitation.

Concierge services including pay-
ment of bills for family entities and 
individuals, family document man-

Here are just a few of the services we 
provide: 

Strategic planning focused on the 
family-owned business. Our Family 
Business Advisory services include 
operational and business continu-
ity planning, strategic tax planning, 
ownership succession planning, risk 
management, value maximization 
strategies, leadership develop-
ment and management transition 
planning, conflict resolution, and 
business legacy planning.

Family Office... Continued agement, cash flow management, 
and consolidated financial reporting 
for family-owned assets. 

We realize that no two families are alike. 
Therefore, our services are highly  
customized to each family we serve. We 
will bundle our services into an offering 
that best fits the needs of your family. 
Peace of mind comes from knowing that 
you have a plan in place to wisely  
steward your family’s businesses, wealth 
and values. The BMSS Family Office 
group will strive to provide you with the 
expertise and counsel to guide you as 
you leave a legacy for future generations.

by Kate Fluker, CPA

What if I told you that you didn’t have 
to pay tax on your revenues until you 
actually got paid? Or that you could wait 
to pay tax on your contracts until your 
contracts were completed? Sound too 
good to be true? Well, if you are a small 
construction contractor with under $25 
million of revenues, it may not be.

The new Tax Cuts and Jobs Act of 2017 
(TCJA) has brought a lot of changes, from 
a reduced corporate tax rate to the  
creation of the new qualified business  
income deduction. One change that 
hasn’t been talked about as much but 
could potentially have a large impact on 
your business is the change to the  
simplified accounting method require-
ments. Prior to 2018, small businesses 
with average annual gross receipts for 
the three previous years of $10 million 
($5 million if a C Corporation) or less 
were eligible to use the cash method of 
accounting for tax purposes. Under the 
TCJA, that threshold has been raised 
to $25 million for all taxpayers. This 
means that taxpayers with average gross 
receipts between $10 million and $25 
million have the opportunity to elect to 
use the cash basis of accounting for tax 
purposes.

Small construction contractors with 
average gross receipts between $10 
and $25 million have an additional tax 
planning opportunity. Prior to 2018, 
contractors with average gross receipts 
over $10 million were required to use 
the percentage of completion method 
for their long-term contracts. However, 
that threshold has also been increased 
to $25 million, opening the door for small 
construction contractors to elect to use 
other, more favorable long-term contract 
methods for tax purposes. Two of these 
more favorable methods are cash and 
completed contract. Under the cash 
method, taxes are paid on income when 
payment is received. Under the com-
pleted contract method, taxes are paid 
on revenues only when the contract is 
complete.

If you want to learn more about these tax 
planning opportunities or are unsure as 
to how to proceed, please contact your 
BMSS professional. They can help deter-
mine which opportunities you may want 
to consider and can tailor an individual 
plan of action that is suited to you and 
your business.

2018 CONTRACTOR 
METHOD CHANGES

http://www.bmss.com/people/kate-fluker-cpa/
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by Amy Stapler, CPA

This summer, I taught a class at my church comprised of 
approximately 35 high school and college-aged girls. Having 
a soon-to-be tween daughter of my own, I admit I was a little 
nervous about hearing stories of all the obstacles in this 
social media crazed world that she would soon have to face. 
Although these girls’ lives are quite different from my car-bag-
phone college days, I ended the class feeling encouraged.  
Why? Because I see a common need and desire among this 
generation:  AUTHENTICITY.  Webster defines authenticity 
as “real or genuine; not copied or false; true and accurate.”  
The hard reality is, “Would we even recognize what is real or 
authentic when Facebook, Linked In, and other social media 
sites give us opportunities to portray our lives as nothing short 
of perfect?”

Don’t get me wrong, social media is a great tool for keeping in 
contact with your friends, your family and your favorite busi-
nesses. According to a blog post written by Hootsuite,  
approximately 4 billion people are internet users, of which 3 
billion of those are active social media users.  Furthermore, in 
a survey conducted by MarketingSherpa, 58 percent of inter-
net users follow their favorite brands on social media. Social  
media has become a great tool to reach customers, find out 
what interests them, increase company exposure, as well as 
stay on top of customer reviews and keep competitors close. 
However, in a social media savvy world, it is vital to remain true 
to who you are whether that pertains to your business or per-
sonal life. People are more adept at spotting fake or mislead-
ing personas and will be more unforgiving for it.

