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Adrienne Weiss Company, 112,
200

Advanced Auto Parts, 178, 180
Advertising:

free, 203–213
packaging and, 189
reasons for, 222
spending on, 221–226

Advice:
accepting, 24–28
asking experts for, 104–115

Advisory board, of customers,
137–142

American Express, 300
American Red Cross, 303
Appearance, importance of

business’, 170–171
Apple Computer, 178, 180, 

188

Barkley Evergreen & Partners,
112–113, 288

Bearemy’s Kennel Pals, 299, 
303

Bearisms, 311–313
Ben & Jerry’s, 36–37
Berryman, Clifford, 255
Bezos, Jeff, 285
Birthdays, 173–176, 229–230
Blair Witch Project (film), 242
Blogging, 235
Books, for professional

development, 121–123
Bradshaw, Terry, 19

Brand identity:
co-branding, 225–226
development of, 34–39
importance of, 199–202

Build-A-Bear Workshop:
Build-A-Bear Workshop On

Tour, 261
in New York City, 13–14, 

48–49
pillars of success and, 178

Burger King, 241
Burkhardt, Jack, 16
Burkhardt, Katie, 16–17, 37–38
Business. See also Business plan;

Growth
creating atmosphere of respect

in, 93–98
creating fun environment for,

83–86
creating personality for, 40–44
five questions to answer about,

288–293
imagining your ideal, 11–14
naming of, 169–170

Business interruption insurance,
105–106

Business plan:
industry experience and,

106–107
investors and, 66–67
tips for writing, 61–64
as “to-do list,” 254

Buzz, about business, 203–207,
227–231
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Carter, Dr. Robert, 20
Carter, Dr. Tony, 141
Cash. See Financial security
Catterton Partners, 68
Cause marketing. See Philanthropy
Celebrations, creating, 173–176
Charitable work. See Philanthropy
Chico’s, 175, 178, 189, 259, 

282
Children, inspiration from, 15–18
Co-branding, 225–226
Colors, of Build-A-Bear Workshop,

27–28
Competition:

direct and indirect, 290
standing out from, 189, 290–291

Consultants. See Experts
Contracts, 52
Convenience, as pillar of success,

177–181
Conventional wisdom, building on,

24–28
Co-op advertising, 224
Correspondence. See E-mail
Cracker Barrel Old Country Stores,

47–48
Credit cards, using to start

business, 57–58
Crisis planning, 266–269
Customers:

on advisory board, 137–142
always thinking of, 43–44
emotional connection with,

22–23, 33
as employees, 80–81
envisioning your core, 34–39
finding ways to help, 279–283
gauging satisfaction of, 116–117
greeting of, 171
learning about, 131–136
learning from, 127–130,

137–142, 291–292

philanthropy in partnership with,
297–301

service to, as pillar of success,
177–181

special treatment for, 146,
156–159

staying focused on core,
151–155

word-of-mouth advertising and,
203–207

Danziger, Pam, 33
Databases, of customer

information, 131–136, 275
Details, paying attention to, 

45–49
Disney, Walt, 43–44. See also Walt

Disney Co.
Domain names, 236, 238
Dreams, value of, 9–14
Dress code, 42–43
Dunkin’ Donuts, 153–154, 178

Ebsworth, Barney, 68–69, 108
Edy’s, 36
Elk Inn, 192–193
E-mail:

advisory board and, 137–142
customers and, 161–164,

291–292
viral marketing with, 239–242

Emotions:
customers and, 22–23, 33
putting into business, 31–33

Employees:
creating buzz with, 230
hiring those with passion, 

79–82
hiring to supplement own

experience, 107–109
measuring and praising

performance of, 116–120
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rewarding for mistakes, 88–92
seeking ideas from, 99–103,

249–250
showing respect for, 93–98
working alongside, 75–78

Experience:
in industry you want to enter,

106–107
learning from others’, 257–261
learning from own, 184–186
as pillar of success, 177–181

Experts, advice from, 104–115
Extraordinary experience,

providing for customers,
191–195

Family members:
as investors, 70–71
welcoming customers’, 146–147

FAO Schwarz, 152
FedEx, 46, 170
Financial security. See also

Investors
control of spending and,

148–150
when starting business, 55–60,

71
Find-A-Bear ID tracking system, 

32
First impressions, 167–172
Five pillars of success, 177–181
Free advertising:

from media coverage, 208–213
word-of-mouth, 203–207

Friedman, Thomas, 20
Friends and family. See Family

members
friends 2B made stores, 101,

249–250, 265
Fringe advertising spots, 224
Frito-Lay, 189
Fromm, Jeff, 288, 291, 292

Fun:
bringing into business, 143–147
having at work, 83–86

Gaubatz, Ronnie, 233–234, 237,
238

Giampolo, Nikki, 299, 303
Gift with purchase (GWP), 150
Giveaways, 145–146, 205, 229
Goodman, Stanley, 32–33
Goodnight, James, 85
Goodwill, spending money on,

149–150
Growth:

core customers and, 151–155
following plan for, 262–265
international, 274–278
partnerships and, 247–252

Happiness, in your job, 19–23
Heart, putting into business and

stuffed bears, 29–33
Hogan, John, 23
Holidays, tie-ins with, 173–176
Holley, Tom, 70
Hotmail, 240
Hot Topic, 153
Huggable Heroes, 303–305
Hurricane Katrina, 266–267
Hycel Properties Company,

