A
Abandoning business
appropriate time for, 1, 100, 101-103
being prepared to walk away, 157
considering jettisoning bottom 15
percent, 153
ethical issues related to, 138-139
Access to you
client understanding on meaning ox,
109-110
offering service of “unlimitec,”
91-92, 110
rapid responsiveness and, 123
as retainer arrangenicnt component,
109, 112, 114
See also Consultants; Services
Accountability, 73
Accounts payable, 159, 184
The Acquisition opportunity, 98
Advance payments, 130
Alan’s fourth theorem of fee
dynamics, 172
Albums
CDs and, 193-194
DVDs and, 194
American Institute of Architects, 33n.4
Andersen Consulting, 8, 215
Architects, 33-34

Index

“Arkingson’s Laws,” 215
Attorneys, 35-36, 39, 74-75
Augustitie, N, 215
“Augustine’s Laws,” 215
Authurity /expertise, 73

B
Bartered services, 136
“Betting on the come,” 35
“Big Four,” 27
Billable hours. See Time-based fees
“Billboard on a highway” approach, 43
Blogs, 231
Boilerplate language, 159
Book products, 193
Bottom-line blindness, 21-22
Branding
approaches, products, and method-
ologies of, 214-215
one’s own name, 215-217
publishing to enhance your, 96, 193,
230-233
vignettes on power of, 216, 217
Brands
creating your own, 15, 158
credibility and relationships
accelerated by, 14
fee progression transition to, 213-217
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Brands (continued)
fees enhanced through, 12-15
power of your own, 14
“success trap” of, 213fig, 215
See also Consultants
Budgetary limits, 30-31
Budgets. See Client budgets
Burger King, 232
Bush, GHW., 187n.1
Business
appropriate time for abandoning, 1,
100, 101-103
avoid accepting same terms as
referring source for new, 152-153
considering jettisoning bottom
15 percent of, 153
don’t accept troublesome or
unpleasant, 149
ethical issues related to abandoning,
138-139
paying for acquisition of new, 149
repeat and referral, 144
tips for collaborating on, 149
transition to a “going concern,”
209-211
transition to word of mouth, 211-213fis
walking away when appropriate, 357
See also Value-based proposals
Buyer commitment
compliance versus, 10
critical steps for, 11-12
importance of, 9-11
relationships between fees and, 10fig, 11
Buyer compliance, 10
Buyer resistance
common buyer’s responses /
arguments, 174-175
educating prospect to overcome,
38,180
filters to overcome, 164fig-165
four fundamental areas of, 165-170
ignoring your competition’s lower
prices, 179-180
maintaining focus on value to
overcome, 170-172
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major rebuttals to use to overcome,
171-172
management of, 222-223
offering discounts to overcome,
176-177
using “smack to the head”
comparisons to overcome, 177-179
understanding buyer’s budget to
overcome, 30-31, 150, 173-175
Buyer resistance areas
1: Idon’t trust you, 166
2: I don’t need you, 166-167
3:1don’t feel any urgency, 168-169
4: 1 don’t have the money to pay you,
169-170
Buyers
avoid the “go or ric-go” position for, 77
combining multipie buyers under
single fee; 92
educating prospective, 38, 180
engagiog them in diagnosing the
isquies, 144-145fig
iitars to overcome to reach buying
decision, 164fig-165
giving “choice of yeses” to, 75-79,
80, 189
higher fees create higher value
perception by, 152
impressing the, 13
locating new buyers within existing
clients, 94-97
power in ascertaining perceived value
of, 6
preventing and rebutting fee
objections by, 163-181
pursing late payments through the, 154
questions for establishing value with, 7
See also Clients

C
Calgon, 123
Canceling projects, 131, 132
Capitalism

compared to state controlled
economies, 2n.1

Index



ethical nature of, 2-5
ethical premises of, 2
Mercedes-Benz syndrome (MBS) of,
59
Russian failures with, 3—4
CDs and albums, 193-194
Cell phones, 227-228
Change opportunities, 97
“Choice of yeses”
advantages of providing buyer with,
75-78
professional speaking and, 189
step-by-step, 80
ten guidelines for, 78-79
Clancy, T., 15
Client budgets
ascertaining buyer’s budget
expectations, 173-175
focus discussion on investment aspect
of, 175
knowing the, 150
preserving limits of, 30-31
Client improvement
creating measurements for, 52-54
focusing on, 156-157
parameters for successful meastires
of, 52
qualitative or subjective cziteria of,
51-52, 54
quantitative or objeciive criteria of,
49-51, 54
two excellent iridicators of
contribution to, 72
Client objectives
increasing value by broadening, 147
QGTRIHF (“What Are Your
Objectives”), 147
Client outcomes
offering “value packages” to
facilitate, 9
transforming consultant past to,
56-58, 57fig, 188fig
value-based fee focus on, 42-45, 57-58
Clients
ascertaining perceived value by, 6