So, how do you remain “authentic” in a world where most 
communications are done through the written word on the 
internet? The world is fast-paced and constantly changing, 
but a personal touch can reap huge benefits. Since businesses 
must use social media just to stay relevant, it is necessary to 
humanize your brand, even online. Creating meaningful posts 
that show your values and beliefs as a company can help 
promote authenticity.  Highlighting key moments or employees 
can also contribute to the human factor. 

I have found that, more often than not, most potential clients 
have done their homework. They have most likely researched 

you online or inquired from others about you before deciding 
to engage your services, and it is important to demonstrate 
the authentic approach in person. Taking the time to under-
stand why a client feels a particular way or why they want you 
to perform a certain task carries great weight in helping them 
see you as a trusted advisor. Additionally, do not be afraid to 
say no.  If you are truly invested in serving your client’s best 
interests, it might be imperative to say no from time to time. 
Remain respectful and always use tact, but how much can 
you trust someone who always says what they think you want 
to hear? You must evaluate your client’s needs and come up 
with what you feel is the best solution for them. Putting your 
clients’ needs ahead of your own builds a sense of confidence 
that they should listen to what you have to say. Most assured-
ly, your client will be more likely to believe you have their best 
interests at heart even if they may not necessarily agree with 
you. 

As you are striving to be more authentic in your life,  
remember, each person is unique and has a distinctive history 
that has helped shape their lives, beliefs and tenets. Drawing 
upon these experiences in our relationships is what makes all 
of us authentic. Likewise, as a business professional, it is im-
perative to always remain professional and courteous in your 
relationships whether internal or external. People will appre-
ciate the feeling that they know the real you and will trust you 
more for it.

When I was studying for the CPA exam (which just involved 
pencil and paper back then), acrostics became one of the 
best tools for me to remember key points of the exam. I have 
continued to use acrostics throughout my career.  

To me, authentic is to be:

If we all incorporate these ideas into our client and cowork-
er relationships, maybe we can inject a little humanism into 
this social media crazed world and feel comfortable showing 
our “true” selves. I don’t believe it is just the high school and 
college age girls that crave authenticity - we all do. Cinderella 
once said, “The greatest risk any of us will take is to be seen as 
we are.” I think it’s time I find my glass slipper.

AUTHENTICITY:  WHAT DOES IT MEAN TO YOU?

A - Action minded

U - Understanding of the needs of my clients

T - Team player - working with other trusted  
advisors to help serve you best

H - Honest and truthful

E - Emotionally connected

N - Navigator of solutions

T - Teachable

I - Intelligent and always seeking to learn

C - Caring and compassionate

http://www.bmss.com/people/amy-k-stapler-cpa/
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certain age or educational background, 
or as specific as targeting individuals 
that “liked” or demonstrated support for 
similar causes or organizations on their 
personal platforms.

Successful organizations also use social 
media data to understand what’s going 
on with real people and forge connec-
tions. For example, a cure-based  
organization might send targeted  
messages to people that celebrate  
anniversaries of being cancer-free on 
social media. When deciding where to 
make charitable contributions, people 
often give money to organizations and 
causes that have personally impacted 
them or their loved ones.

As you consider how to integrate tech-
nology into your nonprofit’s fundraising 
activities, ask yourself: 

Who are your target donors?
Are you overlooking a potential  
donor pool like Millennials?
Have you considered broadening 
your target demographic?
Do your giving platforms align with 
your donors’ behaviors and allow 
for seamless integration into their 
routines?
Are you leveraging publicly available 
data to forge or strengthen  
connections with people close to 
your cause?

