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Business Interview Questionnaire Supplemental 


This section is on additional information for the Questionnaire that Mr. Lee, the person I interviewed, did not mention. The information is accurate because I have witnessed them in action when I worked at MTC over the past three summers as a volunteer. I was there to get hands-on computer field experience in technical support, service and networking. I followed employees around as they did their jobs and gave a hand when they needed help. On less busy days, I engaged in self-study using their facilities. There was no pay, but free lunch. 

10) What kind of customers do you target? 


Corporate and government agencies. 


Mr. Lee, from my point of view from working at the 

warehouse, spends 65% of his time at work talking on the phone. I was interrupted four times during our interview by his phone calls. He is constantly trying to get new customers and establish good relationships and connections.

The chatter while he is on the phone is not for personal

reasons but business reasons. With the friends he makes on

the phone and on business trips, he gets most of his customers who range from local private users to supermarkets and retail stores to state universities. 

He doesn’t have a salesman since he is the salesman himself. I think he takes on this role in addition to the boss as a money saving method. 

13) How can your customers distinguish your

    products or services from your competitors?


They see that we actually provide services- not just  




promises, as our competitors do. They also check 

references provided by us.


When a customer comes into MTC, he/she gets full attention.

This is the way MTC stands out, it’s service. While a sign stating an “$85 per hour” charge for technical support is posted on the wall, I have only seen it charged a couple times in my several hundred hours working there. A customer gets fully briefed on his/her computer problem and is often fixed the very day. This kind of attention is essential to small businesses who cannot afford large advertising costs in television or radio. Word of mouth is the primary advertising method and seems to work well.
