scribing NTC services can be obtained by
contacting the National Translations Cen-
ter, Library of Congress, Washingtomn,
D.C. 20540. Phone 202-707-0100.)

To summarize, firms and individuals
now have access to quality translations,
either through commissioning the trans-
latton or purchasing it already in transla-
tion. Because the translation profession is
becoming a specialized one and modemn
technology allows rapid delivery of a
translation from any part of the globe,
translators themselves know the impor-

tance of developing the skills provided by
membership in ATA, STC, and other or-
ganizations. Whether it is through access
to translations by database, sharing of
translations, as at the NTC, or continuing
education, such as through professional
socigties, the translator and client are un-
doubtedly becoming more sophisticated,
thus helping to ensure the high quality of
and access to translations, Although many
difficulties are still present, [ would prefer
to think that the coming decade will be an
even better one for the profession and, in

a larger sense, for the U.S. scientific-
industrial community.

Since 1977, Deanna Lindberg Hammond has been
the Head of Language Services, Congressional Re-
search Service, Library of Congress, Washington,
D, Language Services is responsible for filling the
translation requests of the U.S. Congress. This year
Dr. Hamznond has served as a member of the Ad-
visory Cammittee for the opening of the National
Translations Conter at the Library. She is currently
the President-Elect of the American Translators As-
sociation and its 1989 Conference Chair. She holds
a Ph.D. in Spanish from Georgetown University.

The Business of Technical Communication

Dart G. Peterson, Jr., Editor

EDITOR: This column was contributed by Christopher Juillet, an independertly employed technical com-
municator whose column ‘Focus on Consulting” appears in the newsletter of the Southeastern Michigan
Chapter and othey chapter newsletters. Cheis is the motivator who got the Society’ s new Professional Inzerest
Commirtee on Consulting and Independent Contracting started in 1989, 1 feel that this infermation is important
for anyore who's contemplating going into independent employment as o technical communicator.—DGP

THE METER 1§
RUNNING . . . BUT WHAT'S
THE RATE?

Onee you kave made your move to be-
come independently employed, one of the
first decisions you must make is to deter-
mine how much to charge for your time.
It's an important issue, since you have a
limited number of hours in each day, and
you owe it to yourself to obtain the best
remuneration you can for your time and
talents.

WHAT | MADE AS AN EMPLOYEE

But just how do you go about estab-
lishing a fair rate for your services? Fhe
first, easiest, and worst way is to use the
“What I made as an employee” method.
Simply take your salary, divide that
amount by 52 weeks per year, then divide
the result by 40 hours per week. What you
get is your hourly rate as an employee.

This method is the first becanse the
newly independent often do not begin im-
mediately to “think like an independent.”
It is easiest because it requires no more
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than simple arithmetic without regard for
basic business principles. It is worst be-
cause it fails to take into account a myriad
of other factors, such as expenses, travel,
telephone, benefits, market pressures, and
such. This is not the way you want to
determine your rate if you want to stay in
business for more than three months.

THE “RAMBO” RATE

So then, having rejected the first
method out of hand, what do you do next?
The next most obvious method is the
“What the market will bear” approach.
Thie method, alséo known as the “Well,
it's what other consultants in this area
charge” method, is a good first step, but
little more. It does. for example, take into
account that there are other consultants in
your market with whom you compete.

Using it, you can get a rough heading
on the minimum you should accept and
the maximum you can expect to receive
from a client. Unfortunately, it does little
10 take into account the various costs of
doing business. In addition, it is difficult
to defend to a prospective client who

wants (o know more about why you charge
what you charge for your time.

BICK MEYERS’ “RULE OF THIRDS”

The first serious and reasonable ap-
proach to setting rates is what [ have heard
called the “rule of thirds.” Using this
method, yon can determine what your rate
should be by deciding how much you want
to earn. It works like this:

® One third of your rate goes toward your
salary.

®* One third goes to cover overhead
(equipment, supplies, office space and
the like).

®* One third is profit.

So, if you decide, for example, that you
need to earn $10 per hour, multiply that
times three and set your rate at $30 per
hour. Actually, the rule of thirds has much
to recommend it. First, it is easy and
straightforward to apply, and second, it
accounts for the three major areas for
which you should be compensated (your
labor, your overhead and your profit). The
only trouble is that it can be a bit awkward
to explain to clients, and explain you
must, especially if you are trying to get a
government (local or federal} contract or
a contract with a government coatractor.
It also indicates a certain vagueness that
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you might have about your business. This
can come across to a prospective client as
an uncertainty and lack of confidence that
may cost you business.