This article originally appeared in BDO USA, 
LLP’s “Nonprofit Standard” newsletter (Sum-
mer 2018). Copyright © 2018 BDO USA, LLP. 
Allrights reserved. www.bdo.com

By Andrea Wilson 

For nonprofits looking to stand out in an 
increasingly crowded giving landscape, 
experimenting with new giving models 
and integrating new technology into your 
current campaigns could help you stand 
out from the crowd.If the bulk of your 
fundraising budget is still directed to-
ward age-old direct mailing campaigns, 
consider diversifying and exploring a few 
of the following emerging trends.

MATCH DONOR BEHAVIOR. 
What influences someone to donate to 
an organization? While many Americans 
make regular contributions to priority 
causes, successfully converting new 
donors takes a combination of two 
elements: (1) A compelling case for why 
your organization’s work matters, and (2) 
a clearly articulated value proposition, 
or the impact of their individual donation.
But a poignant campaign is only half the 
battle. If your organization relies solely 
on wire transfers or other slow process-
es to accept donations, you’re unlikely 
to see money pouring in. Nonprofits that 
limit the barriers to giving and update 
their donation channels to keep pace 
with consumer behavior are less likely to 
lose prospective donors midstream. In-
creasingly, that means optimizing online 
and mobile giving platforms.

According to Nonprofit Source, near-
ly half of millennials (47 percent) gave 
through an organization’s website in 
2016. To facilitate painless giving, an 
omnichannel approach—so donors can 
give via their preferred means—is often 
the best solution.

GET YOUR NONPROFIT FRONT-AND-
CENTER WHEN IT MATTERS MOST. 
A new fundraising tool, Action Button, 
goes a step further to align with consum-
er behavior. The interactive technology 
pairs news stories directly with causes 
to help nonprofits reach potential donors 
when they are engaged in an everyday 
activity—reading the news—at a moment 
they might be organically inspired to 
give. A breaking news story on a hurri-
cane’s landfall, for example, could have 
‘action buttons’ integrated directly in the 
article itself that allow readers to donate 
to a natural disaster relief organization 
or take a quiz to test their knowledge on 
the impact of that nonprofit’s humanitar-
ian work.

TAP INTO YOUR ANALYTICS. 
Understanding the analytics behind 
fundraising could be an important differ-
entiator for organizations. A good place 
to get started is digging into your own 
data. Are your campaigns driving more 
giving from women? Baby Boomers? 
High-net-worth (HNW) philanthropists? 
Familiarizing yourself with your core  
contributors can be valuable to identify 
who your current campaigns resonate 
with, and perhaps even more valuable, 
help you determine whether you’re over-
looking a potential donor pool.

One step further than analyzing internal 
data, nonprofits should also explore 
leveraging publicly available data—
posted to Facebook, LinkedIn, Twitter 
and other social media platforms—to 
more intentionally target potential  
donors with specific characteristics. This 
can be as broad as targeting donors of a 

SURVIVAL TIPS FOR THE NEW ERA OF FUNDRAISING 

https://nonprofitssource.com/online-giving-statistics/
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READY FOR ASC 606?  Implementation Questions for Private 
Healthcare Organizations Ahead of Dec. 15 Deadline
For private entities, the moment of 
reckoning is approaching for compli-
ance with the new revenue recognition 
standard, Revenue from Contracts 
with Customers, or ASC 606. While the 
compliance deadline for public organiza-
tions has already passed, private entities 
must apply the new revenue standard to 
annual reporting periods beginning after 
Dec. 15, 2018.

And for healthcare entities, the standard 
requires unique considerations for miti-
gating risk. Outside forces, like the move 
to value-based care and developments 
in technology, are charging health-
care organizations to break down silos 
across—and beyond—the traditional con-
tinuum to drive more precise, improved 
patient outcomes and shared value. 
This presents challenges, including mea-
suring clinical and operational results 
and determining the transaction price for 
a healthcare service.

Special Considerations for Health-
care Organizations
Healthcare organizations should keep 
the following questions and consider-
ations in mind when assessing the new 
standard’s impact.

