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I. INTRODUCTION 

A. Perspective 

This report documents the act:tvi ties and aecornplbhments of th(' 

second of three phases of research into the nature and irnpaet of consumer 

fraud. The initia 1• phase began in September 1976; the proje.ct will conc1udl~ 

in September 1978. The three purposes of this resC'al:ch are to: 

1. describe the nature, scope, and characteristics of 

consumer fraud; 

2. examine the incidence and impnct of consumer frnud 

in order to determine the requirements for prcvention 

and control efforts; and 

3. identify strategies to delimit the oecurrence or 

consumer fraud. 

The primary outcome of this project will b(~ workable intci:",T,'mtion 

techniques designed to reduce the incidence of consumer fraud. These tech­

niques may be original strategies, developed to address specific needs, or 

they may be variations of current procedures. The first two phases focused 

on the analysis of consumer fraud events tho,t 'VlOuld i.dentify opportunitIes 

for producing these intervention strategies. 

During Phase I, we examined actual case histories that various law 

enforcement and consumer assistance specialists selected as examples of 

situations in which a consumer allegedly was defrauded by a merchant. 

Eleven agencies supplied 383 such cases that we believe represent a diverse, 

but typical, range of re,?orted offenses. Using this data base, we estab­

lished three alter-native classification schemes, each conceptualized around 

the process of consumer fraud--whe.t happened during the transaction that 

permitted the fraud to occur? Our purpose was to develop a classification 

scheme that would comwunicate the characteristics of conceptually similar 

classes of events and aggregate information about consumer fraud. The 

scheme also assisted in creating a data-based definitio~ of conSUUicr fraud. 

1 



B. Phase II ObjeGtives 

AIR's princi.pal aim in Phase II was to develop quantitative pro­

files f0r each pattern of consumer fraud offense by collecting and process­

ing a minimum of 1,000 additional consumer complaints. Because we produced 

three potentially useful frameworks during Phase I, each needed to be tested 

with this quantitative data base to determine which one would best meet the 

requirement of identifying opportunities for intervention procedures. 

In addition, we planned to identify measurement techniques that 

might be used to monitor the domain of consumer fraud. 

Our Phase II data collection was similar to the Phase I effort 

in some respects. One ,.]'as tapping a reservoir of di.verse age.ncies that 

handled consumer complaints so the pool of cases represented common con­

sumer abuses. Another similarity was a reliance on existing case documents 

because: 1) collection of new data is too expensive; 2) existing sources 

of information have been underutilized; and 3) chances of identifying 

representative cases of conSUmer fraud are enhanced. 

Our Phase I experience taught us that comprehensive records on 

each case simply did not exist; archival data typically consist of frac­

tionally documented events. How'ever, this situation was not a problem 

because the classification schemes produced during Phase I permitted the 

collection of fractional data from a number of sources into meaningful 

composites. The efficiency of the Phase II data collection would be aided 

by the use of the classification framework. 

We planned to identify promising measurement techniques that 

would be used to monitor consumer fraud activities and assess new inter­

vention programs. Our approach to this task was twofold: first, a review 

of the literature to learn whether or not a "state-of-the-art" exists and, 

second, an examination of the patterns of consumer fraud offenses to deter­

mine whether the process characterizing each pattern contains measurable 

components. The measurement task included an attempt to derive usable 

estimates of the incidence and impact of co~sumer fraud. 
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II. DATA COLLECTION PROCEDURES 

A. Designing the Instrument 

The collection of additional cases was guided by the qualitative 

analysis of the first phase. The three suggested classification schemes 

required specific types of information in order to thoroughly examine the 

potential of each. In addition, the 24 descriptive ~imensions identified 

during Phase I were refined so that we could include in our quantitative 

sample common descriptors that are easily understood and communicate mean­

ingful frames of reference for diverse audiences. 

The qualitative Phase I data base consists of 383 one- or two­

page abstracts of case histories that document alleged consumer fraud 

events. Although appropriate for the development of a typology, the amount 

of information contained in the abstract was not essential for the quanti­

tative purposes of Phase II. A more efficient method of collecting an 

additional 1,000 cases could be devised, now that we had a better under­

standing about the information requirements. 

