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Bargains
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Bargains are closely related to free: people like getting something for
nothing. Bundling is a type of free. When you buy Windows, you get
Internet Explorer for free. The SQL Toolbelt gives you 12 applications
worth a total of $5140 for only $1595. That’s $3545 for free.

Put a ‘sale’ price on one or two products on your web site, and people
will assume that they are, in fact, getting a good deal. But put ‘sale’ on

all your products and people will assume you're taking them for a ride.

To work best, bargains should be limited to specific products, or specific
times. When Steam, the online gaming community, held a sale on third
party games over the holiday season in 2008, a 10% discount led to an
increase of 35% in sales (in dollars, not units). A 25% discount led to a
245% increase; a 50% sale to a 320% increase and a 75% discount to a

1,470% increase.

If there’s something people like more than getting a bargain, it’s getting

a bargain and feeling smart.
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Just before Christmas 2006, Threshers (a UK wine merchant) offered its
suppliers and friends a 40% discount if they turned up at any store with

a special voucher.

40% OFF All Wine & Champagne
DISCOUNT VOUCHER

threshers wine rack bottoms up haddows the local

Full Name:

Email Address: V. -\ V.

For office use only:
Store Numiber: Total Value:
Date: Till Ref: Code: WINEORB

Terms & Conditions:

When this voucher was “accidentally” leaked onto the web (on the

Stormhoek web site — we've already met them - and promoted by Hugh
MacLeod), word spread like wildfire. Eventually, millions of people
downloaded it. Threshers felt obliged to honor the voucher. Their
customers felt smart and got cheap wine while Threshers made a killing

and promoted their brand.
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Different ways of pricing

The amount you charge for your product isn’t the only decision you >

have to make. You also need to decide how you want to charge. There

are plenty of models:

Subscription Most SaaS companies use this. As with any model, this
one has its pros and cons. The cons, obviously, include less money up
front. But there are surprising benefits beyond the obvious recurring

revenue stream:

« Paying lots of small amounts is psychologically easier than paying
one large amount. That’s why people buy cars with credit cards and
pay it back at 20% interest, or place the cost of a holiday that’s over
in a week on top of a mortgage that will last 25 years. Although the

total amount paid is larger, it somehow feels smaller.

« Ifyou're selling to businesses, then your end user will find it easier
to justify a small, regular payment to his boss then a single large,

one-off payment.
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o Recurring payments promote regular usage. Take members of health
clubs. Those who pay a one-off annual fee tend to use the club inten-
sively for a few weeks after their hefty payment, but then stop using
it. The usage pattern of people who pay quarterly displays a sawtooth
pattern, peaking shortly after payment and then declining until the
next payment. People who pay monthly show a steadier, higher,
usage. Importantly, since they are more regular users, they are also

more likely to renew membership and stay members longer.

I've already covered the Freemium model, where a small number of
paying customers subsidize the majority of freeloaders. The Gillette
model is a twist on the Freemium model. Gillette famously sells their
product in two parts: the razor and the blades. The razor is cheap,

but they make their money on the blades. This strategy is surprisingly
common. Adobe follows a similar strategy with Acrobat. It’s free to

read documents, but you need to pay to create them. Hewlett Packard
loses money on its printers, but makes it back on the ink. The first Ford
Fiestas were sold at a loss, but Ford recovered the money on spares and
finance. Microsoft and Sony lose money whenever they sell an X-Box or

PlayStation, but make it back on royalties for games.

There are many ways of pricing per user. Common schemes include
licensing per named user, or concurrent user. At Red Gate, we license
per user. 1f you have a team of ten people, all of whom want to use our
software, then you need to buy a ten user licence. If you can’t count the
total number of users, or if only a few use it at a time, then pricing by
concurrent user can make sense. This model is often used for server-

based software, such as databases.

