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Index

80/20 rule, 42
80/225 rule, 42, 43f

A
Abraham, John, 10
Absolute value, impossibility,  

184–185
Accountants’ Boot Camp, 18
Accounting firms

mission statements, samples, 32
necessities, 6

Accounting, problems, 244
Action plan, creation, 87
Active subscribers (fundamental  

KPI), 263
Activity- based costing (ABC), 

consideration, 244, 247
Adaptive capacity model, 215–216
Adoption models, 311, 313–319
A- E ticket system (Disney 

usage), 221

Affiliation, 17, 21
Affordable risk, 162
After Action Reviews (AARs), 60, 

173, 279, 285, 289–295
Against the Odds (Bernstein), 161
AIMS360 (ERP software company),  

209, 227
Albrecht, Karl, 298
“All- is- covered- for- you” subscription  

model, 21
Altruism, index, 131, 142
Amazon Prime, 156

price euphemisms, avoidance, 236
value, 235

American Institute of Certified Public 
Accountants (AICPA)

Code of Professional Conduct,  
223

Group 100 meeting, 283–284
Anchoring effect, 206
Annan, Kofi, 80
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Annual recurring revenue (ARR), 
258–260, 263

Answer to How Is Yes, The 
(Block), 323

Arrow, Kenneth, 174
Arsdale France, Van, 140
Aspirants (buyers), 170
Atomic Habits (Clear), 7–9
Attention

earning, 44–45
economy, 172–173
scarcity, 172

Attitude, impact, 287
Attractions, 20–21
Audit, Transfer, Fill (ATF), 54
Authoritarianism, 93–94
Automatic Customer, The 

(Warrillow), 122, 300
Autopsies without blame, 293
Average revenue per subscriber 

(fundamental KPI), 264
Average selling price (ASP), 264

B
Bacon, Francis, 327
Bad customers, impact, 215
Baker’s law, 215
Balance sheet, origin, 258
Barrie, Corrie, 22–23
Basch, Michael, 277
Battered patient syndrome, 107,  

113
Batt, Harry, 151
BCorp, 28, 29
Becoming a Part- Time CFO 

(Gandy), 175
Behaviors

change, 93–94
thoughts, relationship, 4

Belonging, 16, 21–22
Benchmarking, 159–160

Ben & Jerry’s, value (subjective 
theory), 187–188

Berghoff, Jon, 47
Bernstein, Peter L., 161
Berra, Yogi, 230–231
Bertini, Marco, 102, 200, 332
Bezos, Jeff, 15–16, 104, 

117, 143, 266
B Impact Assessment, scores, 29
Black Swan, The (Taleb), 268
Block, Peter, 323, 324
Blue Origin (Bezos), 117
Bookings (fundamental KPI), 263
Boomer, Gary, 63–64
Boorstin, Daniel, 251
Bosch, Robert, 141
Bourdain, Anthony, 147
Branson, Richard, 160
Brown, Sean, 25
“Built to last,” 328–330
Bureaucracy, hidden tax, 227
Burgess, Matthew, 218
Burnout, 62, 108
Business, 47–48

cadence, 54
centering, 104
conception, 186–187
creation, dream, 3
engine rooms, 49f–53f
improvement, 48–56
leading, 55
lexicon, 164
meeting, image (receiving), 71f
owners, supply manufacture 

application, 55–56
pain points, elimination, 7
results, delivery, 9
running, 55
starting/static/scaling  

characteristic, 49
stepping stones, 48f
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team, 56–64
transformation, 64

Business for Good (B1G1), 
28, 68–70, 84

Business model, 21, 102–104, 119, 190
Business- to- business (B2B)  

environment, issues, 301
Business- to- business (B2B)  

expectations, 122
Business- to- business (B2B) focus, 7
Butler- Madden, Carolyn, 14
Buyer identification, 207