The data collection instrument reflects both the descriptive and 

process characteristics necessary to apply the quantitative data base to 

each of the three typologies. The instrument consists of two parts:* 

a data acquisition form, which permits each response to be numerically 

coded for keypunching; and a data acguisition guide, which describes each 

item and its respective subcategot'Y. 

The cases in the Phase II data base are recorded in two ways--on 

a data acquisition form and on a 5x8 card that contains a summary of the 

sequence of events that describes the consumer-merchant transaction and 

the subsequent consumer complaint. 

The forms appear as Appendix A and B. 

3 



B. Selecting Data Sources 

Several considerations guided our inquiry for contributors to 

the Phese II data set: 

2. 

3. 

The comprehensiveness of the case hidtories became less 

critical because vle could now asseml~'le fractional data from 

numerous sources into usable composites. In Phase I, 

follow-up data to the consumer complaint were essential to 

fully understand the case, but in Phase II we accepted cases 

even though follow-up data were incomplete. The primary 

characteristic of the Phase II cases was a description of 

the consumer complaint that detailed the transaction between 

the merchant and the consumer. 

Individual complaint data were required. Our collection 

format necessitated recording specific characteristics that 

describe individual complaints, which were then aggregated 

by components within the classification scheme that led to 

the development of profiles of consumer fraud. 

It was necessary to continue to use existing case documents 

rather than to collect new data. The collection of new data 

would require not only a costly survey, but also a very 

extensive one in order to gather a variety of complaints. 

Cases already on file in consumer offices and law enforce­

ment agencies document reported consumer offenses. Such 

broad coverage of complaints pelmits us to assess current 

consumer needs as a step toward designing intervention 

strategies. 

4. Our candidate list of Phase II data sources came primarily 

from our Phase I contacts. We requested and received the 

names of agencies that were respected in the area of con­

sumer affairs. Many of these candidates were recommended 

by several contacts. 

5. We were still interested in creating a Phase II pool of 

diverse cases, as we hau done in Phase I, and therefore 

sought agencies located in many parts of the United States 
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as well as different types of sources--attorneys general, 

district attorneys, consumer affairs offices. We also 

sought a mix of state and local agencies. 

The ten new organizations who agreed to participate in our Phase 

II data collection are identified in Table I below. 

Table 1. Phase II Data Sources 

Agency 
Agency ILocation Number 

01 Consumer Affairs Department, Detroit, Michigan 

02 Pennsylvania Department of Consumer Protection, 
Philadelphia, Pennsylvania 

03 Department of Consumer Affairs, City of New York 

04 Department of Justice: Office of Consumer Protection, 
Madison, Wisconsin 

05 Department of Justice: Consumer Protection Divi~ion, 
Des Moines, Iowa 

06 Office of the Prosecuting Attorney, Flint, Michigan 

07 Office of the Prosecuting Attorney: Fraud Division, 
King County, Seattle, Washington 

08 Department of Justice, Attorney General: Civil Division, 
Seattle, Washington 

09 Metropolitan Denver District Attorneys' Consumer Office, 
Denver, Colorado 

10 District Attorney: Consumer FraudlWhite Collar Crime Unit, 
San Francisco, California 

Some agencies declined to contribute complaint data to our pool 

of cases. The major reason duplicated the one given for nonparticipation 

during Phase I. Limited documentation of specific consumer complaints 

remains a characteristic of some groups that rely heavily on volunteers. 

Well maintained record-keeping systems receive a low priority to action­

oriented complaint mediation. As a result, the files are often incomplete; 

sometimes they are nonexistent. 

A few agencies simply ignored the request. All initial contacts 

were by phone, followed by a written description of the study accompanied 

with a request to include complaint data from the agency among our Phase II 

cases. For whatever reasons, some agencies never acknowledged our request, 

so therefore they were withdrawn from our list of candidates. 
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The ten new data sources that contributed to the Phase II pool 

of consumer complaints are characterized in Table 2 below. 
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C. On-Site Data Collection . 

AIR staff members visited the ten new data sources to review case 

histories, complete the Data Acquisition Form, and write a paragraph sum­

marizing each consumer complaint selected for the Phase II data base. On­

site visits began in mid-October and ended in mid-December. Approximately 

five person days were spent at each site; typically one individual worked 

at each agency unless schedules permitted more than one staff member to 

visit an agency. 