Another common licensing model is per processor or per proces-

sor core. The obvious drawback of this model is that processors get
faster, and get more cores, quickly. If, say, you're selling a bug tracking
system that’s tied to the physical power of your customers’ hardware
then Moore’s law dictates that they will get double the benefit of your

software every two years, without paying you a penny.
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The per physical / virtual server licensing model has the same draw-
backs as the per processor model. As more processors are crammed into
physical boxes, your customers get exponentially increasing benefit for

a fixed cost.

The per usage model involves charging users based on how often they
use your software. This could be per megabyte stored, transaction
processed, gigabyte transmitted, or many other options. Historically,
this has been less common than other models but will become more
usual as cloud computing takes off and people expect to pay for com-
puter usage on-demand. One disadvantage of this model is that it can
discourage people from buying since it is unclear, up front, how much

the user will need to pay.

Charging your end user isn't the only way of pricing software. You can
choose to give it away for free and then make money by, for example,
charging for consulting, installation and training; or selling advertis-
ing. The latter, although a common model for web sites, is extremely
hard to make work. CPM - the cost per thousand impressions - can

be as low as a dollar. In other words, to generate one thousand dollars
of revenue you might need to serve up as many as a million pages. To
generate enough revenue to support a team of three or four people, that
means having ten million page views per month. Most web applications

simply aren’t going to attract that sort of traffic.

Giving your customers a choice of licensing models can make sense.
For example, if you're buying Microsoft’s SQL Server 2008 then you can
choose to license per processor, or buy a server license and then pay per
client who connects. The first model will cost you $5,999 per proces-
sor. For the second option, you'll need to pay $885 to run it on a single

server, and then $162 for each additional user to access the database.

Many businesses end up with a mixed model. For example, Red Gate
combines a one-off fee with an annual 10% - 25% support and upgrades fee.

That way, we get both up-front revenue and a recurring yearly income.
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However, if you choose to do this, you need to be aware of the pitfalls.
Support and upgrades fees aren’t just a cheap way of generating cash,
and they can pressure you into releasing software just for the sake of it,
at times that are not right for you, your customers or your product. If
you're going to charge your customers regularly, then you need to make

sure they get — or perceive - value regularly.

Shortly after launching Windows XP in 2001, Microsoft introduced its
‘Software Assurance’ program. For an annual fee, enterprise customers
could get guaranteed upgrades to next versions of the operating system.
In theory, everybody would win: Microsoft would get a guaranteed rev-
enue stream to fund future development and customers could spread
costs and would get a cheaper upgrade to Microsoft’s new operating
system, code name Longhorn, when it shipped in 2003. But Longhorn
didn’t ship in 2003. Or 2004. Or 2005, It didn’t reach the market until
the end of the 2000, largely neutered, as Windows Vista. And even then

most enterprises refused to upgrade.

Choosing the right model

When choosing your pricing model, here are two recommendations.
Firstly, be boring. Secondly, license your software as your customers

expect it be licensed - fit in with their business model.

Red Gate’s first product was Aardvark, an online bug tracking system.
When we launched this in early 2000, we decided to follow a usage
model. We charged per bug raised. This made sense from our perspec-
tive since the cost of providing the service was linked to how much

our customers used it, but it didn’t fit in with the way our customers
worked or expected to be charged. That was our first mistake. Our sec-
ond mistake was to forget to be boring, and to call the usage units ‘cans
of worms’ We thought it was pretty cool. Our customers had a different
opinion, and we quickly moved to per-user pricing.

There are even worse ways of getting price models wrong. In the late

1990s, The Dialog Corporation was formed through the merger of
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Knight-Ridder and MAID plc. It was in the business of selling data to
corporations and government bodies. Users logged on and searched for

information in the six billion pages of information that Dialog stored.

Dialog decided to implement a per-usage model. Subscribers bought
‘DialUnits’, and different actions cost different amounts of DialUnits,
depending on how much resource the action took and the value of the
data being accessed. Want to sort your results? That would cost more
than saving them. How much more? It would depend on the type of
database you were searching, and the intensity of your search. Ranking,
or removing duplicate results, was especially resource intensive so cost
more DialUnits. Some actions were free. It took four pages of instruc-
tions to explain the pricing model to customers, and that was after a

round of simplification.