Index

avoid being influenced by past history
with, 143
creating shared success with, 15-18
engaging them in diagnosing the
issues, 144-145fig
establishing value by collaborating
with, 143
establishing value with, 5, 7
fees based on what’s important
to, 44
financial trouble experienced with,
132-133
knowing when to abandon a, 100,
101-103
locating new buyers within existing,
94-97
nonprofit, 152
providing pushback when needed
to, 174
surveving past, 58
trar storming consultant past to future
of, 56-58, 188fig
value-based fee conversion of
existing, 85-104, 221
value-based fee relationship to
self-interest of, 54-56, 220
See also Buyers; Referrals
Coaching, 198-199
Collaboration tips, 149
Columns (publishing), 232
Commercially published books, 193
Comparison question, 153
Competition comparisons, 179-180
The Competition opportunity, 98
Conceptual agreement
as consulting business acquisition
component, 12fig
as the foundation of value, 64-68
“good deal” factors for establishing,
72-75
as linchpin, 221
pushback when necessary, 156
“rules of engagement” of, 120
sample of retainer relationship,
120e-121e
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Confidentiality issues, 73
“Consultant hash,” 57
Consultant-buyer partnerships
consulting projects as, 11
costs from expert versus partner
investment, 16fig
creating shared success through,
15-18
as first step in value-based project, 65
gathering information on past, 58
journey and progress of, 5860
retainer arrangements, 107-125
role of trust in, 16
time-based fee implications for, 23-39
See also Relationships; Value
proposition
Consultants
avoiding the “vendor” category, 29-30
becoming the Bentley of your field, 158
caution against stereotyping
yourself, 148
client future transformed from past of,
56-58, 188fig
common mistakes made about fees
by, 34
creating shared success with clients,
15-18
establishing your unique value; 68-72
impressing the buyers, 13
providing pushback wherineeded, 124
traits of a successful retainer, 123-124
transition to ultimate, 21/7-219
See also Access to you; Brands;
Services
Consulting business acquisition
sequence, 11-12fig
Consulting intervention
goal of, 41
keeping our aesthetic sense as part
of, 60
process flow of, 57fig
remote, 197-202
See also Services
Contingency fee, 107
Converting existing clients
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abandoning business if unsuccessful
in, 101-103
Alan’s axioms on, 221
deciding which clients to approach,
86-89
finding new buyers within existing,
clients, 94-97
finding new circumstances for, 97-99
offering new value by revisiting ROIL,
90fig-94, 152
overcoming resistance to, 99-100
test to determining potential for, 87¢
Copyrighting proposal, 134
CPAs, 36
Credibility, 14
Credit card payments, 127
1>
databack.com; 232
Davis, M., 2%2r.4
Decision/imaking accountability, 73
“Delive -ables”
aviaing timed deadlines for, 48
Gaerinition of, 45n.1
tallacy and subversive nature of, 4549
key to avoiding talk on, 4647
Deposits, 130
Discounts
accepting cash in return for, 136-137
“frequent flyer,” 130
offered to overcome buyer resistance,
176-177
for one-time full payments, 155
phased approach rebates, 153
See also Payments; Value-based fees
The Divestiture opportunity, 98
Documentation issues, 73
Drucker, P, 133, 215
“Duluth architect syndrome,” 34
DVDs and albums, 194