C
Cadence, establishment, 54–56
Call to action, 11
Cancellation, pushback, 195
Capitalism, impact, 329
Carnegie, Andrew, 246
Carrillo, Hilda, 64
Casey, Jim, 278
Cash flow, debate, 244
Castellano, Joseph f., 64
Castro, Fidel, 129–130
Catmull, Ed, 248, 289, 294
CFO Bookshelf (podcast), 175
Challenges, importance, 21
Change, 96

handling, ability, 285
speed, 31

Change Requests, determination, 113
Charging, level, 200–203
Checklist Manifesto, The 

(Gawande), 63
Chesterton, G.K., 146, 157
Chief Information Officers (CIOs), 

becoming, 28
Chinn, Mark, 137
Christensen, Clayton, 120, 134, 

311, 315–317
Churn, 260, 264, 270, 301

Class with Drucker, A (Cohen), 320
Clear, James, 7–8
Client, definition, 163–164
Coaching firms, impact, 34
Coaching skills, 286
Code of Professional Conduct 

(AICPA), 223–224
Cohen, Ben, 187–188
Cohen, William, 320
Coincident indicators, 268–269
Collinshume, website (appearance), 

33–34, 33f
Collins, Jim, 24, 293
Commitment, 39–40

impact, 287
lengthening, requirement, 

224, 225–226
Commodity

analysis, 157–159
production, 329
term, deletion, 160
value, 181

Community, improvement, 66–67
Company

customer recommendation, 274
goals, review, 69
owner exit, 24
responses, 80–81
social/environmental impact, 

measurement, 29
triggers/goals, 68–69

Competence, derivation/ 
representation, 223–224

Competition, plagiarism  
(relationship), 157

Competitive differentiator, 173
Complexity tax, 145
Compulsory risk, 162
Concentric Circles (Marston), 222
Consultancy questioning 

sequence, 88f
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Consumers
counting, ability, 249
surplus, 143

Contingencies, knowledge, 220, 222
Continuous innovation, 113, 157
Continuous learning, 285–286
Cook, Tim, 261
Core competency, 173
Corporate culture, definition, 138
Corporate financial statements, 

analysis, 258–259
Corporate social responsibility (CSR) 

initiative, 70
Cost

accounting, debate, 244, 247
determination, price (impact), 185
justification, 189, 245
minimization, obsession, 185–186

Cost- plus pricing, 124, 185
Covey, Stephen, 10
Covid, impact, 13, 252, 257
Creative destruction, 119, 125
Creativity, 154, 284
Creativity, Inc. (Catmull), 248, 289
Credence products, 191–192
Crosby, Philip, 242
Cross- selling metric (Wells Fargo 

Bank), 250
Cross- subsidization situation, 219
Cult Status (Duggan), 68
Culture, importance, 61
Curtis, Carlton, 164
Customer

acceptance/nonacceptance, 10
acquisition, 274, 299
behavior, lagging indicator, 131
businesses, potential, 10
complaints, 304–306
complaints/defects, recovery 

process, 305–306
connection, 67

contacts, recency/frequency/
quality, 276–277

effort score, 275
experience, 155, 227, 266
feedback, 201, 283
feelings, potential, 87
firm lifetime value, 302
hero, status, 172
improvement, subscriber 

role, 64–66
innovation/transformation, 

providing, 302
interaction, 176, 308
loss, reasons, 271
loyalty, 115, 273–275, 304
options, offering (effects), 205–206
outcomes, 71
perspectives, 14
price, 103
relationship, 115
retention, profitability, 299
risk, 192–196
segmentation, 205, 207–209
selection, 308
termination, 309
transformations, 167, 214
usage, payment, 218