Has your business gone through an M&A 
process or consolidation recently, or are 
you considering one?
In response to outside pressures, verti-
cal and horizontal M&A activity is rippling 
through the industry. This has created 
additional industry-specific challenges 
to ASC 606 compliance and a greater 
emphasis on managing risk. Vertical 
consolidation leads to bundling more 
diverse revenue streams, including ev-
erything from physician practice groups 
and acute-care hospitals to home health 
agencies and skilled nursing facilities. 
As such, thorough, transparent footnote 
disclosures will be important to help-
ing readers of the financial statements 
understand the organization’s diverse 
revenue streams. 

Does my reporting to financial stake-
holders (lenders, investors, debt- 

issuers, etc.) need to change?
Lenders or debt issuers may require 
healthcare organizations to report on 
certain metrics, such as coverage ratios, 
that new ASC 606 requirements may 
impact. Organizations should proactively 
address any changes in reporting with 
their financial stakeholders to determine 
mutually acceptable solutions ahead 
of any changes needed to consolidated 
financial statements for ASC 606 compli-
ance.

Are your contracts with patients 
consistent across facilities within the 
system?
In many instances, different facilities—
even those that offer the same ser-
vices—may use slightly different contract 
models or may have adjusted contracts 
over time to better serve patients. When 
this happens, it’s important to ensure the 
organization conducts a rigorous assess-
ment of each contract type to ensure 
services are accounted for and reported 
properly under ASC 606 guidance. In 
some instances, different contracts for 
the same service may have created dif-
ferent revenue recognition and reporting 
requirements.

Do you offer care management ser-
vices or care coordination within your 
system?
Under ASC 606, care management or 
coordination services are accounted 
in different ways. If the coordination is, 
itself, a significant service in the determi-
nation of the nature and extent of each 
of the individual services provided to 
the patient, and each of the services are 
highly dependent upon and integrated 
with the other services, then the patient 
is not in a position to decide whether to 
purchase individual distinct services.

CHALLENGES UNDER VALUE-BASED 
CARE
Have you established a clear method for 
recognizing revenue from value-based 
contracting arrangements?

Under value-based contracting para-
digms, healthcare revenue is a variable 

consideration, since many contracts 
allow payment amounts to be adjusted 
retroactively, based upon outcomes. 
This uncertainty in final contract value 
is an added complexity under ASC 606. 
Under the new revenue recognition 
provisions, revenue is recognized only 
where it is probable that there will not 
be a significant adjustment (reversal) 
once the uncertainty is resolved. Many 
healthcare organizations—and integrated 
health systems in particular—will need 
to establish clear visibility into clinical 
and operational metrics throughout the 
system to accurately estimate outcomes 
and report on revenue under ASC 606.
Have you established sufficient clarity 
to be able to accurately audit clinical 
and operational metrics underlying your 
financial reporting?

Clinical and operational metrics used to 
track progress within healthcare organi-
zations have historically been a second-
ary consideration. Under value-based 
contracting, however, this is not the 
case, making Step 5 under ASC 606—rec-
ognizing revenue when the entity fulfills 
performance obligations—more of a 
challenge. As revenue under value-based 
contracting is directly tied to the quality 
of care outcomes—measured by clinical 
and operational metrics, i.e. medication 
adherence, readmission rates, etc.—or-
ganizations need to prepare for these 
measures to be audited. To mitigate audit 
risk, financial leaders within healthcare 
organizations should ensure they are 
sufficiently comfortable with the accura-
cy and applicability of the metrics they’re 
using to measure clinical and operational 
success.

CHALLENGES FOR LONG-TERM 
CARE
Are you able to separate out the portions 
of long-term care contracts that pertain 
to leasing from those that pertain to 
care?