E
Emails, 228
Empathy, 123
Enron scandal, 215

Index



Entry-level fees, 206-209
Ethical issues
abandoning clients, 138-139
accepting bartered fees, 135
on canceling and rescheduling, 131
charging different fees for same work,
127-128
clients with financial problems, 132-133
copyrighting your proposal, 134
credit card payments, 137
deposits and advance payments, 130
discounts, 130, 136-137
eliminating temptations to behavior
unethically, 28n.2-29n.2
establishing coaching “client,” 133-134
exceeding high value and
“gouging,” 128
lowering fees for nonprofits, 133
overdue payments, 137-138
padding expenses, 136
quid pro quo for lowering fees, 135, 149
related to increasing fees, 135
related to retainer arrangements, 129
related to subcontractors, 135
related to time-based fees, 28-31,
131-132
RFP (request for proposal) ara
related, 134
Robinson-Patman Act ard equal
services/fees, 129
tax issues, 130, 125-:136, 138
underbidding con:petition, 134
Executive egos, 7-8
Expenses
being clear on owed, 155
having client absorb the billing of, 157
reimbursement requests for, 155-156
specified as being extra, 146
travel, 989
See also Payments

F
Farr Act, 134
Fee feng shui case, 225-226
Fee progression strategy

Index

across categories, 211t
entry-level fees, 206-209
identifying where you are in the, 223
transition to “going concern,” 209-211
transition to the brand phase, 213-217
transition to ultimate consultant,
217-219
transition to word of mouth,
211-213fig
Fee-setting
by architects, 33-34
by attorneys, 35-36
bottom-line blindness case on, 21-22
by CPAs, 36
educating prospective clients on,
38, 180
for nonconsuliing opportunities,
185-204. 223
by searct: {irms, 36-37
supp'v-and-demand illogic of, 25-28
tima-based, 23-34, 131-132
See also Value-based fees
Hees
bartered, 135
common mistakes made regarding,
34
concept of, 1-2
contingency, 107
ethical exchange basis of, 3
how brands create higher, 12-15
perceived value basis of, 3, 6, 230fig
relationships between buyer
commitment and, 10fig, 11
retainer, 107-125, 221-222
See also Raising fees
Ferrari brand, 13
“First, do no harm” credo, 15
Fixed-fee formula, 79
“Frequent flyer” discounts, 130

G
Gerstner, L., 37
Girl Scouts, 133
Godek, G, 143n.1
“Going concern” business, 209-211
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“Good deal”
Alan’s axioms for the, 219-223
dynamics of, 72-75, 147
equation of, 74fig
“Good deal” axioms
1: you are entitled to be compensated
for value, 219
2: basing fees on time/material and
not value is crazy, 219-220
3: buyer self-interest is based on
results, 220
4: conceptual agreement is the
linchpin, 221
5: existing clients can be converted to
value-based fees, 221
6: retainer business is discrete and
sound business, 221-222
7: there are ways to raise fees and
margins, 222
8: you've heard all the objections
already, 222-223
9: nonconsulting activities are
lucrative, 223
10: identify where you are in fee
progression strategy, 223
“Gouging,” 128
The Great Big Book of Process Visuals
(Weiss), 144n.2
The Great Year opportunity, 97
Guarantees, 73

H

Hawthorne studies, 74n.5

Hewlett-Packard, 49, 73n.4

The Horrible Year opportunity, 97

How to Establish a Unique Brand in the
Consulting Profession (Weiss),
212n.4,215n.6

How to Maximize Fees in Professional
Service Firms (Weiss), 142

How to Write a Proposal That’s Accepted
Every Time (Weiss), 17n.7, 79n.6

“HP frame of mind,” 49

The Hunt for Red October (Clancy), 15
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I
IBM, 37
Industry knowledge/experience, 73
Ingram Book Company, 193
Interludes
annoying accountants case, 61-62
bottom-line blindness case, 21-22
fee feng shui case, 225-226
loaded loading dock case, 105-106
perverse purchasing agent case,
183-184
rebounding retainer case, 161-162
IPhone, 228
ISBN application, 195n.6

J
Janal, D., 231n.3

K

Keynote spesling
develcrii.g options for, 189-190
estahlishing your value for, 187-189
averview of, 186-187
using speakers’ bureaus for, 190-192
vignette on fee for, 206

Kinko’s, 91

L
Laptops, 228
Late payments, 154
Leading edge factor, 74
Liability insurance, 73
LinkedIn, 232
Loaded loading dock case, 105-106
Lunz, B, 232n.5