THE RATIONAL RATE

Each of the three methods presented
here has strength, each liabilities. Each
one has a feature that should be taken into
account, but each also lacks certain key
aspects that must be considered as you
work toward a rate that accurately and
fairly reflects the compensation you are
due for your experience and talent.

A fourth, more complete approach to
determining your consulting rate is one
that combines the best features of each of
these methods. Properly developed, it
gives you a useful insight into your busi-
ness and provides a rationale that stands
up to the scrutiny a prospective client of-
ten gives an independent consultant.

This approach, what I'll call the “ra-
tional rate” method, involves a series of
four steps:

—_

Determine your daily labor rate.

2. Determine your annual business ex-
penses.

3. Set your profit margin.

4. Determine your consulting day rate.

Central to this mcthod arc the five
magic words: the client pays for every-
thing.

“Another, Day, Another
$37.50...”

As a first step, determine your daily
labor rate. This is the amount of money
for which you’ll work for you. Or, put
another way, this is the value of your time
in the marketplace. This can be as easy
as deciding that you want to make $45,000
a year. (Neat, eh?) If you like, you can
use your current salary (if you are still an
employee) to determine this rate. Take
your annual salary (say, $27,000) aud
multiply it times 1.3 (to add in your
health, life, disability, and retirement ben-
efits).

Take the

resulting annual salary

($40,500 in our example) and divide it by
180 billable days per year. The result is
your daily labor rate.
Daily labor rate =

$40,500 per year

180 billable days 22> Per year

How Many Daye Are in a Year?

Notice that we’ve assumed only 180
billable days per vear, not the 261 days
that remain after you subtract the i(4
weekend days. Well, first, there are 8 or
so holidays that you may not want to
work. Then, you'll want to have 10 days
for vacation; figure another 5 for “sick
days.” (Yes, even independents get sick
and need time oft.) This takes us to 238
days. From this, subtract 24 days (2 days
a month) for administrative tasks, such as
tracking expeuses, looking al new equip-
ment and figuring out how to run your
new equipment. Then, there’s time spent
trotting out your wares to prospective
clients, writing proposals that may never

WRITER

‘Technical Writers

Software Documentation

Microsoft, the world’s leading microcomputer software
publisher, 1s looking for experienced Technical Writers
1o join our award-winning Applications, Languages, and
Systems documentation teams.

We're looking for first-rate writers with these
qualificarions:

® Writing ability: 2-5 years of experience in a technical
field, preferably in the software or microcomputer
industry.

® Software knowledge. Experience with at least ore of
the foliowing:

- Applications such as word processors, spreadsheets,
dittabases, clectronic mail, project nanagement.

- Programming languages such as C, Pascal, BASIC,
assembly. (Some positions require demonstrated abil-
ity to write programs.)

- Operating environments such as MS-DOS, Windows,
0S/2, Presentation Manager, Macintosh®,

® Project management. Excellent organizational and com-
munications skills; plus the ability to work closely with
others in a team-criented environment.

Microsoft’s corporate campus features individual offices
and lies in a woocded setting near Seattle in the spectacu-
lar Pacific Northwest, a region noted for boundiess recre-
atlon opportunities and a high guality of life.

If you'd like to work in a relaxed, vet dynamic
atmosphere for a company that values teamwork, yet
rewards innovation and independence, we’d like ta hear
from you.

Microsoft offers competitive compensation and an
excellent benefits package. To apply, send your resume
and salary history along with samples of your work,
accompanied by a brief summary of the project and your
specific responsibilities, (it you want them back, let us
know), to: MICROSOFT CORPORATION, Recruiting,
Dept. DPWRITE-1089STC, 16011 NE 36th Way,

Box 97017, Redmond, WA 98073-9717. No phone calls,
please. We are an equal opportunity employer.

Microsoft
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convert to business, maintaining contact

with colleagues and the like, all of which

consume what we’ll see will become

rather valuable time. Figure 3 days each

month for this kind of marketing work.

The result is that you can expect to bill

about 180 days (about 1450 hours) each

year.

Billable days per year =

365 — weekends — holidays — vacation —

sick — admin. — marketing =
365 — 104 — 8 (approx.) — 10 —

5—24 = 180

Now, let’s have a look at what sort of

expenses you're going to encounter (o
keep your business in business.

