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Compensatnon ‘
Surveys

'D. Terence Lichty

Director, Research and Development
Cole Surveys, a Wyatt Data Services Company

Information sharing—surveys—provides data that can be a cornerstone
ol your compensation communications efforts. Through participation
m and competent analysis of good surveys, your organization can be en-
sured solid information that will develop credibility, not only with those

_whose pay is being administered but also with the management who has

i foot the bill,

Pay Enﬁronment

Compensation surveys are typlcally designed to examine the external
pay levels.of positions in a given industry or geographic sector. In fact,
tecent scholastic enterprises have shown that market-compensation sur-
veys carry more weight in pay-scale determination than do organiza-
uonally sensitive job-evaluation schemes. Salary-range midpoints or
ranges may also be studied to provide a broader look into an organiza- -
non's pay policy for a given job. .
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The Legal Question of
Information Sharing

Many people are reasonably concerned with the legality of passing
around salary information. You have probably heard of class action
suits—such as the Nine-to-Five organization v. the Boston Survey
Group, a coalition of large-area employers——brought for potential area
“wage setting” in violation of antitrust laws. In fact, salary surveys are
sot inherently illegal: even the United States government conducts area
wage surveys. Limited information sharing, such as telling a neighbor-
ing company what your company’s average wages are for a single posi-
tion, may seem innocent. However, sharing substantial amounts of
information directly with competitors and making decisions based on
that data can present problems. Whether true or not, using another
company’s specific compensation data to establish salary levels can be
perceived as wage setting. For this reason, one of the safest and often
most efficient ways to obtain survey data is through a disinterested
third party—such as a trade organization, consultant, or survey com-
pany—thereby preserving the individual participants’ data confiden-
tiality.

Survey Purposes

In formulating and administering your pay structure, you have several
goals: Avoid inappropriate pay expenses—paying too much (or too lit-
tle) to too many (or too few); be aware of what the bigger (or smaller)
organizations are doing, as well as those of your own size in your own
part of the country; and keep on top of line-managers’ interests in their

particular areas or lines of business. To assist you in meeting those
goals, salary surveys should:

1. Help shape and increase the accuracy of management pay decisions.
a. Develop market data from which to make and support individual
practice and broad-based salary policy recommendations; and
b. Develop information on other, broader human resources and op-
erating data for decision making. ’
9. Give you timely, needed answers to questions about competitive
rates.
a. Respond to inquiries from management about appropriateness
of pay; and
b. Respond to outside inquiries from professional sources and
counterparts.
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4 Provide continuity and consistency of information.

i Provide a vehicle with which to define and communicate what mar-
ket and what pay is being compared (for example, base salary only,
commissions and other variable pay, total cash compensation, or
other combinations, including long-term incentives, perquisites, and
henefits).

Defining the Pay Market

| he basic idea behind compensation surveys is to answer this question:
What is the market paying? A fundamental starting point, critical to
.ound management decision making, is answering this question for
your organization: What is the competitive labor market for this partic-
ular group of positions? Certain complexities can cloud the market pic-
ture. For example, most medium and large companies don't have one
market but several—exempt and nonexempt; local, regional, national,
international; functional and/or line-of-business markets; and so forth.
Also, some organizations may think their market is limited to the com-
pany down the street and the bank on the corner. But, whatever your
circumstances, define comprehensive markets before developing salary
structures, and keep abreast of market-data sources and market
hanges to keep your program current. :

Once the market has been defined, the next questions are: What data
should I compare? Should I only compare base salary levels or also ex-
amine total compensation? What about looking at competitors’ mid-
~ point structures or comparing our midpoints to their base salaries? The
answers are: Compare everything, show how your organization stands
up in each instance, and draw your primary comparisons to comple-
ment your organization’s business plans and objectives.

Survey Techniques |

Several survey techniques exist. Telephone surveys, though generally not
the most accurate or sophisticated, are probably the most prevalent
form of surveying today. In the compensation departments of large
companies, rarely a week goes by without another company calling and
asking what a particular job is being paid. Often this type of study is of
the “short-fuse” variety and is used to support an out-of-the-ordinary,
imminent hiring decision. While the personal touch can be helpful in
gathering information quickly, telephone surveys often yield marginal
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results, forfeiting quality for immediacy; questions are likely to be in-
consistently phrased, and answers are likely to be inaccurate. Don'’t for-
get that while answers to your questions are important to you, they arc
rarely of any interest to the person at the other end of the line. In ad-
dition, calls often interrupt whatever the person was working on when
you called. The data you seek may not be readily available, and you may
be getting a “best-guess” response rather than one that is studied and
researched. '