Customer accounting service (CAS) 
Smile Curve, 211–213, 212f

Customer acquisition cost (CAC),  
264

Customer- centered outcomes, 34
Customer- driven organization charts, 

65–66, 65f
“Customer- is- always- right”  

philosophy, 10
Customer lifetime value (CLV), 125, 

265–266, 269
Customer retention rate (CRR), 264
Customers for Life (Sewell), 305
Cyberchondria, 114
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D
Dawson, Ross, 284
Deadlines, impact, 76
Dealers of Lighting (Hiltzik), 317
Decision- making process, 268
Default diary, usage, 54
Defects, absence, 298
Defensive medicine, 113
Deloitte, purpose, 25–26
Deming, W. Edwards, 180, 245–246,  

278, 320
Derman, Emanuel, 120–121
Destruction (production), capitalism 

(impact), 329
Deteriorating paradigm, 259
Developing Knowledge- Based Client 

Relationships (Dawson), 284
Diamonds, expense (compari-

son), 183–187
Dijkstra, Edsger, 147
Director of joy (DJ), 54
Direct Primary Care (DPC), 111–112, 

123, 132, 155
disrupters, 107
doctors, 115, 208, 218
physicians, 156–157, 170
practice, 315
subscription model, 214

Direct- to- consumer (D2C) 
models, 122

Disney, Walt (company), 140, 
152–153, 164, 221

Disrupters, 109–112, 312
Disruptive Strategy, 311–312
Dixon, Matthew, 275
Doctor’s Expanded Guide to 

Concierge Medicine, 
The, 110, 112

Donkey strategy, 124
Double- entry bookkeeping, 174
Drucker, Peter, 131, 138, 146, 

154, 281, 320

business management, ability,  
246–247

customer value, question, 200
decision- making process, 268
knowledge worker perspective,  

286
measurements, manageability, 248
opportunity, conversion, 171
path, discovery, 324
procrastination, avoidance, 273
risk classification, 162

Due care, 223–224
Dugan, David, 49, 51, 89
Duggan, Tim, 68
Dunn, Paul (script), 309
Dynamism, 254, 328–330

E
Earhart, Amelia, 333
Earned growth, components, 82
Earned new growth (ENG), 82
Ebeling, Richard, 322–323
Economics in One Lesson 

(Hazlitt), 269
Effective Executive, The 

(Drucker), 171, 268
Effectiveness, 145, 280–281
Efficiency, 241–242, 280
Einstein, Albert, 270, 290
Eisner, Michael, 303
Eliot, T.S., 292, 334
Embed, Social, Good (ESG), 79, 84
Emerson, Ralph Waldo, 141
Employees

disengagement, 57–58
empowerment, 27
engagement, absence, 56f

Empowerment, 95–96
E- Myth (Gerber), 301
End of Accounting and the Path 

Forward for Investors and 
Managers, The (Lev/Gu), 258
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Ends Game, The (Bertini/
Koenigsberg), 102, 330

Engagement, 45, 56, 222–232, 234
Engine rooms, driving, 92f
Ensurance, 132
Enterprise choice, 224, 226–227
Enterprise resource planning 

(ERP), 209
Enterprise, soul (presence), 121
Entrepreneurship, 151–153, 161
Entrepreneurs, impact, 329
Environmental, Social, and 

Governance (ESG), 
25, 79, 81–83

Environment, performance  
(relationship), 74–77

Executive leadership team (ELT), 51
Expansion annual recurring revenue 

(EARR), 264
Experience Economy, The (Pine II/

Gilmore), 130, 169, 178
Experience products, 191–192
Experience, theory (relationship),  

320
Explicit knowledge, 290–291

F
Facebook (FB) platforms, advertiser 

boycott, 19
Fader, Peter, 265
FairPay idea, 332
Fallacy of misplaced  

concreteness, 242–243
Fanning, Shawn, 119
Feedback

delay, 293
loop, creation, 15
negative feedback, 231–232

Fee- for- service (FFS) business model, 
incentivization, 108

Fee- for- service competitor, 156–157
Fee- for- service mentality, 169

Fee- for- service (FFS) 
model, 314–315

Fender Play app, offering, 105
Feynman, Richard, 134, 153
Financial ratios, 159
Financial risk, 193
Financial statement reporting, GAAP 