111–112, 262

Ice cream market, 36–37
Ideas:

from children, 15–18
from employees, 99–103,

249–250
seeking everywhere, 29–33,

257–261
Innovation, 270–273
Instincts, trusting your own, 24–28
Insurance, 105–106
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International growth, 274–278
Internet. See also E-mail

advertising on, 225
selling on, 233, 234, 277
viral marketing on, 239–243
web sites for business and,

232–238
web sites for entrepreneurs, 

107
Inventory, matching to demand,

182–186
Investors, attracting, 65–71

Jensen, Mike, 81–82
JetBlue Airways, 188
Jobs, willingness to do any, 75–78

Kansas City Equity Partners, 69
Klocke, Tina, 108
Knowledge, recognizing lack of,

104–109
Krispy Kreme, 230–231
Kroc, Ray, 26
Kroll, Teresa, 288
Krueger, Dorrie, 86, 288

L. L. Bean, 235–236
Leadership:

leaders differ from bosses, 
93–98

pitching in on jobs and, 75–78
Lebor, Todd, 170
Lee Jeans, 300–301
L’eggs Hosiery, 188
Lending library, at business,

121–123
Letters. See E-mail
Limited Too, 248
Listening:

to customers, 127–130,
137–142, 291–292

to employees, 99–103, 249–250

Location, of business, 170–171,
264–265

Luck, making with hard work,
284–287

Macaroni Grill, 188
Macy’s Thanksgiving Day Parade,

249, 255
Madden, Orv, 153
Major League Baseball, 248
Manuso, Sherry, 91
Marketing. See also Advertising

buzz and, 203–207, 227–231
customer focus and, 35–38
outsourcing of, 112–113
viral marketing, 239–243

Market research, customers and,
131–136

Marx, Jeff, 30–31
Matherne, Wendy, 266–267
McLemore, Nina, 67
Media coverage:

to attract investors, 68–69
tips for, 214–220

Mentoring, 307–309
Mistakes:

celebrating of, 88–92
handling media’s, 219
never correcting in public, 119
turning into opportunities,

205–206
Money management. See Financial

security

Name, of business, 169–170
National Denim Day, 300–301
Networking, to attract investors,

67–71
Nikki’s Bears, 299
“No,” turning into “yes,” 279–283
“No comment,” avoiding, 216–217
Nordstrom, 180, 282
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Packaging, 12–13, 187–190
Palms Tanning Resort, 193–194
Parthenon Group, 288–293
Partnerships, 50–54, 247–252,

258–259, 276
Passion:

conveying to others, 32
hiring workers with, 79–82
for your work, 19–23

Patterson, James, 285
Personality, of business, 40–44
Philanthropy:

in local community, 302–306
in partnership with customers,

229, 297–301
through mentoring, 307–309

Pillars of success, 177–181,
290–291

Pixar Animation Studios, 250
Planning, 253–256

for crisis, 266–269
Positive attitude, value of, 9–14
Praise, for employees, 116–120
Price, as pillar of success, 177–181
Procter & Gamble, 260–261
Products:

envisioning buyers of, 34–39
launching of new, 229, 270–273
matching inventory to demand

for, 182–186
as pillar of success, 177–181

Professional development, books
for, 121–123

Public relations, 208–213

QuikTrip stores, 48, 178, 179

Reading, for professional
development, 121–123

Read Teddy, 299
Real estate negotiation, outsourcing

of, 111–112

Red Pencil Award, 90
Replacements, Ltd., 172
Reporters, tips for working with,

208–220
Research, formal and informal, 289
Ritz-Carlton, 178
Roosevelt, Theodore, 255
Rudolph, Vernon, 58–59
Rules, avoiding silly, 47–48
Russell, Sarah, 29–30

SAS Institute, 84–85
Saunders, Jill, 113, 213
Schultz, Howard, 26
Secret shoppers, 129
Sharper Image, 178, 180
Smith, Fred, 170
Smith, Wayne, 69, 108
Southwest Airlines, 130, 175, 

178
“So what?” factor, in pitching story

to media, 208–213
Special treatment, for customers,

156–159
Spending. See Financial security
Starbucks, 178, 180, 201
Steak n Shake restaurant, 26
St. Louis Business Journal, 68, 

218
Stonyfield Farms, 235
Strategic alliances, 247–252
Stuffed With Hugs, 299–300, 303
Success, five pillars of, 177–181,

290–291

Talbots, 282
Target, 27–28, 178–180, 188, 

271
Telephone, customer service and,

172
Television advertising, 224
3M, 271
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Tiffany & Co., 187–188
Toilet Duck, 188
Toys “R” Us, 153

Unilever, 241–242
USA Today, 194–195

Vendors. See Partnerships
Venture capital. See Investors
Vest, Frank, 68
Viral marketing, 239–243
Vision, value of, 9–14
Volvo Trucks North America, 130

Walgreens, 179
Wal-Mart, 178, 179, 185
Walnut Group, 70
Walt Disney Co., 178, 180,

191–192, 250

Weblogs, 235
Web sites. See Internet
Weiss, Adrienne, 112, 114
White, Ellen, 168
“Why?”, value of asking, 

135–136
Williamson, Marianne, 9–10
Woodard, Sam, 23
Woods, Tiger, 284–285
Word-of-mouth advertising,

203–207
Work, luck and, 284–287
Work schedules, 42–43
World Wildlife Fund, 251–252,

299
Wyndham By Request program,

133–134

“Yes,” turning “no” into, 279–283
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