A second survey technique ‘nvolves a mailed questionnaire. This ap-
proach is often used by trade associations, personnel consultants, and
survey companies to maximize the size of their databases in a given -
formation area. Compared to the telephone survey, this method
achieves far more consistent results, though rarely is this vehicle capable
of providing a quick turnaround answer. The mailed questionnaire cin
be particularly effective when used in conjunction with telephone su
veys and/or personal interviews. To solicit participation and show the
extent of data required, the questionnaire is mailed to the potental i¢
spondent. The survey questionnaire serves as 2 recording instrument.
increases the chances of collecting consistent data, and gives the pro
spective respondent the opportunity to complete it at his or her conve
nience. At a specified time, data is returned to you or you contact the
participant, who has had time to complete the survey. The data can be

collected and qualified over the phone or in person.

" Personal interviews provide, perhaps, the best opportunity to obtn
accurate survey data. During an on.site visit, the surveyor can probe fo!
quahtying or disqualifying information on position comparability, chedk
the appropriatencss of components being collected, and even alter the
" focus of survey guestions and data being sought. The time and trave!
expense for the surveying company and for the companies whose it
is being solicited is a limitation with this survey approach. But for
sight into the broader environment and for clarification of finer point-
(as opposcd 1o just the numbers), the personal interview gives the hev
results.

Survey Scope

The scope of surveys. varies significantly. Many are limited to averis
salary information on 2 single job. Others, such as job-family and lin
of-business surveys, may include more data on a given position o1 1«
lated group of positions, such as an examination of an entire accounti
department’s positions and compensation levels. Job-family surveys o
. provide an excellent view of compensation within a particular ficld -
line of business, but participant lists are often inconsistent from fuinit
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v+ Laumily, making an integrated analysis of a specific group of compa-
wes difficult. Base salaries are collected in some studies; others, such as
soncash surveys, run a more complete gamut, including employee ex-
pense, staffing levels, total cash, long-term incentives, and benefits.

Fally, benchmark surveys include key industry jobs common to most
< panizations. A good benchmark survey will include higher and lower .
i« vels, and multi- and single-incumbent positions representing all major
functions of an organization. Because the survey’s participant base is
. .nstant across a whole range of jobs, benchmark surveys give their us-
1+ . framework for comparison, not just among individual jobs but
snong job families. Scope measures, such as number of employees
nunaged, sales volume, budget size, and the like, are a means to deter-
wune the relationship between pay and magnitude of responsibility.
I he competent practitioner will collect data from all of these sources,
+woss the data’s value, and use it appropriately.

(untity and quality of information, as well as cost, can vary signifi-
~anily. Some of the most common surveys and the results you can ex-
oect lrom them are: o

* |11cgular survey requests from counterparts: Costs incurred as a par-
i1 ipant in surveys of a limited scope are typically zero, although pro-
tocol warrants the return of favors granted. If they give you informa-
non today, expect to give them information tomorrow. Output?
Unless you are concerned enough to ask “What's everybody else pay-
ing?" expect no information on the subject.

LB '.minp or association (club) surveYs: Most often, other than club or
association dues and perhaps a small charge to offset processing costs
.+ materials, no costs accrue here either. The survey instrument is

_wsually developed by a committee, completed by the membership,
nd forwarded to a delegated member of the group or the association
headquarters for collection and production. Your time and interests
e the chief concerns. Depending on how tight or small the club is,
vour participation may be solicited but not required. A printed report
with your data included in the averages is the typical output.

tiroups concerned about the issues of legality and ego regarding di-

(et information sharing with contemporaries often hire a consultant

o survey company to serve as the “back room” for data collection,

pocessing, and publication needs. When third party resources are

~cmiployed, some costs may be expected if you want a copy of the sur-

vy results, though often the group or association will subsidize the
«tndy as a benefit of membership. '

# One-time, custom surveys: These are often conducted by consultants
rupaged by you or a competitor in your industry or labor market to
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develop particular market data for specific purposes. For example,
custom surveys can be part of job-evaluation and/or salary-structure
program development. If you commission them, you can expect to re-
ceive (and pay for) very precise data, data that may be difficult to rec-
reate or carry on from year to year. If you are a selected participant,
expect a complimentary cOpy of the results with your data included in
the averages.

