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DISCLAIMER

www.surveyonomics.com www.clickfirstmedia.com

This book is presented solely for educational and entertainment purposes. The author and/or the publisher are not offering it as legal, 
accounting, insurance, or other professional services advice. While best efforts have been used in preparing this book, the author 
and/or the publisher make no representations or warranties of any kind and assume no liabilities of any kind with respect to the 
accuracy or completeness of the contents and specifically disclaim any implied warranties of merchantability or fitness of use for a 
particular purpose. Neither the author nor the publisher shall be held liable or responsible to any person or entity with respect to any 
loss or incidental or consequential damages caused, or alleged to have been caused, directly or indirectly, by the information or 
programs contained herein. No warranty may be created or extended by sales representatives or written sales materials. Every 
company is different and the advice and strategies contained herein may not be suitable for your situation. You should seek the 
services of a competent professional before beginning any program or using any tools to improve yourself or your business. The fact 
that an organization or website is referred to in this book as a citation and/or potential source of further information does not mean 
that the author and/or the publisher  endorses the information, the organization or website may provide or recommendations  it may 
make. Furthermore, readers should be aware that internet websites listed herein may have changed or disappeared between when 
this work was written and when it is read.  

TAKE AWAY:
AS FAR AS YOUR BUSINESS GOES,

SURVEYS CAN HELP YOU FIND OUT
WHAT ACTUALLY COUNTS AND WHY!

"NOT EVERYTHING THAT COUNTS CAN BE COUNTED, 
& NOT EVERYTHING THAT CAN BE COUNTED COUNTS.”

(SIGN HANGING IN EINSTEIN'S OFFICE AT PRINCETON)
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DEDICATION

I always like to do a dedication. Even though this is a short non-fiction 

business book, it’s great to be able to acknowledge someone who adds 

value to our world, makes it a bit better to live in, and bit easier to deal with. 

Most folks never get their name published anywhere so I am pleased to 

dedicate this book to my friend Vicky. Vicky is a therapist and a healer who 

makes everyone she works with feel better physically, mentally, and 

spiritually. She has unique talents and she uses them well… to help people. 

In addition, she conducts one of the most unusual surveys I have ever 

encountered. When Vicky takes her daily walk on the beach and sees happy 

couples strolling along in the sand, she stops them and says, “You look so 

happy together, what’s the secret of sustaining a loving relationship?” The 

answers are all fascinating.  Vicky’s survey could not be cited in a scientific 

study, nor could her methodology be a template for statistical relevance. 

However, based on the sign hanging in Einstein’s office at Princeton, Vicky, 

like Einstein, appears to have it just about right!  Vick, this one’s for you.
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INTRODUCTION
It’s always good to know who is delivering the information you are reading, so here 

goes.  After having worked through every entry level job in the entertainment 

industry including Page at NBC and Mailroom at the William Morris Theatrical 

Agency, I made it to Vice President and Executive Producer at Warner Bros. where I 

was able to help institute several new multimillion dollar profit centers in animation 

production, the sales of animation cells, and original content production. After 

executive life, I wrote and produced several motion pictures that were released by 

major studios, created and produced television commercials, wrote a few books, 

then went to work as a carpenter for the contractor who built my house.

Making the move back to corporate life, I started several businesses from zero, which 

I built and successfully sold. Believing that my expertise in creative sales and 

marketing had value, I applied those skills and added value as a senior executive at 

several high level companies. 

At that point, I decided to take my unique approach to outsource sales and 

marketing operations and start a company to offer those services to the business 

community. I started ClickFirst Media with a longtime friend, sales expert, and 

business associate Cory Rodriguez. Together, we have deployed our sales and 

marketing strategy to help many businesses – small and large – public and private – 

to optimize revenues and profits. 

In order to be effective for our clients, we search for, learn about, and employ many 

cost effective tools and processes. As a matter of fact, we have a small team tasked 

with bringing the best in class of new tools to our attention. That is how we 

discovered surveys and the great value they bring to businesses of all sizes.

Fortune 1000 Companies use surveys of all types to determine everything from 

customer satisfaction to whether they should open new retail outlets or offer new 

products. Proper use of surveys is an essential element for sustained growth and 

profits.
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LET’S START WITH A SIMPLE QUIZ SURVEY
I’LL GIVE YOU THE ANSWERS

Large Name Brand Companies always frame survey questions so that 
we feel the benefits. 

