e recently worked with a client who is a technology leader in cochlear
ear implants. They were seeking feedback from a select group of deaf
and hearing-impaired individuals who were considering a new surgical
intervention that relies on the implants. Our client needed to help their
management understand each prospective patient’s decision-making process.
Cochlear implants represent a relatively new technical advance, offering a
guantum improvement over old-fashioned hearing aids. From the patient’s
point of view, the decision to go forward with a cochlear implant is more
complex than deciding to get a hearing aid, because surgery
is involved, thus the stakes are mant is ligher




Our marketing agency clients, who brought us
into the project, felt that by listening directly to
their customers, the company could gain insights
that would be more meaningful than anagement’s
shoot-from-the-hip approach to marketing
decision making. “Like many other young,
leading-edge companies, this one is staffed with
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