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1. If the customer did not select us, what is the price they are likely to pay to the next best alternative firm? 

2. Are the services we are providing wants or needs? 

3. What is the ratio of tangible (measurable) to intangible (immeasurable) value we are creating? 

4. What is the risk to the firm in dealing with this customer? )(Actuary axiom: There’s no such thing as bad risks, 
just bad premiums.) 

5. Does this firm add to the firm’s intellectual capital (IC)human, structural or social—or are we simply using 
existing skills? 

6. What is the profit to the firm’s IC, not just its accounting profile? 

7. Does this customer open up a new niche or market segment for the firm? 

8. Is this a “boomerang customer”? (Usually an indicator that your prices are too low if customers return after 
trying the competition.) 

9. Do we like this customer? Is it a business we are interested in? 

10. What is the state of their restrooms? 

11. On what basis will we structure various pricing options for this customer—that is, which attributes do they 
value (service, access, priority access, quick start/turnaround times, specific talent assigned to their 
engagement, etc.)? 

12. How price sensitive is the client? 

13. What is the customer’s cost of not solving this problem in money terms? 

14. What is the economic benefit to the customer if they solve this problem? 

15. How do we help the customer grow their business and be more profitable? 

16. How do we help the customer achieve their preferred vision of the future? 
 

17. How do we remove surprises for the customer? 

18. If the services entail risk, what is the worst that can happen if the customer does not take this risk? What is 
the worst that can happen if they do take this risk? Is this intolerable? What is the upside of taking the risk? 
Is there anything we can do to hedge the downside of this rusk for the customer? 

19. Who on the organisational chart are we dealing with? 

20. Who referred this customer to us? Why were they referred? 

21. What is the nature of the relationship with the referral source? 

22. What is the timeline on the customer’s decision to select a firm? 

23. Do they have any time-sensitive deadlines for the completion of this work? Why do they need it now and not 
in six months? 
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24. Who’s paying for the service? Are they spending other people’s money?  

25. Do we have any serious competitors competing for this work? How are we more valuable than them, 
justifying a higher price? 

26. What price information do we have about these competitors (bids, RFP, etc.?) Have there been any recent 
changes in their firm that might cause them to price differently? 

27. Has the customer engaged another firm to do similar work? 

28. Who was the previous firm? Why are they changing? 

29. How profitable is the organisation? How long has it been in business? 

30. How sophisticated is the customer concerning our services?  

 