In 2001, Dialog then introduced multiple pricing plans and expected
users to choose whether it would be cheaper to use pricing based

on usage, or on time. Then there were different platforms - Dialog
Transact, Dialog Advantage and Dialog Enterprise. Throw in discounts,
multiyear options and differing interfaces such as Dialog Classic,
DialogWeb and DialogClassic Web and, as one user put it, thinking of
anumber, doubling it and adding your mother’s age would have been a

clearer, better pricing strategy.
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Chapter 5:
What your price says about
you (and how to change it)

Prices are never neutral. They send signals. For example, a high price

can signal that you have a quality product. Consumers assume that
expensive perfumes and wine are better than cheap ones, even in the

absence of much evidence.

Alow price can tell customers that you're value for money, or that
you're special. If your competitors are selling software at $10,000 a seat,
and you're selling yours at $100, then that says something about you. Of
course, you might be saying ‘game changing’, but your customers might

be hearing ‘toy.

Copy your competitors and you could be indicating that you're just a
‘me too’ product. If you're a me-too product, with me-too features and
a me-too price, why would people buy from you, especially if there’s

already a strong, dominant product in your market?
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Whatever price you choose, the signals it sends need to fit in with your
brand, and your brand needs to fit in with your reality. There’s no point
using a high price to signal that you have a quality product if you're

not willing to spend marketing dollars sustaining that brand, develop-
ment dollars making that quality a reality and customer service dollars

providing the level of service people expect from a quality brand.

In 1996, McDonalds launched the Arch Deluxe in an attempt to create

a burger for a more sophisticated, adult consumer. To recoup the extra
cost of the higher quality ingredients and the $200 million dollar mar-
keting campaign, McDonalds priced the new sandwich 32 cents higher
than a Big Mac. But the product they tried to create (high quality,
premium) conflicted with the McDonalds brand (cheap and convenient)
and the Arch Deluxe flopped. One argument could be that they priced
the burger too low, and that a 32 cent premium did not send enough of

a quality signal.

Your business model and your strategy have to support your pricing
model. If you have expensive sales people driving expensive cars, taking
your customers’ CEOs out to golf, and end users who expect plenty of
hand-holding and customization of the software you sell them, then
you can't sustain a low price point. Similarly, if you're selling shrink-
wrapped, mass-market software over the web then a high price point

will be counter-productive.

When Red Gate tried to get into the automated web load testing market
one of the reasons we failed (there were plenty of others, including a
product that wasn't up to scratch) was that we attempted a low-price,
high-volume approach in a market dominated by high-price solutions.
We figured that consumers would love a product that they could just
download, try and then buy, but it turned out that our customers
wanted much more handholding than we were able to provide. For the
most part, they didn’t want a product, they wanted a people-intensive

service and the reassurance that a big-name, expensive vendor could
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provide. Our load testing tool was moderately successful, but it

achieved nothing like the success we had dreamed of.

The dotcom boom and bust contains plenty of illustrations of com-
panies who failed to align their pricing with their business model. For
example, Kozmo.com’s business was built around delivering snacks,
DVD rentals and Starbucks coffee, within an hour, to city dwellers.
Unfortunately, the low price, high volume business model it chose
clashed with the reality of the expense of delivering small items by bike
courier. This could have worked as a high price, low volume business

model, as the butlers of English aristocrats will testify.

Switching strategies can be hard. For example, when Intel introduced
the 8080 processor, it priced it at $340. Ultimately, it was selling for $2
a unit, but Intel found it very hard to shake the initial imprinting of the

high cost in people’s minds.

Practice trumps theory

You've read a lot of theory here. Wherever 1 can, I've based it on my
experience and sound research (you can find some of my sources in the
bibliography later on). But your own circumstances are different to any

of those described here, so never forget that practice trumps theory.

Product pricing is as much art and craft as it is science. Sure, it helps
to understand the economics and psychology of pricing, but theory
can only tell you so much. At some point, you need to make a decision
and do it. Use the information in this handbook to make an informed
stab at what a good price would look like, and how your customers
will react, and try it out. The exact price almost doesn’t matter - get it

broadly right, don’t screw up totally - and you can tweak it later.