Useful survey questions are hard to create.

It’s difficult to find a group of impartial, unbiased respondents to 
take a survey.

Surveys are incredibly expensive to run and score.

You need a PHD in statistics to understand survey responses.

You can inexpensively and quickly design & run surveys and gain 
great advantage for your small or medium sized business.
      

You can use survey results to take your company to the next level of 
growth, revenue, and profits.

Most company executives, managers, and owners are unaware of 
this valuable, powerful and cost-effective tool.
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THE WHY
OK. Let’s get started here. Why am I putting this information out there? As stated in 

the introduction, I am a partner in a Sales and Marketing Company named ClickFirst 

Media. www.clickfirstmedia.com. Many companies outsource some, or all, of their 

sales and marketing operations to us. It makes sense for them to do so because they 

find while engaging with us:

THEY INCREASE REVENUE & PROFITS, 
SHORTEN SALES CYCLES, EXPERIENCE LESS STRESS, 
AND HAVE MORE FUN.

In helping our client companies, my partner and I discovered surveys and how they 

could help us help them. I was astonished at the information I found in comparison to 

the misinformation and the false assumptions I had about surveys. So in keeping with 

one of our core business principles of “adding value” and being in the small/medium 

size business category myself – I decided to share some of what I have learned.

Here is the bottom line, whether you have a web based, internet, or brick & mortar 

business, whether you’re a small, at home, medium sized, or a multimillion dollar 

multi-location business, surveys are an effective tool that can immensely benefit 

your company. If you’re not using them, you should be. In this book, I am going to 

touch the surface with some bullet points and a basic summary of what surveys can 

do for our businesses. The goal is to present a door opener not a detailed deep dive. 

It’s funny that in an Uberized, supersized, digitized, internet of everything world, 

many of us think of surveys like its 1951. You know, like in an old time science fiction 

flick showing an enormous room filled with rows of cabinet-like machines that are 

spitting out punch cards and paper tape. Machines are humming and vacuum tubes 

are blinking. Those machines had names like UNIVAC and could do an earth shaking 

number of calculations per second. 1,905 to be exact. To give some perspective, 

today, a smart phone does several billion calculations per second. But somehow, as 

far as surveys are concerned, many business owners and entrepreneurs still think of 

surveys as an old style, manually implemented, individually counted, and calculated 

process. Images of survey takers mailing envelopes and dialing old style phones are 

still in business manager’s heads. Then there are the fantasies of mathematicians and 

Ph.D.’s pouring over responses on paper and figuring complex equations to get 

actionable results. 



These imaginary thoughts, they only lead to one conclusion. Surveys might have 

some value but, Yikes, they must be hugely expensive and time consuming to get 

done. Well that’s the way it was. And that is why surveys were only for 

well-established, well-manned, powerful, Fortune-something sized companies. No 

more. Not now. Not with the tools available to every business of every size, today.

By employing readily available on-line tools and getting a good orientation as to how 

to proceed, most every sized business can benefit from surveys. The list below 

represents a few of the more than one hundred survey tools that are readily available 

to just about anyone who wants to do a survey. The list is to serve as an example. 

There is no order and no preference. I do not represent or receive fees from any 

survey company to recommend their services.

TAKE AWAY: There are too many platforms available. The Internet is great, but 

sometimes the online table is set with too many offerings. Eat too much food, 

and you get sick; deal with too many options, and you get stuck. Don’t get stuck. 

Find someone to help you sift through how to set your survey goals using one of 

the available platforms. Let them help you craft quality questions, choose the 

correct participants, and deliver the best reports.  If you are just starting in 

business or have “no budget,” you can spend a few weeks learning what to do, 

how to do it, and try a few surveys by yourself. Yes, you can really do basic 

surveys by yourself, but there is a learning curve, and for any business except a 

startup, it makes sense to bring in some experience. Even if you make that 

choice, and pay for some advice, surveys are very low cost and the ROI is huge.