M

Malpractice insurance, 73
Margin. See Profit margins
Marketing

remote consulting, 235

retainer relationships, 121-124

seeking out new economic buyers

during projects, 150

Index



technological enhancement of, 229-230
See also Referrals
“Marketing gravity,” 191
Martin Marietta, 215
McDonald’s, 232
McKinsey brand, 8, 13-14
“Membership” benefits, 93
Mentoring, 199-201
Mercedes-Benz North America, 47
Mercedes-Benz syndrome (MBS), 5-9
Merck, 96, 239n.8
Merrill, D., 165n.2
“Migratory range” fees, 76
Million Dollar Consulting Colleges and
Graduate Schools, 4
Million Dollar Consulting (Weiss),
88, 192
Money Talks (Weiss), 186, 197
“Motivational speakers,” 188
Multiple invoicing, 159

N
Napoleon, 58
Needs assessments, 48n.2
New access points, 93
The New Buyer opportunity, 97
“New circumstances” approact:. 97-99
The New Initiative opportunity, 98
New services, 92
The New York Times, 221
Newsletters, 23223
Ney, Marshal, 58
Noncompete restrictions, 73
Nonconsulting fees
coaching, 198-199
keynote speaking, 186-190, 206
lucrative opportunities of, 223
mentoring, 199-201
for products, 192-196
remote consulting, 197-198
situational consulting, 201-202
some perspective on opportunities for,
202-204
for working with bureaus, 190-192

Index

Nondisclosure restrictions, 73
Nonprofit clients, 133

o
On-site visits, 73
1Solution philosophy, 142
1001 Ways to Be Romantic (Godek),
143n.1
Overdue payments, 137-138

P
Padding expenses, 136
Passive income
technological facilitation of, 236238
traditional ana lccal categories of, 236
Payments
accepting !ocal currency, 158-159
avoidii:g subject to conditions
reauirements for, 156
incentives for one-time full, 155
.ate, 154
in U.S. dollars, 157
wire transfer, 159
year-end early, 153-154
See also Discounts; Expenses; Tax
issues; Value-based fees
PDAs, 228
Perceived value
fees based on, 3, 6
power in ascertaining buyer’s, 6
Perverse purchasing agent case, 183-184
Peters, T., 215
Phased approach rebates, 153
Powell, C., 45
Press releases, 231-232
Principles of Scientific Management
(Taylor), 24n.1
PRleads.com, 231
Pro bono work, 122, 151, 202-203
Products
profit margins as key to, 195
selling your, 192
types of, 193-194
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Professional speaking. See Keynote
speaking
Profit margins
as key to product sales, 195
multiple ways of increasing, 222
quick tips for creating high retainer,
114-115
setting value-based fees for excellent,
64, 66
staying sensitive to margins, 151-152
technology used to increase, 228-229
time-based fees as limiting, 32-34
Projects. See Value-based projects
Proposals. See Value-based proposals
Proprietary material issues, 73
Prospect education checklist, 38
Published books, 193
Publishing
business benefits of, 96
columns, 232
newsletters, 232-233
selling products from your, 193
technology facilitating your, 230-233
Push back, 124, 156

Q
QGTRIHF (“What Are Your

Objectives”), 147

Qualitative improvement criteria,
51-52, 54

Quantitative improvemenu criteria,
49-51, 54

R
RainToday.com, 232
Raising fees
fee progression strategy for,
206-219, 223
1Solution philosophy on, 142
seventy approaches and tips on,
143-159
See also Fees; Value-based fee creation
Rapid responsiveness, 123
Referrals
acquiring new business through, 144
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asking current buyer for, 95
avoid accepting same terms as
referring source, 152-153
“good deal” created through, 72, 147
See also Clients; Marketing
Reimbursement requests, 155-156
Relationships
brands as accelerating, 14
as consulting business acquisition
factor, 11, 12fig
See also Consultant-buyer
partnerships
Remote consulting
marketing for, 235
requests for, 197-198
technological facilitation f, 233-236
Reporters’ queries, 221
Rescheduling projects, 131
Responsivenecs, 72
Retainer arrangements
access ir vou component of, 109, 112,
114
agpressively marketing relationships
of, 121-124
capitalizing on relationships of,
119-121
case on perceived value of, 161-162
caution against “SWAT team”
mentality, 117
choosing time frames/realistic
expectations, 111, 112, 113-114
ethical issues related to, 129
optimal conditions for, 108-109
organizing scope and management of,
112, 116-119
prime directive of, 112-113
sample letter of agreement for,
120e-121e
as sound business, 221-222
three key dimensions of, 112
Retainer consultants
access to you issue, 109, 112, 114
traits of successful, 123-124
Retainer fees
definition of, 107