Under ASC 606, leasing contracts are 
excluded from consideration. Many 
long-term care contracts contain both 
clinical care and leasing provisions, and 
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therefore need to be accounted for un-
der two different sets of revenue recog-
nition guidance—ASC 606 for non-lease 
provisions and GAAP guidance (ASC 842) 
for lease provisions. Being able to clearly 
delineate between the two is import-
ant in ensuring revenue recognition in 
financial reports conforms to the new 
guidelines.
Can you consolidate reporting by group-
ing patient contracts into portfolios to 
expedite processing and reporting? 
ASC 606 allows for a portfolio approach 
as a practical expedient to account for 

patient contracts as a collective group 
rather than individually. To take advan-
tage of this provision, contracts must 
share similar characteristics such as 
the type of service, type of payer, size 
of payments or timing of contracts. To 
fully capitalize on their data, healthcare 
organizations will also want to ensure 
there is sufficient homogeneity of data 
and contract structure, and to consid-
er whether it makes sense to apply a 
portfolio approach system-wide or on a 
facility-by-facility basis.

Are you able to clearly identify between 
services delivered at a specific point in 

Determining Where to Start
Use this checklist as a starting point to prioritize steps toward 
compliance ahead of the deadline. Remember to communi-
cate regularly with your investors, lenders, analysts and other 
stakeholders to set proper expectations. 

STEP 1: UNDERSTAND, SCOPE AND PLAN
Understand the new standard’s requirements. Confirm 
your understanding with your auditor.
Determine what, if any, new information needs to be gath-
ered to comply with the standard.
Assess whether your organization’s existing systems, 
internal controls and processes are adequate or if new 
systems and tools are required.
Look beyond financial reporting to determine how the 
new standard may affect other aspects of your business, 
including marketing, sales and pricing.
Assess the tax implications of the new standard. If your 
organization uses U.S. GAAP to determine revenue recog-
nition for income tax purposes, the changes in timing of 
revenue recognition may result in changes to your current 
taxable income. It may also impact your organization’s 
deferred taxes.
Enlist the help of external experts, if necessary.

STEP 2: TECHNICAL ANALYSIS AND ASSESSMENT
Divide your revenue into similar revenue streams and assess 
the impact of the standard on your revenue streams.
Perform a detailed analysis of the accounting impact of 
individual transactions in the revenue streams identified. This 
detailed analysis should include the cost-capitalization rules 
and should confirm and/or further your initial assessment.

Decide on one of the available transition methods and 
consider discussing these approaches with your financial 
statement users and peer organizations, if relevant. 

Full Retrospective: Under this approach, entities may avail 
themselves of certain practical expedients.
Modified Retrospective Cumulative Effect: If this method is 
selected, entities must disclose which results would have 
been under prior U.S. GAAP in the year of adoption.
Confirm your decisions with your auditor.

time versus those delivered over time?
For long-term care providers, revenue 
from certain services can be recognized 
immediately, while other services may 
be classified such that revenue can 
only be recognized over time. Ancillary 
services—barber or beauty care—are 
considered point-in-time services from a 
revenue recognition standpoint. Con-
versely, the delivery of inpatient care 
services is often treated as delivered 
over time, meaning revenue must be 
recognized over the full period of time 
for which care is delivered.

STEP 3: CONSIDER CHANGES TO EXISTING  
PROCESSES

If your assessment has determined that new information 
will be needed, determine the changes needed to ensure 
that information is gathered accurately and on a timely 
basis.
Prepare for estimates and judgments. In some situations, 
you may be required to make more estimates and use 
more judgment than under current guidance, such as es-
timates related to variable consideration. These matters 
should be highlighted for users through increased disclo-
sure requirements.
Depending on your analysis of the standard’s potential 
impact on your business, consider possible changes to 
your organization’s standard contracts.
Consider discussing changes with lenders to revise debt 
covenants impacted by revenue, such as EBITDA and 
times-interest earned ratios.
Consider possible changes to compensation arrange-
ments driven by revenue, such as sales commissions, if 
the timing or pattern of your organization’s revenue recog-
nition changes under the new guidance.
Revise your documented processes and controls to 
ensure they are sufficient to prevent or detect misstate-
ments under the new guidance.

STEP 4: IMPLEMENTATION AND TESTING
Run applicable historical transactions through new sys-
tems and business processes to calculate the effect on 
prior periods or the cumulative effect upon adoption date.
Allow time for your auditor to test your restated accounts 
or cumulative adjustment.
Prepare new disclosures and ensure auditor concurrence.

