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SERVICES AVAILABLE

August Aquila and Bruce W. Marcus speak and consult to professional
services firms and organizations all over the world. 

August also writes a monthly newsletter, Partner Advantage Advisory,
which can be ordered by calling 1-800-945-6462.

The Growth Partnership is a full service consulting firm specializing in
practice management, practice development, coaching and training,
and mergers and acquisitions. For more information, contact August at 

aaquila@thegrowthpartnership.com.

Bruce W. Marcus is editor of The Marcus Letter (www.marcusletter.com),
an on-line newsletter for professional services firms, and a marketing
consultant to professional firms. Contact Bruce at 

marcus@marcusletter.com.

For further information on Dr. Aquila’s and Bruce W. Marcus’s activities
and programs contact:

August J. Aquila, PhD
The Growth Partnership

4732 Chantrey Place
Minnetonka, MN 55345

952-930-1295
aaquila@thegrowthpartnership.com

www.thegrowthpartnership.com

Bruce W. Marcus
The Marcus Letter

www.marcusletter.com 
marcus@marcusletter.com