Index



quick tips for high-value /high-profit,
114-115
ten criteria for lucrative, 109-111
RFP (request for proposal), 134
Robinson-Patman Act, 129
ROI (return on investment)
of Alan’s axioms for the “good deal,”
219-223
costs from expert versus partner
investment and, 16fig
establishing value through, 4-5
ethical conflicts related to, 29
as key criterion of setting value-based
fees, 66
offering new value by revisiting,
90fig, 94, 152
“Rules of engagement,” 120

S
Safety issues, 73
Saturday Night Live pseudocommercial
skit, 34n.5
Scope creep, 150-151
Search firms, 36-37
The Second Great Big Book of Proces¢
Visuals (Weiss), 144n.2
Self-interest motivation, 54-5¢. 220
Self-published books, 192
Services
core value proposiiions regarding, 94
ensuring client.s aware of range of,
147-148
fees for nonconsulting,
186204, 223
offering added value through new,
90fig, 154
providing option that exceeds the
budget, 146-147
technology used to enhance, 227-230
See also Access to you; Consultants;
Consulting intervention
Shared success
how to build, 15-18
key factors in, 17

Index

Shared values factor, 11, 12fig

Situational consulting, 201-202

Skills transfer, 73, 74

“Smack to the head” comparisons,
177-179

Speakers’ bureaus, 190-192

Stereotyping, 148

Subconstractors, 135

Subcontracting fees, 208

“Success trap,” 213fig, 215

Supply-and-demand illogic, 25-28, 151

“SWAT team” mentality, 117

T
Tax issues
avoiding loca! tax deductions, 159
out-of-sta-e services, 130, 135-136
setting up‘payments beneficial to
taxes, 138
See-also Payments
Taylor, E W, 24n.1
Technological compatibility, 73
Technology
keys to utilizing, 238-240
passive income facilitated through,
236-238
publishing facilitated by, 230-233
remote consulting using, 233-236
service enhancement through,
227-230
Telephone systems, 227-228
Time-based fees
ethical issues related to, 28-31,
131-132
incorrect logic of, 23-25
profitability limitations of, 32-34
Transfer of skills, 73, 74
Travel
availability as “good deal” factor, 73
including projected costs in your
fee, 98
technology facilitating
communication during, 227-228
The Travel Need opportunity, 98
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Trust
buyer resistance due to lack of, 166
consultant-buyer partnerships and
role of, 16

U
Ultimate consultant transition, 217-219
The Ultimate Consultant (Weiss), 58n.3,
142,166n.3
Underbidding competition, 134
United Way, 133
“Unlimited access,” 91-92, 110

A%
Value

of access to you, 109

basing fees on, 143, 146, 230fig

collaborating with client to
establish, 143

continuous journey of providing, 58-60

differing fees for differing, 143

establishing your keynote speaking,
187-189

establishing your unique, 68-72

in the eye of the beholder, 64

fallacy and subversive nature of
“deliverables” as, 45-49

fees as based on perceived, 3, 6

as function of not being “yes verson,” 8

higher fees create perception of
higher, 152

increased by broader.ing client
objectives, 147

increased through new services,
90fig, 154

measuring the unmeasurable quality
of, 52-54

Mercedes-Benz syndrome (MBS) and,
59

never use time as basis of your, 143-144

overcoming buyer resistance by
focusing on, 170-172

qualitative or subjective criteria of,
51-52
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quantitative or objective criteria of,
49-51
revisiting ROl in order to offer new,
90fig-94, 152
ROI (return on investment) to
establish, 4-5
Value distance, 55-56fig
Value proposition
avoiding “needs assessments” as part
of, 48n.2
“billboard on a highway” approach
to, 43
client initiation versus solicitation
difference for, 71
converting existing clients by offering
new, 90fig-94
examples of poorly done, 4243
examples of task/ possible
outcomes; 44
focus on ciient’s ability to
improve, 43
vigneite on Mercedes-Benz, 47
Sec also Consultant-buyer
partnerships
Value-based fee creation
“choice of yeses” approach to, 75-79,
80, 189
conceptual agreement foundation of,
6468
establishing your unique value for,
68-72
“good deal” approach to, 72-75, 147
key criterion of, 66
precepts to keep in mind
about, 64
sequence in, 65fig
See also Raising fees
Value-based fee formulas
“choice of yeses,” 80
“good deal,” 74
strategic and conceptual, 82
10 to 1 “halfway house,” 81
Value-based fee tips
adding premium when appropriate, 146
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avoid getting cornered about fees,
148-149