At the agency, the project staff member assumed responsibility 

for all facets of collecting the data. Following a brief orientation 

about the agency procedures and the complaint handling system, the AIR 

representative examined, then selected cases. The following c.riteria 

guided the choice of cases: 1) sufficient information to describe the 

process or the transaction between the merchant and the consumer; 2) closed 

rather than active, in order to increase the probability of learning as 

much as we could about a specific case. The minimum requirement was to 

r.ecord relatively complete data on the transaction and to collect extensive 

descriptive data in addition to the process data. 

The cases were randomly selected. The project staff member chose 

a file drawer, picked a group uf case histories, and began to examine the 

documents. Almost all the records contained intake forms and some support­

ing evidence regarding the legitimacy of the complaint and/or details about 

the agency's attempts to resolve the dispute between the merchant and the 

consumer. Some cases had entered the criminal justice system; others had 

not. 

One Data Acquisition Form was completed for each chosen case. 

In addition, the coder wrote a paragraph that summarized the complaint, 

with emphasis on the sequence of events between the merchant and the con­

sumer. Each card was numerically matched to the Data Acquisition Form and 

filed by agency from which it came. We collected 942 ~ases from the 10 

agencies. 

At each site we asked also for annual reports or any document 

that summarizcld conlplaint handling activities--attempted mediation, refer­

rals, in-depth investigations, court actions, volume of activity--to 

estimate the incidence and impact of offenses that have occurred and con­

tinue to occur. 
7 



D. Use of the Phase I Data 

The 942 cases were short of our goal to gather a minimum 1,000 

additional cases. Contacting and arranging for more on-site case reviews 

would be both costly and inefficient; we could afford neither the time nor 

the money to continue the same procedure. We chose a pragmatic approach-­

to use some or all of our Phase I data base. During Phase I the cases 

served primarily as elements with which to develop the three categories; 

their usefulness was expanded by incorporating information from specific 

cases into the analysis leading to the profiles of consumer fraud. 

The re-examination of the Phase I cases occurred during January 

1978. Of the 383 complaints, 251 were used, which increased our Phase. II 

data base to 1,194 case histories. This total provided a comfortable mar­

gin of 194 cases above our minimum requirements and would permit dropping 

some cases if the analysis so indicated. 

The Phase II data base by agancy source and number of cases is 

depicted in Table 3. 
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Aaency 
Number 

01 

02 

03 

04 

05 

06 

07 

08 

09 

10 

11 

12 

13 

14 

15 

16 

17 

18 

Table 3 

THE PHASE \I DATA BASE 

Numbor 
Agency/Location Card Numbnrs (If Casas 

Consumer Affairs Department, 
Detroit, Michigan 001 - 101 101 

Pennsylvania Department of Consumer 
Protection, Philadelphia, Pennsylvania 102 - 182 81 

Department of Consumer Affairs, 
City of New York 183 - 255 73 

Department of Justice: Office of Consumer 
Protection, Madison, Wisconsin 256- 353 98 

Department of Justice: Consumer 
Protection Division, Des Moines, Iowa 354 ~. 437 84 

Office of the Prosecuting Attorney, 
Flint, Michigan 438 - 519 82 

Office of the Prosecuting Attorney: Fraud 
Division, King County. Seattle, Washington 520 - 607 88 

Department of Justice, Attorney General: 
Civil Division, Seattle, Washington 608 - 696 89 

Metropolitan Denver District Attorneys' 
Consumer Office, Denver, Colorado 697 - 790 94 

District Attorney: Consumer FraudlWhite 
Collar Crime Unit, San Francisco, California 791 - 942 I ~52 

United States Postal Service, Fraud and 
Prohibited Mailings Division 943 - 986 44 

American Association of Retired Persons: 
National Consumer Assistance Center 987 - 1007 21 

Montgomery County Office of Consumer 
Affairs, Rockville, Maryland 1008 - 1050 43 

Governor's Office of Consumer Affairs, 
Atlanta, Georgia 1051 - 1090 40 

District Attorney: Consumer Fraud 
Section, Sacramento, California 1091 - 1116 26 

Attorney Genera!: Economic Protection 
Division, Phoenix, Arizona 1117 - 1139 23 

Call For Action 1140 - 1161 22 

Federal Trade Commission 1162 - t t~4 33 

Total Number of Cases 1,194 
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III. DESCRIPTIVE ANALYSIS 

,~s noted in the preceding chapter, we collected a heterogeneous 

range of consumer offenses that included the most frequently reported types 

of cases. 