(usage), 232
Fink, Larry, 22, 83
Firm, 144–147, 157–158

creation, 313
language, Williams test, 148–149

Firm of the Future 2.0, The, 123–129
Firm of the Future, The (Dunn/

Baker), 42, 117, 124–126,  
134, 189

First- in, first- out (FIFO) valuation 
method, 243

First- in, still- here (FISH), 273
Fish model, 318
Five Most Important Questions You 

Will Ever Ask About Your 
Organization, The 
(Drucker), 138

Fixed- fee agreements, 319
Flow- on effect, impact, 15
FORD Consulting Model, 222
Ford, Henry, 143, 185–187, 245
Foresight, providing, 269
Forever Transaction, The (Kellman 

Baxter), 62
Framing effect, 148, 155–156, 206
Franklin, Aretha, 41
Fredericksen, Chris, 274
Freeman, Karen, 275
Friedman, Milton, 162, 267
Funnel, flywheel (relationship), 44f

G
Galford, Robert M., 271
Gamed (Smith), 262
Game plan, 74–75
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Gandy, Mark, 175
Gates, Bill, 143
Gawande, Atul, 63–64
Geisse, John F., 312
Gellert, Ryan, 19
Generally accepted accounting 

principles (GAAP), 126–127, 
144, 232, 252, 258–259

Generic efficiency, absence, 124
Gerber, Michael, 301
Gibson, William, 326
Gilder, George, 131, 132, 142, 254
Gilmore, James H., 130, 

169–171, 177
Global Financial Crisis (2008), 13, 81
Global Goals, 36, 38
Goal, The (Goldratt), 245
Godin, Seth, 9–10, 16, 21, 45, 116
Goizueta, Robert, 129
Goldratt, Eliyahu, 245, 247
Goodhart’s law, 249–250
Good to Great (Collins), 24
Gradual pivot, 314
Gratitude, impact, 75
Gray, Dave, 333
Great Depression, 249
Green, Charles H., 271
Greenfield, Jerry, 187
Gross churn, 264
Gross revenue retention 

(GRR), 263–264
Grove, Andy, 120
Growth costs, 260
Gu, Feng, 258
Guiding coalition, formation, 94

H
Hall, Scott, 109
Hammer, Michael, 104
Hard data, consideration, 242
Harnish, Verne, 59
Harper, Michael V., 292, 295

Hassle Free Home Services, Inc., 123
Hastings, Reed, 289
Havens, Joey, 175
Hayek, Friedrich A., 327
Hazlitt, Henry, 269
Health, assets, 116
Heisenberg’s Uncertainty 

Principle, 249–250
Heraclitus, 172
Heymann, John, 288
High Satisfaction Day 

(HSD™), 288–289
Hilbert, David, 320
Hildenbrand, Robert, 313
Hiltzik, Michael, 317
Hindsight, providing, 269
Hoffer, Eric, 173
Holden, Reed, 207
Hollender, Jeffrey, 22, 62
Holmes, Oliver Wendell, 282
Hope Is Not a Method (Sullivan/

Harper), 292
Horowitz, Andreessen, 263
Huddles, importance, 60–61
Human capital (HC), 127–129
Humans, physical/spiritual 

dimension, 121
Human- to- human relationships, 

enhancement, 6–7
Hume, David, 268

I
Impact- driven matters, 27, 44
Impact- driven purpose, 28–30, 34
Impact- driven results triangle, 

41–42, 42f
Impact, measurement, 34
Implementing Value Pricing (Baker), 

102, 125, 189, 222
Inadequacy marketing, 171–172
Income statement, 258, 261
Infinite value, 183
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Information- graphic, impact, 34
Information technology (IT) firms, 

Smile Curve usage, 211f
Innovation, 151, 154, 294, 302

continuation innovation, 113
death, questions (usage), 319–326
revenue, 273
wealth creation, 254