STEP 5: STAY UP-TO-DATE WITH NEW GUIDANCE
Monitor the activities of the American Institute of CPAs 
(AICPA). 
Stay informed on SEC developments, including any 
amendments the Commission may make to its own staff 
interpretations on revenue recognition.

This article originally published by BDO USA, LLP. Copyright © 2018 
BDO USA, LLP. Allrights reserved. www.bdo.com
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BMSS NEWS
Bird ‘N Hand Shoot 2018

PLEASE WELCOME OUR NEW EMPLOYEES! 

On October 26th, BMSS and Porter Capital  
hosted their annual Bird ‘N Hand Shoot at  
Selwood Farms. Despite some rainy weather, we 
had a tremendous turnout and greatly enjoyed 
the opportunity to spend time with our clients 
and friends.  

The day was spent shooting sporting clays, 
pheasants, eating Full Moon BBQ and  
fellowshipping with each other. Overall, it was 
a huge success and we want to thank everyone 
that helped make this event possible, including 
all of our clients and employees.

Mike Fowler joined the Birmingham BMSS team and will be providing videography support for our firm.

Lorena DeLisle and Katie Gargus joined BMSS in our Gadsden office to provide bookkeeping support.

Ashton Crawford joined BMSS in our Birmingham office to provide IT support.

Welcome and we are excited to have you join the team!
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KEEPING YOU INFORMED

Wayfair Updates
After the Supreme Court issued its decision on the South Dakota v. Wayfair, Inc. case, we posted an article about how this could 
affect your business when it comes to economic sales tax nexus. Over the past few months, many states have updated their 
requirement details. Please visit the State and Local Tax page on our website to view these updates.

IRS Has Issued 2018-2019 Per Diem Rates
Business travelers who incur expenses while traveling away from home have new per-diem rates to use in substantiating  
certain of those expenses (Notice 2018-77). The new rates are in effect from Oct. 1, 2018, to Sept. 30, 2019.

The updated rates are effective for per-diem allowances paid to any employee on or after Oct. 1, 2018, for travel away from home 
on or after that date, and supersede the rates in Notice 2017-54, which provided the rates for Oct. 1, 2017, through Sept. 30, 2018.

A U B U R N  |  B I R M I N G H A M  |  G A D S D E N  |  H U N T S V I L L E  |  O P E L I K A
w w w . B M S S . c o m

Hurricane Relief Updates for Victims of Hurricanes Michael and Florence

Have you limited Administrative Access to only those who need it? 

The misuse of administrative access is a primary method of attackers to install malicious software across the target company. If 
administrative privileges are loosely and widely distributed, or identical to passwords used on less critical systems, the attacker 
has a much easier time gaining full control of systems.

Cybersecurity Questions You Should Consider for Your Business 

If you have been affected by hurricanes Michael or Florence  that hit over the past couple of months, the IRS has issued state-
ments providing help for the victims of those storms.

Help for Victims of Hurricane Michael

Help for Victims of Hurricane Florence

2018 Year-End Tax Planning Letter
As the end of 2018 approaches, you are likely giving consideration to year-end tax planning strategies. For 2018, the Tax Cuts and 
Jobs Act (TCJA) does away with many familiar long-standing tax rules and introduces a host of new ones. The  letter (link below) 
highlights some of the planning opportunities and challenges for individuals, estates, trusts and businesses regarding federal 
taxes. 
 
BMSS can help you navigate through uncertainties and develop a year-end tax strategy tailored to your unique circumstances. 
Please reach out to your BMSS trusted advisor if you have any questions or would like assistance. To schedule an appointment, 
please call our office at (833) CPA-BMSS.

BMSS YE Tax Planning Letter for 2018

http://www.bmss.com/services/state-local-taxes/
https://www.irs.gov/pub/irs-drop/n-18-77.pdf
https://www.irs.gov/newsroom/help-for-victims-of-hurricane-michael
https://www.irs.gov/newsroom/help-for-victims-of-hurricane-florence
http://www.bmss.com/wp-content/uploads/2018/11/BMSS-YE-Tax-Planning-Letter-2018.pdf