Poll Fish

Survey Planet                                           

Free Online Surveys

Smart Survey

Quick Tap Survey

Pop Survey

Client Heartbeat

Get Feedback

So Go Survey

Customer Gauge

Poll Daddy

Survey Legend

Survey Monkey

Survey Pal

Obsurvey

Survey Gizmo

Lime Survey

Checkbox Fluid Surveys

Qualtrics

Snap Surveys

Survey Nuts

Survs

Question Pro

Fluid Surveys

Survmetrics

Loop Survey

Zoho Survey

E Survey Pro

Survata

Survey Savvy
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Well the scientific perspective with my spin goes like this:

You might ask what the heck are surveys really good for. In other words 
what is the real value proposition? Here is what they call in a play or screenplay an 

“aside.”  (Tell the audience some special information) 

ASIDE: There is an advantage of being in the sales and marketing business 

because over time, I have learned the kinds of issues, sales trainers identify as 

pain, which most businesses have to deal with. Obviously, the bottom line 

business pain is not having enough sales and profits. However, it’s useful to 

reverse engineer those pains for a client or for your own business. Working 

backwards, you want to find out about leads, prospects, the marketplace, the 

market size, and acceptance of your products or services. That really helps 

getting to the pain relief. In addition, you absolutely want to know about your 

existing customers: do they like your company, your products, services and reps. 

Surveys can help determine all of those things. In addition, you may not realize 

surveys can also be used to generate leads, raise money, improve customer 

service, insure customer retention, find out if independent reps will add your 

product to their offerings, see if you can sell directly online with sales 

automation, and if your product needs updating. These survey propositions just 

scratch the surface of the added value of surveys to your business.

A SURVEY IS A BUNCH OF THE SAME QUESTIONS ASKED TO A 
REPRESENTATIVE GROUP OF A TOTAL POPULATION TO GET STATISTICALLY 
RELEVANT CHARACTERISTICS (USUALLY REPORTED NUMERICALLY) OF THE 
ENTIRE POPULATION.

WHAT IS A SURVEY?
Here’s a question.

8
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new product or line extension. 

Besides mental anguish, you will save all the money used to develop a product or 

prototype, websites, business and marketing plans & collateral materials, everything 

involved in a product launch; press releases, and sales training to name a few. And, as 

you can imagine that’s a whole lot of money! You may need a little help to get 

detailed formulas if you need statistical validity for market size data but in most 

cases you won’t need that. In addition, there are many subsets of this information for 

a deep dive which is mostly used by larger companies, such as competitive 

positioning within a market, existing market share, and market profiling 

segmentation. If you need this information, get some help.

Use a survey before you start a business or introduce new 

products to discover your target market and your market size.

Use a survey to find out if that market will buy your product and 

under what circumstances.

a.

b.
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Above are samples of just a few surveys that are relatively easy to create, 

disseminate, score, and evaluate. One of the most foundational surveys that a 

company can conduct concerning customers is called NPS or Net Promoter Score. 

It’s astonishing that most business owners and executives have never heard of it. I’ll 

admit, until I began to learn about and use surveys for my clients, I was one of them. 

In most cases, the NPS survey has only one or two questions, and the results allow 

you to identify whether a customer is loyal, will buy again, and refer others. As simple 

as it is, this survey can predict company growth and profits. Understanding how to 

follow up with respondents can offer large benefits to any company. This is a survey 

that can be easily done with a DIY online platform. 

Also, because you have your customer list, you don’t have to worry about recruiting a 

panel (unbiased, targeted survey takers). The NPS survey gives great basic 

information that is straight forward and can be interpreted with your own common 

sense.  For best follow up practices and advanced slicing and dicing of the numbers, 

it might be wise to get a bit of help.

How likely are customers to buy again?

Do customers like your websites or ads?

Are customers loyal?

Will customers recommend your product or service to others?

What new products or services do customers want?

Are customers happy with your follow up and customer service?

b.
c.
d.
e.
f.
g.
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You can do this without offending your participants. There are many ways to 

generate highly qualified leads, even with a truly anonymous survey. The only 

requirement is that you must to be totally transparent. If you are honest and do not 

mislead your participants, they will give you valuable information and as a bonus they 

may choose to become a prospect. If you do generate a lead, it is highly qualified. 

Here is one example: You conduct a survey. You gather no personal information 

about your participants. After the survey is submitted you simply state on the “thank 

you” page; If you want more information about (subject matter of the survey - go to 

www.yoursplash page.com). There, the participant can opt in if they want. 

Remember, you only offered them the opportunity to find out more after the survey 

was over. They can’t go back and change their answers (you easily can make the 

survey work that way).  If they don’t want more information, they are gone. Nobody 

gets hurt. This approach accomplishes two goals. You have gathered very valuable 

information that you need for your business. In addition, you may get a great lead.  