You're never going to know if you've chosen the exact right price or
not, but you should experiment once you've set your initial price; not

experiment in the scientific sense of forming a hypothesis, changing
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a single variable, and accepting or rejecting the hypothesis, but in the

sense of changing something and seeing what happens.

Scientific experiments are simply too hard to do, and the results too
ambiguous, to be much use in pricing. Too many variables change.
When you change your prices, you'll probably do it when you release
anew version of your product, or it will coincide with a big marketing
push, or some other variable you cannot control, such as the state of

the economy or the reaction of a competitor, will interfere.

Although scientifically purer, it often doesn’t make sense to change a
single variable at a time. Theoretically, you shouldn’t change the price
of your product, your discounting strategy and the types of bundle that
you sell, all at the same time. But practically, it can be the right thing

to do. It’s more useful to fix the problem than to understand why it’s
broken. When a scientist goes on a blind date that doesn’t work out
then, in theory, he should fix one variable at a time, and re-run the date.
First, he should change the partner but go to the same film and buy the
same flowers. Next, he should keep the partner the same, vary the film
and keep the flowers the same, and so forth. But the pragmatist in him
will, or should, change the girl, the film, the flowers, and buy some new
clothes and shave too. If it works, he might not understand why, but at

least hell have a girlfriend.

In the old days, experiments were easy to run. You'd A/B test, splitting
your customers into random groups, post each group a different leaflet
with a different price and measure the outcome. Nowadays, this is risky.
The Internet makes it easy for people to figure out what other people

are paying.

You might be tempted to first run a survey, testing how customers
might react to a proposed new pricing model, or change to an exist-
ing one. However, surveys rarely work. There is always a disconnect

between customers’ words and their actions. When McDonalds
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launched its Arch Deluxe burger (see above), consumers in focus groups
loved it, and 80% said they'd buy it. Few of them did.

How to change your pricing

You might be worried about how your customers will react when you
change your prices. Don’t be. For most of us, our customers have better
things to worry about. If we shift our prices from $100 to $150 then
most people won't notice, and of those who do notice very few will care.
If you bought a copy of SQL Compare from the Red Gate web site in
2000 it would have cost you $50. Do the same thing now, and you'll find

the price is $395. Buy the full suite of tools and expect to pay $1,595.

Of course, at Red Gate we've reached that price over the course of
almost a decade. We've spent millions of dollars developing the soft-
ware, and tens of man years. The increase in value that our customers
get from our software vastly outweighs the increase in its cost. But, of
the hundreds of thousands of customers we have, only a handful have

ever commented when the price went up.

It's not what your customers say that’s important, it'’s how they behave.
Whenever you make a price change, pay close attention to what your

customers do. 1f they stop buying, rethink.



Product Pricing Checklist

Product Pricing Checklist

Wrapping up, here’s a checklist to help you decide your pricing:

What's your strategy?

Are you going to price low and sell lots, or price high and sell a few?
How does this fit into your brand, the product you have and the image

you want to project?

What's your product?

Don'’t forget that it’s not just the software that you're selling. It’s the

entire package around it.

How will your customers judge the fairness of
your pricing?

What reference points will they use? How will they determine what seems

right? Will they baulk at the price you choose, or will they accept it?

Who are your customers?

How does their business work, and how do they expect to be charged?
How much money do they have? Do they prefer a one-off fee, or a

monthly subscription? Get under their skin.

Who are your competitors?

How will they react to your pricing? How much more, or less, valuable
is your product than theirs? What is their business model? What are
their prices? If you undercut them, will you trigger a price war? If you
do, are your pockets deep enough for you to win it? Do you want to

co-exist with your competitors, or destroy them?

65



66

Don't Just Roll the Dice | Neil Davidson

How are you going to sell your software?

Do you need to send out sales people to take customers golfing? Or
are you planning low-touch sales over the internet? Will you require a
telesales team? How much will each sale cost you? Do you need to sell

via a channel or reseller? What cut will they take?