® Third party annual surveys (consultants): These studies serve a host
of interests and virtually cover the gamut of compensation informa-
tion. Relative to custom Surveys, annual consultant-conducted sur-
veys are less expensive. The consultants’ objectives are to make an im-
pression as a competent consultant and to research speeches and
articles as well as background and comparative data for the next

~ year’s consulting reports. Profit is rarely a concern. Expect output to

" be printed, although you can always buy a “special cut” of the data if
you are really interested.

®» Third party annual surveys (survey companies): Most often, these
surveys cover certain functional areas (such as data processing or ac- -
counting positions) or levels of management (such as middle manage-
ment, supervisory level, and so forth). Some concentrate on particular
industries, such as financial services, health care, or advertising.
Some combine functional areas and management. levels to give a
broad-based study with depth in a number of lines of business. The
companies that administer these surveys are in business to make
profit by selling information to participants and other interested par-
ties.

- Data Diéplays and
Terminology

Surveys appear in myriad forms and formats. Some reports will exten-
sively slice and dice the data provided; some adopt a minimalist stancc.
A good survey will return some information on everything collected
consistent with the quality and quantity of data received. Remembct
though, the underlying value of a survey is not in the numbers it pre
sents but in the answers you are able to derive from its use.
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60.0

58.7

75th Percentile/3rd Quartile — 55.2
55.0
Median (50th Percentile) — 55.0

55.0

25th Percentile/1st Quartile.—> 52.1

.48.6

47.1

| n= 9
Standard Deviation = 4.2
. Weighted Average (Mean) = 54.1

583

Data in this range
is within one
standard deviation
of the mean.
Approximately 67
percent of the data
appears within this

- range.

49.9

Figure 7-1. Array.

Table 7-1. Frequency Distribution
of Figure 7-1

Range Frequency

45.0-47.9
48.0-50.9
51.0-53.9
54.0-56.9
57.0-59.9
60.0-62.9

Ll
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Basically, most data is presented in one of three fashions: tabular (mumeric
displays, graphic (visual) displays, or regression analysis (containing formul.i.
and chart lines which project compensation levels).

Tabular Displays

Tabular displays (see Figure 7-1 and Table 7-1) include arrays, statisti
cal reference points, and frequency distributions.

Arrays. Arrays are high-to-low listings of all data collected in a given
category. Arrays allow the analyst to inspect each data point reportcd
and to see how the data distributes through the range. ‘

Statistical Refet_ence Points

Weighted average: Also called the arithmetic mean, the weighted av-
erage is the sum of all salaries (or other compensation values) divide
by the number of incumbents reported. For example, the $47,000
weighted average salary for a production manager is based on 88 sal-
~ aries (reported by 23 companies). The weighted average is the besi
indicator of the real market for a given survey position. :

- Simple average: The simple average is the sum of the averages for
each participating company divided by the number of companies par-
ticipating. For example, the $50,000 average midpoint for a produc-
tion manager is based on 23 companies’ average midpoints (reported
on 88 incumbents). The simple average can be used to compare com-
pany policy on, for example, midpoint levels.

Standard deviation: The standard deviation is a number that, if

added to and subtracted from the mean in a normal distribution,
" yields the middle two-thirds of the observations (the data within one
" standard deviation of the mean).

Median: Also called the 50th percentile/5th decile/2nd quartile, and

so forth, the median is the middle of all the data points reported. Fo-

cus on the median when data is erratically distributed, especially
- when you have a small sample.

Quartiles, percentiles, and so forth: These refer to locations in an ar-
ray below which a certain portion of the data lies. The 75th percentile,
or 3rd quartile, is that point below which 75 percent (3/4) of the data
points are found. Some analysts like to look at the data between the
Ist and 3rd quartiles instead of using the standard deviation. This ap-
proach gives them the middle 50 percent instead of the middle 66.7
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percent of the data viewed when using standard deviations.

N: This refers to the number of observations of data (data points) in
a given sample.

Frequency Distributions. These are often used in lieu of arrays if pre-
senting individual data points strains the confidentiality concerns of the
participants. Table 7.1 shows how many times a salary is reported
within a certain range of salaries; actual salaries are not shown.

Graphic Displays

Graphic displays include a multitude of charts (line, pie, bar, and so
forth) that can be used effectively in presenting data, especially to top
management, when the big picture is more desirable than all the detail

(see Figure 7-2).