Another approach is to tell the survey participants up front that the information you 

are gathering is to help them see if they self-qualify for the product. If they don’t 

agree that they are in the market for what you are offering, you can politely disqualify 

them from going further in the survey. In addition, as you proceed with survey 

questions, you can show participants different questions depending on how they 

answered a previous question. This is called “survey logic.” In many cases, this 

technique can get you highly qualified leads for a relatively low price. 

I have not mentioned the use of pop-up surveys and polls in social media. They are a 

great tool for any company to use but require a different approach, sometimes using 

humor or pictures to engage with participants. The great advantage of social media 

platforms like Facebook is that there is no email or login required. You have the 

participant right in front of you. The goal in this type of survey is to make it a high 

value proposition for the participant. You must deliver more value in the content than 

the information you are asking for. This survey niche should be explored by any 

business that has a social media presence.
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A smart survey design, along with clever marketing, can be used in press releases. For 
example, if you are in the customer rewards business, a survey about hotel stays or car 
dealer test drives can be used to promote the benefits of a meaningful gift to get your 
prospective clients to use your customer reward services. A survey about market size 
for your products or a percentage of buyers interested in a new product can be used 
to attract investors or potential backers. Many business executives overlook the 
benefits of surveys as a tool for raising money or use as a pivotal section of a business 
or marketing plan. It is very effective for credibility, and there are countless examples 
of how it can work. This kind of survey must start with clearly defined goals. Since you 
know what you will be doing with the results, you can create the survey to provide the 
content needed for release to the public. Therefore, you need a solid survey design 
and a good press release or content writer to present the results. 

I would suggest this type of survey be done in two stages. The first can be a DIY where 
you construct a survey with an online tool, get it to participants, and see if the results 
support the proposition you want to promote. However before releasing anything 
publicly you should absolutely avail yourself of the many whitepapers and studies 
about this survey technique. Then get some help before proceeding. You don’t want to 
put out a press release or go to an investor group with information that could be 
investigated as to what questions were asked, the survey size, statistical accuracy, or 
relevance. You want to have your documentation in place in the unlikely event you 
need it!  In addition, the confidence engendered by knowing you have backup allows 
you to make a more compelling presentation to your potential customers or 
prospective investors.

IN ADDITION YOU CAN USE A SURVEY TO:
Nurture prospects – see exactly where they are in the sales funnel.
Understand customer expectations - what is your customers attitude based on 
expectations created by your marketing?
Usage – learn exactly how your product is used by customers.
Competitive analysis – how your customers view your product compared to 
others on the market?
Value of brand – does your brand mean something to your market place?
Effectiveness of your advertising – is your advertising impactful?
Sales force dynamics – what do prospects think of your sales process?
Price – what is the optimal price for your product?

a.
b.

c.
d.

e.
f.
g.
h.

The list above can get you thinking. The types of surveys are unending. The best way 
forward is to make sure the survey you choose has a real value for your business.

USE A SURVEY TO GENERATE POSITIVE PUBLICITY, 
PRESS FOR YOUR COMPANY, OR IMPRESS INVESTORS.



Surveys are a wonderful tool, but they are bad at multitasking. They can only do one 

thing at a time. They are not effective at everything; only one thing! So, when creating 

a survey have one focused goal in mind. Unfortunately it’s always tempting to put an 

“and” in your goal for a survey. For example: You want to determine if your new 

product will be accepted and if independent agents will represent it. Two excellent 

survey goals for two surveys. Try to put them in one survey, and you will go nuts trying 

to interpret the results. So if there is an “and” involved go back and rethink your goals. 

Sometimes this is tough to implement when there are two departments in a company 

that have slightly different agendas. Again, two departments probably require two 

surveys. It won’t work trying to combine them into one. 

Keep the survey short. Survey “fatigue” is a big deal. Generally, I   try to keep the length 

of time it takes to complete a survey under 4 minutes. There is a great fall off in every 

metric as surveys get longer.
We live in an ADD, 140 character, and limited attention span world. It is good to keep 

this in mind when creating a survey

You’re not saving any money by trying to do two things at once with surveys. You are 

wasting it. Do not try to get more bang for your buck by adding questions. After about 

3 minutes, you start to degrade your results.

