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Unspoken Customer Issues 
 

Frank Best, General Manager of the New England Division of Ulbrich Stainless S
received an unpleasant surprise; upon completion, his InfoQuest® Survey reveale
dissatisfied with many aspects of his company’s performance. It was a customer w
least once a quarter, and on whom the head of his sales department paid a pers
customer who, at every point of contact, was asked if there were any problems
needed." The answer was always no.  As a result, both men assumed that ever
clearly indicated that was far from being the case.  InfoQuest® uses a closed
communication. By offering - up front - to share the results of the survey with each c
invitation to come back later and make good on your promise, armed with tracea
precise insight into the needs and opinions of each customer.  Frank learned f
combined aspects when he visited the same customer a few week  later. 
 
After stating that the purpose of the visit was to, as promised, 
share the results of the survey, the customer hesitated, looked 
at Frank with a twinge of discomfort, then asked “what 
survey?” claiming he didn’t know, or remember, what Frank 
was talking about.  Certain that the survey had not been 
forgotten already, sensing that the customer feared he was 
about to be confronted with his own replies, Frank gave him 
some breathing room by speculating that, “I know we sent you 
a survey. Maybe you responded to it, maybe not. 
Either way, I’d like to tell you what we found out, then get your 
thoughts on our plans for addressing issues the survey 
identified.”  The customer relaxed a bit and invited Frank to 
proceed.  Frank presented everything from a third person 
perspective - i.e. “our customers told us that...”  What the 
customer did not know was that Frank, with full knowledge of 
the areas he was dissatisfied with, knew exactly how to direct 
the conversation. 
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rom there, the meeting lasted an hour and a half, during which the 

ustomer who had initially disavowed even remembering the survey,
aid a number of distinct and separate issues on the table. 
It’s not like this customer magically opened up and spilled his guts 
or me,” Frank said later. “I had to extract the information I did get.  
ome of it involved real issues, and we were able to address them 

ight there on the spot. Others were matters of perception that had 
een dealt with at earlier points in time, but something had been lost 

n the translation. Others yet we couldn’t fix right then, but at least 
e got them out into the open. The point is, our history with this 
ustomer indicates that if we hadn’t done the survey and used the 
esults the way we did, we might have never found out these issues 
xisted. That was the point at which I realized just how valuable the 
urvey was.” 
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