Regression Analysis

Regression analysis (see Figure 7-3) is a powerful form of data presen-
\ation that relates two or more data elements and shows by formulas
and charts the central data tendencies. Regressions project where, based
on one measure (such as company sales), another measure (such as total
cash compensation) will be found. Regression analysis correlates the re-
liability of the information to its dispersal around the line of central ten-
dency. Regression charts often use logarithms because the range of data
cuvered can be so great and because the formulas often are more accu-
rate when the data is so transformed. A few words of caution: Regres- -
vion analysis infers that if the one condition exists, then the other exists,
and when looking at a chart, the eye and mind can lead the untrained
observer to conclusions that may or may not be valid. The assumption
that you should pay your CEO a base salary of $416,483 because your
company has $10 billion in assets and because the regression formula
says so is no more valid than if you were to conclude that you should
pay $416,483 because that’s the average salary of your peer group.

Regardless of format, “above average” does not equal “overpaid™;
“helow average” does not equal “underpaid.” “Average” is not necessar-
ily the proper pay posture for your organization versus your market.
Remember the pay environment in which you operate: Performance,
mternal organizational values, and other issues come to bear on what’s
right for you. If your compensation policy is to pay at the 75th percen-
nle, you may consider someonc at the average to be underpaid.
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Figure 7-2. Graphic displays for use iﬁ presenting data: (a) line chart, (b) pie chart, and (c)
bar graph. ‘
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1988 Cole Survey — CEO Regression Analysis
April Base Salary vs. Assets
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Figure 7.3. Regression analysis.

How to Use a Survey

Without exercising caution, those responsible for providing compensa-

- tion recommendations can fall into one of two categories: (1) those who

use every bit of survey data available without regard to its validity and
) those who fail to fully exploit the data sources at their disposal. The
following paragraphs give you some pointers on what constitutes worth-
while information and how to use the data. (In-depth quantitative anal-
ysis and methods of developing salary structures from survey data are

not treated here.) The effective practitioner assesses a survey’s reliabil-
Aty and the efficacy of the data before incorporating the information

into a thought process; all survey numbers may not be as meaningful as
you would like them to be. Because people are people and because or-
ganizations differ so widely in the way jobs and people in them relate to
cach other, data quality can vary markedly and should be checked be-
fore deciding to base one of your management decisions on it.
Understand that at the foundation of all surveys is the need to com-
pare similarities, not differences. The surveyor tries to identify areas of
similarity and jobs that are consistent from year to year and to include
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the same compahies annually. The hope is that the individuals submit-
ting the data follow directions. Unless the survey participants see how
“their jobs and the surveyed jobs are alike, little data will be forthcominy.
‘When the survey results are published, that is the time to ask two ques-
tions, in this order: (1) How can I be sure that the data is correct? and
(2) How similar is our job to the market comparison position?

You can feel comfortable that the data is correct by followin ing a_ fu\
guldehnes Choose annual survey sources that contain the r majority ol
the positions and competitors in which your top management is chieflv
interested. Don’t shortchange yourself or your organization by getting
only free survey information from recruiters (with their own interests to-
cultivate) or from magazine articles. Survey costs represent only a frac-

* tion of the payroll costs being administered that use the information the
surveys generate. In short, good surveys can be a real investment.
To begin, participate in a quality, omnibus benchmark survey as «

fundamental data source. This allows you to see how all the major job

areas and functions relate to each other, drawing on a relatively consis-

tent set of organizations and data preparers. Augment your chief dati

source with other data and other surveys; don’t limit yourself to onc
-~ source of information. Also, don’t overlook the opportunity to comparc
compensauon data from different sources. After all, surveying is a com-
~ parative process. Increasmg the number and variety of weapons in your
information arsenal increases your coverage and understanding of po-
' sitions, orgamzatlons, and other industries.
' So, what if you've taken these steps and the numbers don't agree or il
you have only one source? How do you know that the data is reliable?.
You can assess the number of data pomts If only a small, unrg_prt—
-sentative sample appears on 2 _given position, you should consider de-
valuing its importance in your structure development or_not using the
information at all. The more tightly packed the data distribution is, the
‘more confident you can feel that the companson is a valid one. Realize.
however, that aberrations are.common in compensation. One organiz-
tion will buy talent to use in a start-up or turnaround situation, and the
individual’s pay will be out of line with the size or profitability of the
unit managed. Another organization will pay an individual very high or.
very low total compensation because of performance. Rare is the survey
that can capture the relationship between pay and targeted, actual per-
formance, except when viewing top management compensation in light

of corporate performance. p
In addition, rates for positions in the same job famlly should relate to °

each other. Case 1 (Table 7-2) shows a reasonable salary progression
from entry to junior level ($7,300 difference), from junior level to me-
dium level ($11,000 difference), and from medium level to senior level
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Table 7-2. Salary Progression by Position