TAKE AWAY: You’re not saving any money by trying to do two things at once 

with surveys. You are wasting it. Do not try to get more bang for your buck by 

adding questions. After about 3 minutes, you start to degrade your results.

THE FIRST THING TO DO WHEN CONSTRUCTING A SURVEY 
IS TO TAKE OFF THE “EVERYTHING” HAT.

THE BASICS 
OF CREATING A SURVEY

13
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WHAT ABOUT SURVEY QUESTIONS?

John Beckinheimer – the dog 
psychiatrist – should be invited back 
next year.

STRONGLY AGREE

AGREE

NEUTRAL

DISAGREE

STRONGLY DISAGREE

DO ASK

The same simple philosophy goes with survey questions. Ask simple questions. Keep 

it short.  If your question has “and” or “or” throw it away and rewrite it. Remember, 

compound is out of bounds. Compound anything: goals, questions, answers… NG! 

Don’t use jargon, industry terms, abbreviations, complex words & ideas, or acronyms.  

(Like I just did, “NG” is no good in a survey but is okay in a book about surveys!)

Be careful with open-ended questions. In general, you want to use one or two to 

check for people paying attention, rout out robots, and give yourself a chance to get 

an unscientific feel about your participants. Generally speaking, I use them as a 

follow-up on a multiple choice question, to dive down a bit, and only require one or 

two word answers. If you ask too many or make open-ended questions complex, you 

fatigue your respondents and make them mad.

Obvious, but often overlooked, is another simple concept: Don’t piss off your survey 

participants by being lazy and asking boring, silly questions, where you don’t really 

care about the answers or questions you already know the answer to. “Well, wait a 

minute,” you might ask. “How can that happen?” It happens when you take a 

“suggested” survey template created by some self-proclaimed on-line genius and use 

it without thinking much about it. If you take this path, don’t be surprised if most 

people abandon the survey, give you gibberish answers in open-ended questions, 

and walk or run away with a bad feeling about your company and your products.

HERE ARE SOME EXAMPLES: 
IF YOU HELD AN EVENT FOR EMPLOYEES, VENDORS, OR CUSTOMERS…

DON’T ASK
Was the air conditioning too loud?

YES

NO



You probably can’t make the air conditioning quieter. You may be contracted to use 

the same venue again. The venue management may not correct the noise issue. It 

may not have been an issue for anyone except your staff. This type of question is a 

lose/lose.  You may have brought up an issue no one even knew about. In any case, if 

some of the participants go to your next event and the air conditioning is noisy, they 

will think you don’t care about them.

The “Do ask” question is about content of your event, gives you direct feedback, and 

lets participants know you care about their opinions. Whether John is there next year 

or not, your participants will conclude you went with the majority of those who 

responded because you wanted the feedback.

Here is another type of question that really angers participants. The survey is given to 

a targeted group of your customers where you have their basic information. Then you 

begin by asking for their name, sex, email address, or model number of equipment 

that you sold them. This is information that your business has. It’s the way you 

targeted the survey participants. The result is: They get mad. They don’t like you 

because you are jerking them around. Don’t do it!

One of the most useful tips about survey creation can be found in a straight forward 

and very informative book The Survey Playbook by Matthew Champagne, Ph.D.  He 

advises, “treat your survey like a first date.” What do you do on a first date? I seem to 

remember you don’t jam the person with a barrage of unfocused complex questions.

You keep it simple, closed-ended for the most part while allowing the person to give 

a bit more detail here and there. But most importantly, you want them to like you 

and not resent you. You may meet again. That’s the attitude.

Now for a little bit about responses. Just as with questions, keep them simple. Do not 

use compound answers. They confuse participants, and the results will be confusing 

as well. You can get deep into the weeds with response choices and scales: radio 

buttons vs. check boxes – checks allow more than one choice – radio only one 

choice; sliders called Likert scales vs. 1-5 rating scale choices, and should you offer an 

even number of choices vs. odd?

SOME INSIGHTS ON SURVEY RESPONSE CREATION
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Definitely yes
Probably yes
Probably no
Definitely no

You get some real response differentiation 
and real actionable information that way.

Here is an example of why this becomes a bit dicey. Below are two Likert scales.

