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”

“Findings revealed significant 

differences in the perceptions of 

senior managers, relative to mid-

level, junior  and support staff on 

issues related to fairness, objectivity 

and opportunity in the workplace.

THE CHALLENGE
Recognizing that employees were an integral part of acquiring and 
keeping customers, a leading US health insurance provider sought to 
understand and improve the employee experience. 

WHAT WE DID
Applied Marketing Science (AMS) evaluated the full range of employee 
experiences. Research included senior and mid-level managers as well 
as junior, newly hired personnel and support staff. Topics included 
everything from functional issues related to IT systems and training to 
more emotional issues, such as perceptions of fairness and manager 
objectivity in the workplace. Applied Marketing Science led the 
initiative, which involved:

 � Comprehensive qualitative research using our best-in-class 
techniques to identify a comprehensive understanding of the 
employee experience.

 � Systematic quantitative research, including a survey of employees 
involving a tradeoff analysis (MaxDiff) to understand what is 
important to employees.  

 � Facilitation of an ideation-generation session to translate employee 
expectations into tangible actions our client could develop to 
improve the employee experience.

THE OUTCOME
Our employee research provided guidance for the development of 
specific actions on the part of our client.  Findings revealed significant 
differences in the perceptions of senior managers relative to mid-level, 
junior and support staff on issues related to fairness, objectivity and 
opportunity in the workplace.  Perceptions relating to unsystematic 
handling of employee workload, vacation time, reviews and office 
space selection all contributed to an overall environment of perceived 
lack of fairness.  In addition, mid-level managers in particular felt 
their concerns were ignored by senior management, and that senior 
managers were more concerned with themselves than the good of the 
company or team.  

The findings provided specific guidance for the company, who 
implemented short-and-long term changes in several areas.

ABOUT APPLIED MARKETING SCIENCE
Applied Marketing Science (AMS) helps companies apply the Voice of the Customer and other techniques to create innovative products and distinctive 
customer experiences. From early-stage exploratory research to pre-launch pricing and positioning we deliver actionable Voice of the Customer insights 
that lead to increased innovation success rates and measurable improvements in customer service and satisfaction. Founded in 1989 with roots in the 
MIT Sloan School of Management, AMS offers an array of services to help clients uncover customer insights to guide important business decisions.
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