Can you segment your customers, and create
versions?

Is your software worth different amounts to different people, and can
you create pricing that reflects that? Students and business people
for example, or normal and power users, or maybe you can split by

geography or taste.

How can you bundle your software?

Can you create a larger package that contains more than one software

product?

Make an informed guess at your price

Despite all the psychology and economics, you ultimately just have to

pick a price. Some price - any price - is better than no price.

Try it out

Practice trumps theory. Try out your pricing and see what happens.
If you've got your pricing broadly right - and if you've got this far you

should do - then you can tweak it later.
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Afterword

1 hope you've got something out of the past 70 pages. If you have, then
please forward the eBook onto your friends and colleagues, tweet about

it, buy a copy of the physical book or write a review on Amazon.

You can find information on how to do that at
HTTP://WWW.DONTJUSTROLLTHEDICE.COM.

If you think I've missed something out, or got something wrong,

then drop me an e-mail at NEIL.DAVIDSON@RED-GATE.COM.

HTTP://BLOG.BUSINESSOFSOFTWARE.ORG
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SQL Backup from $295

Compress, encrypt and monitor SQL Server backups

72 Compress database backups by up to 95% for faster backups
and restores
7 Protect your data with up to 256-bit AES encryption (SQL Backup Pro only)
7 Monitor your data with an interactive timeline, so you can check and edit
the status of past, present and future backup activities
7 Optimize backup performance with multiple threads in

SQL Backup’s engine

"The software has by far the most
user-friendly, intuitive interface in its
class; the backup routines are well-
compressed, encrypted for peace

of mind and are transported to our
server rapidly. | couldn't be happier."
Kieron Williams IT Manager, Brunning & Price

N

SQL Response from $495

Monitors SQL Servers, with alerts and diagnostic data

7 Investigate long-running queries, SQL deadlocks, blocked processes
and more to resolve problems sooner

7 Intelligent email alerts notify you as problems arise, without overloading
you with information

7 Concise, relevant data provided for each alert raised

7 Low-impact monitoring and no installation of components on your
SQL Servers

“SQL Response enables you to monitor,
get alerted and respond to SQL
problems before they start, in an easy-
to-navigate, user-friendly and visually
precise way, with drill-down detail where
you need it most.”

H John B Manderson President and Principle
Consultant, Wireless Ventures Ltd
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SQL Compare from $395

Compare and synchronize SQL Server database schemas

Automate database comparisons, and synchronize your databases
Simple, easy to use, 100% accurate

Save hours of tedious work, and eliminate manual scripting errors
Work with live databases, snapshots, script files or backups

N N N N

“SQL Compare and SQL Data Compare
are the best purchases we’ve made in the
.NET/SQL environment. They’ve saved us MSTSTESTET (o ‘ @
B WidgetStaging - WidgetP
hours of development time and the fast, Synchvonizaton w
t d t b : = |Type 4 Object Name /| Include | Object Name
easy-to-use database comparison gives () (@@ 4 objects that exist in both but are different 4
us maximum confidence that our migration Tote @ wigetpices 1w Widetpres
R Table [ WidgetReferences  [V]mp WidgetReference
scripts are correct. We rely on these Tt @ widgets = widgets
" view ) CurentPrices  [J)mp CumentPrices
products for every deployment. 3 @ 1 object tho custs oy i MSTSTESTMET.L. 1
Paul Tebbutt Technical Lead, Universal Music Group ~ [fedfoetee B Sienerice o
'5QL Differences.
=| & next & previous dbo.CurrentPrices (3 = @ dbo.CurrentPrices

@ 3 SELECT widgetprices.widgetIn, widgetPrices.price,
SELECT widgetIp, Price, Description

a View = View

1 CREATE VIEW dbo.CurrentPrices 1 CREATE VIE
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4 WitGets. bescription » 4 FROM widge

SQL Data Compare from $395

Compare and synchronize SQL Server database schemas

Compare your database contents
Automatically synchronize your data
Simplify data migrations