Case I Case 11

Number average salary  average salary
Senior-level position 12 $57,000 $57,000
Medium-level position 15 40,700 40,700
Junior-level position 2 29,700 37,900
Entry-level position 27 22,400 22,400

($16,300 difference). Although the junior position is sparsely popu-
lated, its salary level seems plausible, given the surrounding job-family
data. In Case 11, however, the data is skewed so that the junior-level job
is $15,500 higher than the entry-level job, and just $2800 below the
medium-level position. Therefore, data about salary levels in Case II is
not as reliable as that presented in Case I.

If your survey source covers a broad spectrum of positions—upper-
and lower-management levels, staff and line functions, multi- and
single-incumbent positions—most of the position pay relationships
should be consistent with the compensation program of your organiza-
tion. Most companies try to have overall pay practices within plus or mi-
nus 10 percent of “their market.” Be cautious of data skewed by one or
two large companies weighting much of the data upward or downward.
However, before discounting data affected by such circumstances, con-

“sider the following: If the job being surveyed is teller, for example, and
one company employs 60 percent of the tellers in the state, shouldn’t a
pay decision on teller positions be heavily influenced by the pay average
that includes the one large company?

‘The participant sample should also represent your industry or labor
market. Then, regardless of how odd pieces of data appear in relation
to your own, if all of your company’s direct and indirect competitors are
submitting data, you may have to admit that you are out of line with the
overall market. On a similar theme, realize that the more consistent the
sample of participants is from year to year and the better the survey
covers your competitors, the greater the survey’s value to you. Finally,
the survey should describe positions that correspond closely to those
i your organization so that you feel confident using the results.

Getting the Most out of Your
Survey Efforts and Dollars

Assuming that you are the individual responsible for using salary sur-
veys to develop compensation programs:
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Start by creating a survey library. Set aside a file, a file drawer, a dis-
kette, a closet, or a shelf for all of your organization’s survey data. -
Alert others in your organization to forward all surveys and requests
for survey participation to you so you can respond to them most ef-
ficiently.

Choose your surveys. Limited resources and day-to-day work require- '
ments often preclude participation in every survey in which a com-
pany is asked to participate. You must balance your current needs,
your future needs, and the ability to get what you want from others.
In other words, participate not only in those studies from which you
get information but also in those that your competitors need to satisfy
. their information demands. Unless you help them get their data, you
‘may well not get theirs when you need it. .

Use the data you have. Take the time to examine each survey in your
library. Only by using the data you have will you benefit from the in-
vestment of time and money you expended to procure the data in the
first place. Categorize surveys and their data by position, or family
type, and by year. Don’t retire a survey until you have its replace-
ment; even a three-year-old study of a specialized, infrequently sur-
veyed job stream can be useful if updated by prevailing salary-
increase rates. :

Consolidate your data onto a spreadsheet. Surveys are often consulted
many times each month to respond to specific questions from a vari-
ety of interested parties. Some practitioners consolidate qualified po-
sition data from multiple survey sources onto a single spreadsheet—
either on analysis paper or on a personal computer—for more
convenient consultation. By arranging all of your data this way, you

* will have the best possible view of your organization’s overall compet-
itive pay markets and you will save time and effort during your an-
nual compensation planning and structure review.

'Derive a single answer from each set of numbers presented in a survey.
If you consolidate data from multiple survey sources or have several
views of the data presented in one source, you have a decision to
‘make: Of the data available, of the different numbers purporting to
be “the market,” what is the single number that best represents “the
-market” for your organization? Some practitioners simply average all
the data available from each source, throwing out odd data. Some feel
that the data from one source is more valuable than that from others
.md weigh that data more heavily. (For example, one source will pro-
vide 50 percent of the answer and the second and third sources will
supply 25 percent each.)



Compensation Surveys . 101

Answer all survey questions to the best of your ability. The survey de-
signer is responsible for requesting data that are relevant to the sur-
vey output. Assume that all data have value in the quality of the results
and that without certain data from you the survey will be delayed or
reduced in value to you and to others. In other words, share re-
quested information to the best of your ability. After all, that's what
you expect of others. Remember, as no two companies are alike, no
two sets of information needs are identical. Don’t be an informational
black hole.