No Free Lunch

Said the venerable economist, “There
ain’t no such thing as a free lunch.” Bad
grawuar, good business sense. Add to
lunch: supplies, capital equipment, utili-
ties, office space, outside help (yes, con-
sultants regularly use other consultants to
help them meet specific needs) and a va-
riety of other business-related “overhead”
expenses. All of these expenses have one
thing in commos: they all cost you money,
whether or not you bill a penny. Each
printer ribbon, paper clip, even the elec-
tricity fo run the printer and the office in
which you put it, cost you money. Who
will pay for all of this? Your clients, that’s
who. It’s not wrong, unethical, or illegal.
After all, each of your clients receives (or
should receive) the very best you can offer
in idcas, consultation and end-product tw
help solve his or her problem.

Here is a list of common business ex-
penses. No doubt, you’ll have others.

» Computer * Advertising
equipment * Association dues

s Printer paper » Publications

& Copier * Serninars

+ Paper and ¢ Conferences
supplies * Postage

* Accounting fees  ® Shipping

¢ Legal fees ¢ Employment

¢ Business cards taxes

® Business licenses
* Business taxes

s Travel

* Entertainment

* Stationery

» Other printing
* Office rent

* Utilitics

» Telephone

As you probably expect, business ex-
penses can add up quickly. Don’t be sur-
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prised to spend upwards of 51200 per
month on “incidental expenses,” and
that’s if you plan to work out of your
home. If you'il have an office outside the
home, triple this figure, since you now
have office rent and wutilities, additional
office equipment and ferniture, insurance
for your office equipment and furniture,
business telephone charges, end, quitc
likely, a secretary.

For the sake of example, let’s say that
vou’ll spend $1,500 a month for ovarhead
expenses to run vour home office, a rea-
sonable amount for a new business that is

outfitting itself with supplies, furniture

and equipment. That's $18,000 a year, or
about $100 per day.

Daily overhead rate =
$18,000 per year

180 billable days per year

= §100

Overhead expense is often expressed as
a percentage of the daily labor rate, In cur
example, overhead is running about 44
percent of labor, a reasonable level and
one that you're not likely to better by
mucht.

Making It up on the Matgin

The final part of your rate is your profit.
Yes, profit; you're in busiuess, vou're ae-
cepting risk, you're providing a service,
and you deserve a profit on the money
you invest in your business. Basically,
profit is a function of, well, of preed, a
question of how much you believe you
should earn on your business investment.
Less than 15 percent is probably too low,
more than 40 percent is perhaps exces-
sive. A 20 percent profit margin is
reasonable, defensible, and fair in most

markets.

Daily profit =

(Daily labor ratc | daily overhead rate) =
0.20 = (3225 + $100) x 0.20 = $63

Your Daily Billing Rate

Having determined your daily labor
rate, your daily overhead rate and your
daily profit, vou can now determine what
your billing rate should be. Add these
three numbers to determine your daily
biiling rate:

Daily billing rate =
Daily labor rate + daily overhead rate +
daily profit = $225 4+ $100 + $65 = $385

Assuming an eight-hour billable day,

this translates into an hourly rate of $48.

WHAT'S THE FUSS, ANYWAY?

So you’ve determined your daily and
hourly billing rate, based on your labor
rate, your overhead, and a healthy profit
margin. Could you have just as easily
pulled a number like $48 per hour (OK,
let’s round it up to $50 an hour) out of
the air? Sure you could. After all, it’s what
a lot of other consultants in your field and
market charge, and it’s certainly fair com-
pensation for your time and talent. 8o why
go to all the additional work of “deter-
mining your rate” when you can just take
a wild guess?

The answer to this is based on how you
want to run your business. If you want to
guess at your business, “play it by ear,”
and “see what happens,” that’s your pre-
rogative. You may be just as successful as
if you went through each step to determine
how much to charge for your time.

If, on the other hand, you want to op-
erate as a business, work through the
steps. And when you've arrived rationally
at a fair billing rate, the confidence you'll
exude in meetings with prospective clients
will show them that you are a professional
in your field, an entrepreneut in business
for yourself.

Christopher Juillet

Christopher Juillet is an independently employed
technical writer and technical publishing consuttant
living in Ann Arbor, Michigan. He is a past president
of the Southeastern Michigan chapter of STC.

Copyright 1988, 198¢ by Christopher Tuillet, All
rights reserved. Printed with permission.

Corrections

A photo caption on page
278 of 3Q89 incorrectly attri-
butes credit for the founding
of the International Audiovi-
sual Competition: the founder
is STC Fellow Frances J.
Sullivan.

The tirst group of confer-
ence abstracts is incorrectly
labeled on page 285 of 3Q089:
the label should be "Educa-
tion, Training, and Profes-
sional Development,”

We regret the errars,
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