Row-level restore

Compare to backups

NN N NN

& SOL Data Compare

Ele Actions ook Help

b Comparison rojects... (7 Edt rojec... | (2] Refresh Comparison €/ synchvonization wizard... | (2)
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ENEL] 1 object with identical rows only
) d ‘WidgetReferences| 0 J 0 WidgetReferences 2

| Object Differences

AllRows E_ [E[E _[E Identical
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SQL Prompt from $195

Intelligent code completion and layout for SQL Server

2 Write SQL fast and accurately with code completion

N

Understand code more easily with script layout

2 Continue to use your current editor — SQL Prompt works within SSMS,
Query Analyzer, and Visual Studio

7 Keyword formatting, join completion, code snippets, and many more

powerful features

Microsoft SOL Server Management Studio

“It’s amazing how such a simple concept L et vew Query Poject SQLRefactor SQLPrompt Toos Window Cor

quickly becomes a way of life. With SQL provaey] 0 G B GHSHS PARES,
Prompt there’s no longer any need to sitiei;lq:e:lml 0.,,;.;,::;: REES
hunt out the design documentation, or to e sta v il esace]

memorize every field length in the entire ' Froduction Product WMedificabate = Sales.Salesorderde
database. It's about freeing the mind from T P
being a database repository - and instead : S eveea

concentrate on problem solving and CarrierTrackingNumber nvarch.S
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SQL Data Generator

Test data generator for SQL Server databases

Data generation in one click
Realistic data based on column and table name
Data can be customized if desired

NN N N

Eliminates hours of tedious work

“Red Gate’s SQL Data Generator has
overnight become the principal tool
R G EER LT S S N G e LT we use for loading test data to run our

TitleOfCourtesy  BirthDate HireDate Address performance and load tests”

Title dak e datetime Addre: e (S

Dr 23/08/1963 04:0... 25/04/1992 20:0... 37 Fabien St. Grant Fritchey Principal DBA, FM Global

Miss 10/01/1960 23:2... 16/02/1976 11:2... 850 White Nobel

Mr 27/07/1970 13:5... 03/12/1953 15:3... 45 Green Milton... New York TN-OH 60387V Liberia

Mr 27/01/2002 04:3... 24/07/1958 00:5... 43 MiltonBoulev... Sacramento NM-R 13294 Céte d'Ivoir
Mr 31/05/1994 04:1... 12/01/1964 04:4... 592 Rocky Cowd... SantaAna MI-UU NULL Jersey

Mrs 17/11/1975 10:1... 27/10/1968 18:5... 69 Clarendon Pa... SanJose 1L-TC 41768 New Caledc
Dr. 16/05/1974 06:1... 25/11/1998 14:5... 207 Fabien Blvd. Houston AL-GE 04937 Belgium
Dr 27/12/1999 19:4... 03/05/1972 13:1... 53 Rocky OakR... Baton Rouge MA-RT 65364 Swaziland
Dr 14/10/1971 03:1... 28/06/1978 10:0... 260 East Rocky. Charlotte AL-AR 97727 Benin

Mr 09/11/1981 13:2... 26/12/2001 15:0... 476 North Fabie... Akron MA-IU 94269 Palau

Dr 28/06/1987 01:3... 30/10/1972 00:0... 48 South Hague.. Norfolk VT-UV 66385 American St
Mr 20/10/1962 04:4... 07/09/2005 17:1.. 939 Fabien Park.. Grand Rapids HI-YT 86033 Swaziland
Mr 25/01/2001 08:0... 18/08/1983 12:0... 348 North Green... Wichita FL-IV 32302 Zambia



SQL Toolbelt™

$1,795

The twelve essential SQL Server tools for database professionals

You can buy our acclaimed SQL Server tools individually or bundled. Our most popular deal
is the SQL Toolbelt: all twelve SQL Server tools in a single installer, with a combined value
of $5,240 but an actual price of $1,795, a saving of more than 65%.

Fully compatible with SQL Server 2000, 2005 and 2008!