Inputs, usage, 103
InspireCA, 59, 73f
Intellectual capital (IC),  

125–133, 199, 253
Intellectual property (IP)
Internet of Things (IOT), 177
Intuition/insight, measures 

(impact), 251
Inventory, valuation, 242
Invisible balance sheet, 253

J
Jackson, Jamere, 81
Janzer, Anne, 102
Jefferson, Thomas (questions), 323
Jevons, William Stanley, 182
Jiwa, Bernadette, 11
Jobs, Steve, 11–12, 119, 127, 

143, 261–262
Johnson, H. Thomas, 244–246, 251

K
Kaplan, Robert S., 244–246
Katzenbach, Jon, 287
Kellman Baxter, Robbie, 22, 62
Kennedy, Paul, 176
Keune, Timothy M., 64
Key performance indicators (KPIs), 

46, 126, 248, 257, 276
accountability, equiva-

lence, 277–278
change, 133
selection, 278
shift, 43–44
usage, 242, 262–267

Key predictive indicators, 267–277
Kierkegaard, Søren, 254
Kimball, Ward, 153
Kingdom of Speech, The (Wolfe), 163
King, Jr., Martin Luther, 282
Kitchen Confidential (Bourdain), 147
Kless, Ed, 79, 103, 121, 126, 134, 323
Knowledge, 6, 254

elicitation, 284–285
firms, asset- less organizations, 129
lesson (US Army), 291–295
producer/consumer, 285

Knowledge and Decisions 
(Sowell), 131

Knowledge- Creating Company, The 
(Nonaka/Takeuchi), 284, 291

Knowledge worker
effectiveness, model, 280–282
KPIs, 279, 282–287

Known knowns, 220
Known unknowns, 220, 301, 325
Koenigsberg, Oded, 102
Kotter, John, 93
Kuhn, Thomas, 267

L
Lagging indicators, 241, 266–269
Lagging KPIs, tracking, 270
Land, Edwind, 144
Language, innovation/invention, 

163–165, 165t, 173
Last- in, first- out (LIFO) valuation 

method, 243
Lawsuits, avoidance, 113
Lazanis, Ryan, 6, 62
Leadership, 59, 149–150
Leading indicators, 267, 268
Leading KPIs, development, 272
Lean programs, 297–298
Learning

innovation, relationship, 131–132
unlearning, difficulty, 318

Lee, Brody, 35
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Lee, Reginald Tomas, 244, 255
Lee Segall’s law, 243
Legacy

change, 87
living/leveraging/leaving, 91

Legal commitment, making, 29
Legal firms, necessities, 6
Lev, Baruch, 253, 258
Lies, Damned Lies, and Cost 

Accounting (Lee), 244
Liminal Thinking (Gray), 333
Liminal thinking, require-

ment, 333–334
LinkedIn, user segmentation, 208
Listening/communication 

skills, 283–284
Lives

changes, 6
enrichment, goal, 4
loss (WHO report), 14
trust, 174–175

Loyalty, 38, 102
Loyalty Economics (Reichheld), 299
Loyalty Effect, The (Reichheld), 298

M
Macroeconomic environment, 

elements, 328
Macro pricing strategies, 196–197
Maister, David, 124, 155, 271
“Management by means” (Toyota 

usage), 245–246, 251
“Management by results,” 

245–246, 251
Management, focus, 52
Management thinking, advances, 328
Mandela, Nelson, 189
Marcus, Stanley, 142, 249
Marginalist Revolution 

(1871), 124, 182
Marketing, 151

concept, 154
problem, 119

Maron, Howard, 109, 197
Marston, Chris, 222
Martel, Dan, 54
Marx, Karl, 124, 181
Mattering, 21
McKinsey, maxim, 240–242, 248
MD2, creation, 109–111, 197
Measurement

change, 249–250
content/usage, 239
impossibility, 242
moral hazards, 247–254

Measures, 249–251
increase, comparison 

reduction, 252
lag, 253–254
metrics, contrast, 242–247
reduction, 253
unreliability, 251–252