avoid offering options for reducing
fees, 145

avoiding boilerplate proposal
language, 159

base fees on value, 143, 146

becoming the Bentley of your field, 158

citing time frame for proposal’s
acceptance, 153

clarifying client responsibility for
expenses, 155

collaborating on business, 149

comparison question, 153

creating your own brand, 15, 158

do not consider past client history, 143

emphasizing year-end early
payments, 153-154

expense reimbursement requests,
155-156

fee increases exceeding inflation
rate, 158

focus on improvement, 156-157

higher fees create perception of higlisr
value, 152

jettisoning bottom 15 percent of your
business, 153

knowing client’s budget, 50

knowing current range ¢t inarket
fees, 151

late payments, 154

on local currency payments, 158-159

managing accounts payable
interactions, 159, 184

multiple invoicing, 159

never use time as basis of value, 143-144

new business acquisitions, 149

obtain firm agreement regarding fees,
145-146

offering incentive for one-time full
payments, 155

offering new value by revisiting ROIL,
90fig, 94, 152

payments subject to conditions, 156

Index

phased approach rebates, 153
practice stating high, 144, 157, 159
pro bono work, 122, 151, 202-203
providing option that exceeds budget,
146-147
pushback on agreement fine print, 156
questions to ask validating your
value, 69-72, 148
quid pro quo for lowering fees,
135, 149
for raising fees, 143-159
referred business, 152-153
remove fees from printed
materials, 146
“scope creep” management, 150-151
sensitivity to thie margins, 151-152
specify experses as being extra, 146
“springbcarsiing” to new buyers, 150
supply-and-demand illogic,
25::25,151
U= dollar payments, 157
walking away when necessary, 157
wire transfers from clients, 159

Value-based fees

Alan’s fourth theorem of dynamics
of, 172

client’s self-interest relationship to,
54-56, 220

comparisons on charge per hour
versus, 27

converting existing clients to, 85-104

creating excellent profit margins
using, 64, 66

definition of, 107

differing values mean different, 143

educating prospective clients on,
38-39

establishing, 63-82

ethical compromises removed
through, 29

focus on client outcomes of, 42-45

“gouging” versus, 128

“migratory range” of, 76

multiple ways of raising, 222
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Value-based fees (continued)
for nonconsulting opportunities,
185-204, 223
phrasing on validity of, 42
practice stating high, 144, 157, 159
preventing and rebutting objections
to, 163-181
sequence of creating, 65fig
strategies for progression of, 205-223
testing potential for shifting client
to, 87e
on what’s important to client, 44
See also Discounts; Fee-setting;
Payments
Value-based projects
client budgetary limits for, 30-31
client relationship as first step in, 65
conceptual agreement as the
foundation of, 6468
creating the “good deal” dynamic of,
72-75
establishing your unique value as part
of, 68-72
Value-based proposals
avoid boilerplate language, 159
used as confirmations not
explorations, 148
establishing your unique value«as part
of, 68-72
time frame for acceptance-of, 153
underlying rationale for sniccessful,
66-68
value-based fees sequence in, 65fig
See also Business
Vender identification, 29-30
Vignettes
attorney’s “good deal” equation
approach, 74-75
client budget as fee-setting factor, 150
on inability to demand high fees, 158
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Mercedes-Benz value-based fee, 47

on power of brand name, 216, 217

on professional speaking fees, 206

remember to check your materials for

constricted fees, 155

on remote consulting, 197-198

on situational consulting, 201-202
Volunteering activities, 96

W
The Wall Street Journal, 231
Websites
applying for ISBN numbers, 195n.6
audio and video samples on
author’s, 194
databack.com, 232
LinkedIn, 232
marketing through your, 229-230
offering “nicmoership” benefits
through, 93
offering riew access points through, 93
PRieads.com, 231
PainToday.com, 232
on reporters” queries, 231
Why in this manner? question,
70-72,148
Why me? question, 69, 148
Why now? question, 69-70, 148
Wilder access, 92
Wilson, L., 165n.2
Wilson Learning, 165n.2
Wire transfer payments, 159
Word of mouth business
“success trap” of, 213fig, 215
transition to, 211-213
W.W. Bowker, 195n.6

Y
Year-end early payments, 153-154
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