The Phase II data sources enjoy reputations for examplary work 

in handling conSumer problems. Each agency addresses the achievement of 

consumer redress in a similar fashion, that is, when a consumer files a 

complaint, someone in the agency contacts the merchant to collect data 

from the opposition, then attempts to settle the differences bet-ween the 

two parties and bring the dispute to a mutuallY satisfactory conclusion. 

Each agency also uses some variation on the basic procedure, adopted 

primarily because of the nature of its staff and its operating budget. The 

Phase II data were gathered mainly fraln intake forms used by all agencies 

and any 8uppJrting documents attached to this form.* 

The following features characterize the Phase II data pool: 

1. 

2. 

3. 

4. 

All of the cases were closed so we could learn as much 

as possible about each complaint; 

Sources represented local (8), state (6), and national 

(4) consumer agencies or consumer affairs sections of a 

law enforcement organization; 

All the consumer complaints were consumer rather than 

agency initiated; and 

Most of the agencies that supplied cases represented 

the public sector. 

In the Phase I document, we reported on a list of 24 descriptive 

dimensions that contained a total of 157 categories as being potentially 

useful for comn1unicating findings from this study. Although these 

descriptions did not appear promising as bases for a process-oriented 

typology, if we could collect data on them, the results might be inter­

esting when examined with the patterns of consumer offenses. The outcomes 

*These forms are not standardized; each agency's form determined the 
nature and amount of data we could collect on each case, depending on 
the completeness of the information. 
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of the Phase I data analysis suggested that many of the well-understood 

descriptors could not be documented because agencies did not collect 

certain types of information--for example, on consumer characteristics. 

Despite such indications, we decided not to drop any of the descriptive 

dimensions and to try our luck; we collected as much data about the 

descriptors as we could. 

The findings are highlighted below: 

• Almost one-quarter of the cases relate to home products 

or services; 

• Almost one-fifth of the cases deal with automotive 

grievances; 

• The data base contains more complaints from males 

than from females; 

• The vast majority of merchants cited in the complaints 

were solvent and available for contact; 

(I Typically, the key actors in the transactions were the 

merchant and the consumer--no other parties were in­

volved; 

.1 More than one-third of the time, the initial contact 

between the merchant and the consumer occurred at the 

merchant's business. The second most frequently reported 

contact was by mail. 

It In descending order of frequency, consumers complained 

about the mercha.nt's failure to delive-::- a product or 

service, receipt of "poor quality" products or services, 

and the merchant's misrepresentation of benefits derived 

from the purchase; 

• Slightly less than 50 percent of the merchants reportedly 

relied on oral representations as the primary medium of 

communication. The use of periodicals ranked a low 

second; 

12 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 



I 
I 
I 
I 
I 
I 
I 

I 
I 
I 
I 
I 
I 
I 
I 
I 

• Transactions most often involved dollar amounts up to 

$100; 

• Almost 50 percent of the complainants sought a refund 

from the merchant. About half that number sought 

performance guaranteed by the merchant. One-fifth of the 

consumers complained because they desired an investigation 

for the public good; 

• Most agencies' actions involved non-litigated resolutions. 

In about one-fifth of the complaints, the agencies merely 

conducted investigations. Ten percenr. of the cases were 

referred to another agency; 

• About 45 percent of the complaints were not settled by 

the agency receiving the complaint. In about 40 per-

cent of the cases, administrative consent orders were issued; 

• Other outcomes of agency action suggest(~d a negative 

prospect for the consumer. Findings s~ow that most 

merchants do not discontinue the alleged offensive 

activity; few merchants took corrective action such as 

refunding payment. 