Melancon, Barry, 6, 91
Menger, Carl, 182
Mercantilism, idea (discrediting), 127
Meta values, bank disappointment, 20
Metering, 208
Metrics, 242, 248, 262–267

measures, contrast, 242–247
Micro- management, 93–94
Millennium Development Goals, 38
Mindset, 89, 314
Mind shift, difficulty, 315
Mintzberg, Henry, 253, 281–282
Misplaced concreteness,  

fallacy, 242–243
Mission, impact/statements, 25, 32
Models Behaving Badly 

(Derman), 120
Moment of truth (MOT), 303–304
Monitor Deloitte report, 

23–24, 23f, 58
Monthly recurring revenue (MRR), 

66, 263, 270
Moores Agreed Pricing (MAP), 237
Moral hazards, 239
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Morris, Dan, 149
Mourkogiannis, Nikos, 138
Moving forward plans, 89–90
Munger, Michael C., 101
Musk, Elon, 157
My Life and Work (Ford), 185
Myths That Divide Us, The 

(Perazzo), 334

N
Nagle, Tom, 207
Negative experience, 303
Negative feedback, 231–232
Negative intellectual capital, 129–133
Net churn, 265
Net Positive (Polman/Winston), 47
Net Promoter Score™, 24, 45–46,  

273–275
Net recurring revenue (NRR), 82
Net retention rate (NRR), 264
Neuhofel, W. Ryan, 107
Neutral experience, 303
Neutral pricing, 199–200
New subscribers (fundamental  

KPI), 263
Newton, Isaac, 27
Nonaffordable risk, 162
Nonaka, Ikujiro, 284, 291
Nonfungible token (NFT), creation,  

180–181
Nonrival asset, 214
Nonrival good, 128
North Stars, 10, 38, 66
No Rules Rules (Hastings), 289
Novus, website (appearance), 34, 35f

O
Objective quality, 298
Objects and key results (OKRs), 243
O’Bryne, Paul, 309
O’Byrne, Paul (legacy), 176
Offerings, innovation, 236

Ogilvy, David, 146, 153
Onboarding, maximization, 301
One- and- done services, firm 

engagement, 171
One- firm business model, 103–104
One- off engagements, 222–232
Ongoing relationship, 63
Only the Paranoid Survive 

(Grove), 120
On- purpose company, employees 

(involvement), 58
Opportunity cost, 53, 241
Opportunity risk, 193
Organizational charts, 65f
Organizations, transformation, 93
Outcome- driven approach, 44
Outcomes, 7, 303, 304

achievement, 230
change, 11
guarantee, absence, 330
production, 18

Outside- in pricing, 233
Outward- focused business model, 

development, 115

P
Palo Alto Research Center (PARC), 

innovation develop-
ment, 316–317

Passion, impact, 287
Patagonia, ad campaigns  

(withdrawal), 19–20
Patients

doctor role, future, 114–117
outcomes, 112–113

Payment commitment, 10
Payne, Ric, 42, 93, 176, 311
Peace- of- Mind models, 123
Penetration pricing, 198–199
Perazzo, John, 334
Perceived Value Curve, 176, 176f
Performance risk, 193
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Personal development, 287
Personal medicine, power, 110
Personal transformations, 171
Pettengill, Samuel Barrett, 142
Physical risk, 193
Pine II, Joseph B., 130, 132, 

169–171, 177
Pivot Wealth, impacts (display), 85f
Platt, Lew, 128
Plussing, 155–157, 266
Polanyi, Michael, 290
Polman, Paul, 47
Popper, Karl, 267
Porsche Drive, 123, 219
Porter, Michael, 144
Portfolio pricing, 133, 217
Positioning, 137, 147–150, 217
Positioning for Professionals 

