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Full Disclosure Note
All the businesses and business owners mentioned in the book are real. The great
majority operate under their own names in the cities indicated. However, because
some of our examples are less than flattering, and for other reasons, including pri-
vacy, we have changed the names and/or locations of businesses in a few cases.

In some cases, the businesses used as examples in the book do advertise—their

marketing ideas are so good we included them anyway. In most cases, if a business

used as an example does advertise, it is a small part of their marketing mix.
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