For some of these descriptive variables, the data were simply 

unavailable. It appears that certain types of data, especially consumer 

and merchant characteristics, are not routinely collected. Data were 

missing or unknown in sufficient proportions on the following variables 

to render these descriptors unprofitable for our current use: 

Descriptor 

• Consumer's age 

• Consumer's occupational status 

• Consumer's residence 

• Number of other complaints filed 
against merchant 

• Public loss 

Missing Data 

85% 

87% 

28% 

49% 

68% 

The frequency distributions for each of the descriptive variables 

appear on the following pages. These dimensions will also be treated in 

Chapter V, Profiles of Consumer Fraud, when the descriptive data for each 

profile will be described from both a process and a descriptive perspec­

tive. 
13 



Tlbl. 4. F",qu.ncy DlltTlbutlons by All Vlrlables 

Froqullnty Percent 

TYPE OF PRODlICT OR SERVICE INVOl.VED 
(11 .. Ell 5 
~ISS(NG 1 
~~~ 7 
~LTCMCBILES AhD (T~EP V£~ICLEf 73 
ALTCHCTIVE PRODUCTS AhC SUPPLIES 41 
eCCKS. ~~C(~ClhGS, .Nt PERIODICALS 6~ 
fCOO,PERSC~AL CARE, A~C RELATED ITEMS 66 
GAROE~ PRCC~CTS AhO PLAh'S IB 
~EALTI1 FFCCLCTS AflO ollues 16 
~(HE FURN1SI11NGS ANO APPLIANCES 155 
JEkCLR~, ~ATCI'ES, C(I"S. STAMPS eTC 56 
CLTteeR REC GCCDS, TevS, MLS INSTR 35 
WEARING APPAREL 48 
LAIIO/REAL ESTATE 28 
~PPLIAflCE A~C E'UIP~EhT REPAIRS 57 
~LTCMCBIL~ eR CT~EP VEhICLE RELATED 96 
eI.SI~ESS CFPCInL~IT1ES 41 
£ CUCA TIC t.,Al 17 
E~FLCY"EflT 12 
F IhANCUL, IhCLUClflG LOANS 19 
~eUSE RELATEC 119 
HCI.Sl~G LeeATOR 9 
HeVING ANO STORAGE 7 
FHeTCGPAP~IC 19 
PLBLlSHIflG AIID "AFI<ETIM 12 
SELF-JHP~OVE"ENT 59 
ShIPP ING ANO TRAVEL 23 
VARD RELATEC 5 
CARE SEPVICEs:eA8V-Sll,HCLSE-SlT 5 
C~ARIlV 1 
C[IITEST 7 
eClLECTICfI AGEflCY CR CT~ER HOLDER 6 
CflEDI T ~EFCRTIflG AGEflCY 2 
A~IMAL ~ELATED 7 
RECRE~Tl(~AL/ENTEPTA1~ME~TSERV/PROO 11 

NOT AP PLl CABl E 
UNKNOWN 
TEENAGER OR ADULT 
SENtOR C! TlIEN 

CONSUMER'S AGE 

20 
960 
135 
32 

CONSUMER'S OCCUPATIONAL STATUS 

NOT IIPPLl CABLE 
U~NOWN 
UNEMPLOYED 
PART-TlI'1E 
FULl-Tl14E 
RETIRED 

UNKNCWN 
FEHALE 
HALE 
COUPLE 
GRctlP 

NOT APPLICABLE 
UNKNOWN 
URBAN 
SUBURBAN 
RURAl 

UNKNOWN 
YES,SOlVENT 
NOT SOLVENT 

CONSUMER'S SEX 

CONSUMER'S RESIDENCE 

III MERCHANT SOLVENn 

96 
1\53 
501 

88 
9 

1 
319 
511 
11' 
68 

166 
886 
95 

• 
0.613 
6.3911 
3.593 
5.609 
5.7B4 
1.5711 
1.~02 

13.585 
4.908 
3.067 
4.Z07 
2.4H 
4.996 
II.U~ 
3.593 
1.490 
1.052 
1.665 

10.429 
0.TB9 
0.613 
1.665 
1.052 
S.lTl 
2.016 
O.·UIl 
0.438 
0.0811 
0.613 
0.526 
0.lT5 
0.613 
0.964 

· 80.838 
19.162 