As you develop your data, two criteria should guide the way. First, be
realistic. Find your market answer first, and then describe how your sit-
uation differs. You and others will find many reasons why your organi-
sation’s situation is different from the market and why, therefore, your
incumbent’s salary level is too high, too low, or just right. Let the market
pive you an answer first, then decide whether or not you like the an-
swer. Don’t become obsessed with finding matches and survey data on
all positions. Remember organizational differences. A good analyst can
dctermine three reference points relative to an undefined or dataless
position: one surveyed position obviously higher in your organizational
hicrarchy, one obviously lower, and one perceived to be of a similar job
value.

Second, be creative. While some organizations and managers will re-
quire you to produce information in a certain format, don’t allow your
thinking to stop there. Compensation information is like a bolt of
loth—you should see patterns of numbers within a function, from
function to function, and across the entire organization. You should no-
tice the different hues and textures from area to area, division to divi-
sion. Then, from this combination of highs and lows and positive and
negative variances, you should be able to fashion your organization’s
oy garment.

How to Conduct Your Own

Survey

I he preliminary thought process is critical in a good survey of any sort.
y'ou must know what the questions are and how you plan to present the
.mswers before you involve anyone else. Only then should you concern
vourself with targeting the appropriate markets, soliciting and securing
their participation, ensuring good data, and presenting the data in a
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meaningful manner. Keep.in mind four fundamentals in the business -
of surveying: People gain by getting information; people gain nothing
by giving information; people are the companies with whom you must
- deal; and people have their own agendas that are different from yours..
With the fundamentals in mind, start by choosing a survey type that is
appropriate to your need for speed and comprehensiveness. Different
circumstances may dictate different approaches. You may have extra
time available just for this survey, or you may need to conserve your
energies and resources (data processing support, costs, and so forth).
An outside agent may be more cost-effective. Always have a report for-
mat in mind when you conduct a survey—that is, know specifically what
information you are seeking. This way, you won't miss asking for a par-
ticular piece of important information. Too often, especially with phone
surveys, follow-up calls have to be made to fill in additional data ele-
'ments. Always construct a questionnaire, even if you're collecting data -
on just one position from just a few companies. A questionnaire helps
you to ask the same questions of all participants, and it serves as a
record of responses. Keep your survey simple and focused on the final
‘product. Don’t collect extraneous data that is irrelevant and takes extra
© time to input and analyze. '
- Keep your survey brief or use a check-the-box format. Asking for
narrative answers reduces the ability and interest of the potential par-
ticipants to input data. Few executives and even fewer organizations are
" particularly altruistic. They want to get something for their time and
energy. As a minimum, always plan to give your survey participants a
copy of the results of the study. Try to fashion your survey so that it
answers your questions and provides value to others as well. For exam-
‘ple, add a job or two, ask for another component, or change your de-
scription a bit. Finally, ensure that you have enough “hooks” in your
survey to allow you to merge it into a larger body of survey data. In
other words, collect enough comprehensive data to allow you to com-
pare the results to other data you have received in this particular area,
as well as broader market or evaluation data you have.

~ Where to Find Survey Data

Survey sources are growing, and the field is becoming very competitive,
so the following list is by no means exhaustive. Consider this a starting
point in your quest for information. All of the major compensation
and/or human-resources consulting firms have surveys conducted on a
regular or semiregular basis—The Wyatt Co., and its survey units, Cole
" - Surveys and ECS; Hay Group Inc.; Towers, Perrin, Forster & Crosby;
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Mercer-Meidinger-Hansen; Hewitt Associates; to name a few. The ma-
jor accounting firms—KPMG Peat Marwick; Deloitle & Touche; Ernst
% Young; and so forth—also have survey interests. ‘

The United States government is one of the largest surveyors in the
country. Contact the Bureau of Labor Statistics (BLS), Wage and Hour
Division of the U.S. Department of Labor. Most major cities have BLS
otfices. Check your telephone book under the federal government list-
ings. Your state may also produce survey data of some value.

In addition, many local or regional personnel and compensation as-
sociations conduct surveys. Trade organizations and local consultants
are other good sources. Also contact the American Compensation As-
sociation, Scottsdale, Ariz. :

Every few years Dr. Steven Langer of Abbott, Langer & Associates,
Créte, IlL., produces a comprehensive list of surveys in Avaiable Pay
Survey Reports: An Annotated Bibliography. This is an excellent re-
source.



