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Program OverviewProgram Overview

• Between October 24 and December 19, 2005 
GATEPOINT RESEARCH invited selected executives 
in selected industries to participate in a survey 
campaign.

• Candidates were invited via email and postal mail 
to participate in a survey themed “Customer 
Service Strategies.”

• 100% of respondents participated voluntarily; 
none were engaged using telemarketing.



Copyright © 2004. Gatepoint Research. All rights reserved. The information contained in this report is the sole property of 
Gatepoint Research and may not be used, reproduced, redistributed in any form including, but not limited to, print and digital 
form without the express written consent of Gatepoint Research and D&B, Inc.Slide 3

Profile of Responding CompaniesProfile of Responding Companies

Responders were overwhelmingly from mid-market organizations.
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Profile of Responding ExecutivesProfile of Responding Executives

Two-thirds of survey responders held the title of Director or higher.

0% 10% 20% 30% 40% 50%

Security/Tech Staff

Manager

Director

Vice President

Senior Vice President

CxO



Copyright © 2004. Gatepoint Research. All rights reserved. The information contained in this report is the sole property of 
Gatepoint Research and may not be used, reproduced, redistributed in any form including, but not limited to, print and digital 
form without the express written consent of Gatepoint Research and D&B, Inc.Slide 5

Corporate GoalsCorporate Goals

Over half of all responders said that their highest priority 
corporate goal for 2006 was increasing profitability.
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Corporate StrategyCorporate Strategy

Customer Support and Product Development were the strategy 
categories cited as most critical to helping meet Corporate Goals.
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Processes Processes 

Customer Service and Customer Retention were overwhelmingly cited 
as the Business Processes seen as key to achieving corporate goals.
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Customer Service InitiativesCustomer Service Initiatives

Pinpointing best potential customers, and sharing customer data across all 
touch points, were the most commonly cited initiatives for revenue-growth
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Budget ConditionsBudget Conditions

Over 90% of respondents either had greater budgets than 2005, 
or the ability to find budgets for new, justifiable initiatives.
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Observations and ConclusionsObservations and Conclusions

The survey results provided some notable findings:
• Customer support, service and retention were often cited as key 

areas for meeting corporate revenue goals.

• Profiling current customers, and understanding potential new 
markets, were viewed as key to finding new sources of revenue 
growth.

• Overwhelmingly, respondents said they either had larger 
budgets than last year, or the ability to find budget, to fund new 
initiatives.
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D&B Can Help You Grow Your Business Faster with 
Information-Driven Sales & Marketing Solutions
D&B Can Help You Grow Your Business Faster with 
Information-Driven Sales & Marketing Solutions

Sales and marketing solutions from D&B help you 
achieve your revenue objectives by improving results 
along each stage of the customer life cycle: Acquire 
new customers, Service existing customers better, 
Retain existing customers and Grow your best 
customers. 

For more information visit 
www.dnb.com



Copyright © 2004. Gatepoint Research. All rights reserved. The information contained in this report is the sole property of 
Gatepoint Research and may not be used, reproduced, redistributed in any form including, but not limited to, print and digital 
form without the express written consent of Gatepoint Research and D&B, Inc.Slide 12

About D&BAbout D&B

D&B, the leading provider of global business information, tools,
and insight, has enabled customers to Decide with Confidence for
over 160 years. D&B's proprietary DUNSRight ™ quality process 
provides customers with quality information whenever and 
wherever they need it. This quality information is the foundation of 
D&B's solutions that customers rely on to make critical business
decisions. 

Customers use D&B Risk Management Solutions to mitigate risk, 
increase cash flow and drive increased profitability; D&B Sales & 
Marketing Solutions to increase revenue from new and existing 
customers; and D&B Supply Management Solutions to identify 
purchasing savings, manage risk and ensure compliance within 
the supply base. 

For more information visit 
www.dnb.com