(Williams), 139
Positive experience, 303
Post- it Notes, usage, 60
Pragmamorphism, 121
Predictive indicators, tracking, 270
Price, 184–185

contextuality, 180
decline, 224, 226
euphemisms, avoidance, 236
increases, 235–237
subtractive relationship, 184
transparency, achievement,  

201–202
upfront payment, 224, 225
value, tradeoff, 206

Price, Dan, 27
Price, Harrison, 151
Price- led costing, usage (perceptions),  

186
Pricing

branding, 237
complex, 222–232
flexibility, 236–237
macro pricing strategies, 196–197

strategies, 196–200
tiers, 205–206
transparency, achievement, 202

Pricing on Purpose (Baker), 111
Pride, impact, 287
Problems, reframing, 87
Procrastination, avoidance, 273
Product

bundling, 207
classes, 191–192
design, 207

Product, Place, Promotion, and Price 
(4 Ps), 186

Professional firm business model, 
history, 102–104

Professionals (role), payment 
(determination), 104–106

Profit, 142
center, 154
elimination, 161
purpose, contrast, 141–144

Profitability
equation, 125
improvement, 66

Profit Beyond Measure (Johnson),  
245

Profit- led company, 22–26
Profit & loss (P&L) statement, 277

income statement, contrast, 261
Profit- maximizing price,  

revenue- maximizing price 
(contrast), 197

Profits, source, 161–163
Progress, reporting, 37f
Project groups, 59
Propulsion (newsletter), 146
Psychological risk, 193
Purchase, location/time/quantity, 207
Purpose, 94–95, 137–144, 217

measurement, 39
power, 26

Purpose (Mourkogiannis), 138
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Purpose- driven businesses, 
drive, 39–40

Purpose- Driven Life, The 
(Warren), 30

Purpose- led companies, 22–26
Purpose Triangle (Rajamannar), 39f

Q
QB CONNECT Conference 

(Intuit), 61
Quantum Marketing (Rajamannar), 38

R
Rajamannar, Raja, 38–40

Purpose Triangle, 39f
Ravindran, Vijay, 102
Recurring costs, 260
Recurring profit margin, 260–261
Recurring revenue, 300
Reflections on the Human Condition 

(Hoffer), 173
Reichheld, Fred, 10, 24, 82, 273–

275, 298–299
Reisman, Richard, 332
Relationships

pricing, 133, 189–190, 201
termination, 114
Relevance Lost (Johnson/

Kaplan), 244
Reoccurring revenue, 115, 307
Results

guarantee, absence, 330
influence, measurability (impos-

sibility), 246
Retainer medicine, 333
Retention, impact, 266
Retro, 59–64
Retrospective price, 229
Revealed preference, teaching, 104
Revenue, 102

equation, 124

fundamental KPI, 263
model, 200, 317

Revenue- maximizing price,  
profit- maximizing price 
(contrast), 197

Revenue/profits metric, 66
Reversal of flow, 43
Reverse auction, 251
Review, Align, Plan (RAP) 

Sheets, usage, 90
Risk, 151

avoidance, 248
classification, 162–163

Risk- taking, 157, 284
Rumsfeld, Donald, 220

S
Sagan Fallacy, The, 240
Sales, attraction, 23
Salk, Jonas, 9, 183
Sato, Masami, 70
Scaling, 218, 219
Schmidt- Subramanian, Maxie, 82
Schmitt, William, 151
Schott, Ed, 151, 153
Schultz, Howard, 177
Schulze, Horst, 306
Schumpeter, Joseph, 119
Schutz, Peter, 145
Schwab, Charles R., 315–316
Scientific theories, formulation 

method, 268
Scope creep, absence, 113
Search products, 191–192
Self

changes, 17
website, 36f

Serial transformations, providing, 168
Service quality, 297
Services

classes, 191–192
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