SQL Doc

Intelligent code completion and layout for
SQL Server

72 Produce simple, legible and fast
HTML reports for multiple databases

7 Documentation is stored as part of
the database

2 Output completed documentation
to a range of different formats.

$295

SQL Dependency Tracker

The graphical tool for tracking database
and cross-server dependencies

2 Visually track database object
dependencies

7 Discover all cross-database and
cross-server object relationships

7 Analyze potential impact of database
schema changes

7 Rapidly document database
dependencies for reports, version
control, and database change planning

$195
SQL Comparison SDK

Automate database comparisons
and synchronizations

7 Full APl access to Red Gate
comparison tools

7 Incorporate comparison and
synchronization functionality into
your applications

7 Schedule any of the tasks you require
from the SQL Comparison Bundle

$595

SQL Packager

Compress and package your databases
for easy installations and upgrades

7 Script your entire database

accurately and quickly
2 Move your database from A to B
Compress your database as an exe
file, or launch as a Visual Studio project

2 Simplify database deployments
and installations

N

from $295

SQL Multi Script

Single-click script execution on
multiple SQL Servers

2 Cut out repetitive administration by
deploying multiple scripts on multiple
servers with just one click

7 Return easy-to-read, aggregated
results from your queries to export
either as a csv or .txt file

7 Edit queries fast with an intuitive
interface, including colored syntax
highlighting, Find and Replace, and
split-screen editing

$195

SQL Refactor

Refactor and format your SQL code

Twelve tools to help update and maintain
databases quickly and reliably, including:
7 Rename object and update all references

7 Expand column wildcards, qualify object
names, and uppercase keywords

2 Summarize script
7 Encapsulate code as stored procedure

$295



SQL Server
Grant Fritchey

SQL Server

Execution Plans

Grant Fritchey

Execution Plans

Execution plans show you what’s going

on behind the scenes in SQL Server and
provide you with a wealth of information on
how your queries are being executed. Grant
provides a clear route through the subject,
from the basics of capturing plans, through
their interpretation, and then right on to how
to use them to understand how you might
optimize your SQL queries, improve your
indexing strategy, and so on. All this rich
information makes the execution plan a fairly
important tool in the tool belt of pretty much
anyone who writes TSQL to access data in a
SQL Server database.

ISBN: 978-1-906434-02-1
Published: June 2008

How to Become an
Exceptional DBA

Brad McGehee

{ Howto
: Become an
Exceptional
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DBA

By Brad McGehee

A career guide that will show you, step-by-step,
exactly what you can do to differentiate yourself
from the crowd so that you can be an Exceptional
DBA. While Brad focuses on how to become

an Exceptional SQL Server DBA, the advice in
this book applies to any DBA, no matter what
database software they use. If you are considering
becoming a DBA, or are a DBA and want to be
more than an average DBA, this is the book to get
you started.

ISBN: 978-1-906434-05-2
Published: July 2008



Two Minute SQL Server Stumpers
Brad McGehee

Challenge yourself in a variety of ways
about the different aspects of SQL Server.
Two Minute SQL Some of the questions are arcane, some
Server Stumpers very common, but you’ll learn something
and the wide range of questions will help
you get your mind agile and ready for
some quick thinking. This version is a
compilation of SQL Server 2005 and SQL
Server 2008 questions, to bring you up to
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date on the latest version of SQL Server.
So read on, in order, randomly, just start

going through them, but do yourself a
favor and think about each before turning
the page. Challenge yourself and see how
well you do.

ISBN: 978-1-906434-21-2
Published: August 2009

SQL Server Tacklebox

Rodney Landrum

As a DBA, how well-prepared are you to tackle
‘monsters’ such as backup failure due to lack
?g;ll-(lif)wer of disk space, or locking and blocking that is
: preventing critical business processes from
Rodney Landrum

running, or data corruption due to a power failure
in the disk subsystem? If you have any hesitation
in your answers to these questions, then Rodney
Landrum’s SQL Server Tacklebox is a must-read.

ISBN: 978-1-906434-25-0
Published: August 2009