The slight difference may seem insignificant, but to use the words of many pop 

culture celebrities, “it’s huge!”  Here is an example: a car dealer wants to find out 

about the buying experience at his dealership. He asks, “The service I received during 

my car buying experience was excellent.” Now what actually happened was the 

service was excellent except for one thing – it took too long for the dealer’s used car 

department to get an appraisal price for the car buyer’s trade in. Now, the buyer 

answers question differently because of the anchors in these scales. (end point 

statements) The buyer would probably answer the first Likert with a 5 and the second 

with a 4. The car dealer received less actionable information because of the answer 

design. Another issue with these Likerts is that even though the numbers 1 through 5 

are equally spaced, people’s brains don’t necessarily interpret them that way. They 

may see the 3 as squeezed up next 1 & 2 or squeezed up next to 4 & 5 depending on 

their experience. That’s people for you. They have psychological stuff going on in 

their heads! We all have to remember that.

Oh, and by the way, just so you can save yourself from looking foolish like I do 

all the time: the Likert scale is not named because it demonstrates how much a 

participant “likes” something – that’s what I thought. It is named for 

psychologist Renis Likert who invented it in 1932 as a part of his Ph.D. thesis at 

Columbia University. Good to know, if you are talking about surveys!

A GREAT GENERAL RULE TO AVOID THE PROBLEMS DISCUSSED ABOVE 
IS TO CREATE A MULTIPLE CHOICE ANSWER THAT INCLUDES A 
SPECIFIC DESCRIPTION FOR EACH ANSWER.
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STRONGLY
DISAGREE

STRONGLY
AGREE

1 2 3 4 5

COMPLETELY
DISAGREE

COMPLETELY
AGREE

1 2 3 4 5



As I stated at the outset, the reason for me putting this short book together was to 

share a bit of what I have learned about surveys. Actually, that’s not entirely true. I 

consider myself and our company to be smart, effective, and successful. I bumped into 

surveys a while back and was actually embarrassed to find out how little I knew about 

them and what a valuable, cost effective, tool they could be for all businesses. As a 

way to express my gratitude for getting this new insight, I wanted to share so I could 

alert other entrepreneurs, business owners, and managers to what I discovered. This is 

just a start mark. This book is in no way complete, definitive, or a scientific treatise. The 

goal is to motivate, stimulate, and give some of my peers a slight “leg up,” so you can 

start to do your own investigation and see how surveys can work for them. I hope 

readers will review this material with those goals in mind.

What I discovered is: Surveys are, a mostly unrecognized, underused, powerful tool 

for every sized business. Business owners and senior executives should take the time 

to learn about the advantages of employing surveys to help manage and grow their 

businesses.

“SOMETHING TERRIBLE HAPPENS WITHOUT PROMOTION… NOTHING!”
 P.T. BARNUM – GREAT AMERICAN SHOWMAN

“NOTHING HAPPENS UNTIL A SALE IS MADE.”
THOMAS A. WATSON – IBM

IT’S IMPORTANT TO REMEMBER THESE BUSINESS MANTRAS:

IN CONCLUSION
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Yes, stuff can happen without surveys. Both, promotion and sales can happen. But, in 

many cases if you don’t do your homework, bad stuff happens:

These above bulleted items represent just some of the bad stuff… very costly bad 

stuff that surveys can help avoid. As Gary Vaynerchuk, the pioneering internet brand 

builder, social media innovator, bestselling author, blogger, and serial entrepreneur 

says, “Do your damn homework.” An easy, effective, efficient, and productive way for 

business leaders to do their company homework is to conduct surveys.

Please contact me for free informational content such as blogs, whitepapers, 

websites, and position papers that discuss specific survey techniques and methods. I 

will be happy to share any information, documentation, and insights I have and point 

you in the right direction. steven@clickfirstmedia.com 

You start a business that can’t succeed because your market is not interested.

You promote products that have no sales potential.

You attempt to sell a good product to the wrong market.

You sell products that cost too much to produce, or sell so slowly over time 

that there are no profits.

Your customers do not feel your products give them benefits that they want.

Your customers have suggestions but don’t have an easy way to reach you.

You don’t know who is promoting your company or detracting from it.

•
•
•
•

•
•
•
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TAKE AWAY: You may think the above statements are clichés or you may think 

they are called clichés but they are absolutely true and basic axioms for every 

business.

I happen to believe these simple statements are very relevant because they are 

accurate, time tested, and forever true for all businesses. The question is how do 

survey’s fit into this picture?