· 22.819 
6.711 

56.376 
H.094 

· 43.102 
1t7.669 

8.373 
0.856 

· 1Q.254 
21.524 
B.222 

· 90.316 
'iI.6alt 

14 

Frequency Percent 

IS MERCHANT AVAILABLE FOR CONTAcn 

NOT APPLlCABlE 
UNKNOWN 

1 • 
III • 

"tES, EASllV 
YES, WITH OIFFICLlTY 
NO 

669 62.8lT 
197 1B.498 
199 18.685 

NUMBER OF COMPLAINTS FILED 

UNKNCWN 
ZERO 
lESS THAN FIVE 
5-10 
ELEVEN OR 140RE 

OTHER INVOLVED PARTIES 

560 
130 
184 
106 
167 

22.141 
31.346 
IB.058 
28.1t50 

UNKNOWN 
I4ANUFACTURER 
SELLER 
LENDER 
t\ClDER 

26 2.267 
73 6.364 
51 4.446 
7 0.610 

11 1.1t1l2 
NO OTHERS INVOLVEC 
ADVERTISER 
SERVICE AGENCIES 

921 80.296 
16 1.395 
26 2.267 

SUB OR PRIME CONT~~C1C~S 10 0.87Z 

INITIAL CONTACT BETWEEN MERCHANT AND CONSUMER 
NUT APPLICABLE 2 
UNKNOWN 225 
HAIL 231 
TELEPHONE 82 
C'S HOME 99 
H'S PL_CE OF BUSI~ESS 423 
PLACE Of OTHER pun 30 
SOHE OTHER LOCATICfI 32 
NO CONSUMER INVCLHC 23 

NATURE OF COMPLAINT 
tl~EI\-SPEC1FY 15 
l~l<flCk~ 2 
CECEPTI~E PRICING 58 
F~CD~CTS SERVICES ~~A~AILA8lE 76 
~ISREPRESEhTATICN AS TO _ARRANTIES 21 
"ISREPRESEhTS BENEFllS f~QM PURC~ASE 136 
FAILLRE TC OELIVER 266 
peCR QUALITY PROCLCTS OP SERVICES 178 
DIFFERE~l P~CCLCTS CELI~EREO 57 
CHARGING ~ICOEN ceSTS 83 
REFLSAL It HCNC~ kARRAhTY 51 
lNDUE DELAV ~ITH REPAIRS 19 
PERFCRMI~G U~AUT~CIIIZEO REP_IRS 30 
FAILURE TO Gl~E AG~EEC REFU~O eTC 91 
ccLLEeTICN OR HARASSME~T PROBLEM 31 
RECEIVr~G UNSCLICITEC MERCHANDISE 9 
APPEARANCE CF ILLEGAL DEALINGS 5 
SUGGESTING UhflECESSARY REPAIRS 2 
HI SHAP WITH MERCHANC (se SURRENoeREO Z 
FAlLUR E TO eEL lVEP A~C peCR Ql'\L lTY 5 
" HISREPRESENTS O~N AFFILIATICNS 4 

PRIMARY MEDIUM USED TO PERPETRATE 

UNKNOWN 
LABELING, PACKAGI~G 
HAIL. 
PAMPHL ETS, C IRCIJLAPS 
PERIODICALS 
yellOW PAGES 
TV, RADIO 
DEFECTIVE P~RFCRMtNce CF PROOUCT 
WRITTEN GUA~AN1EE 
ORAL REPRESENTAlleNS 
TELEPHONE 

165 
60 
91t 
44 

195 
8 

28 
9 

11 
476 

51 

. 
19.651 
20.175 

7.162 
11.646 

36.943 
2.620 
2.795 
2.009 

. 
5.133 
6.726 
1.8511 

12.035 
23.540 
15.752 
5.0H 
7.345 
4.513 
1.681 
2.655 
B.5alt 
2.743 
0.796 
0.442 
0.177 
0.111 
0.442 
0.354 

lIt.385 
5.231 
8.195 
3.836 

17 .001 
0.691 
2.Hl 
0.785 
1.482 

41.500 
4.lt46 
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Tabla 4, (continued) 

Frequency Percent 

DOLLARS INVOLVED IN TRANSACTION 

~OT .PPLI CASl E 
OTHER 
UNKNCWN 
ZERO 
UNDEP $5 
s 5" 2. C 
S20-100 
s100-500 
$500-2,000 
S2,00D-I0,OOO 
stO,OOO-50,OOO 

La 
2 

141 
60 
66 

154t 
.250 
24tl 
14t3 

70 
10 

PUBLIC LOSS DUE TO OVERALL SCHEME 

NOT APPLICABLE 
UNKNOWN 
ZERO 
UNDER SlOO 
s100-1.000 
$1,000-5,000 
S5,000-25,000 
'25,OOo-I00jOOO 
$100,000-S500,00 
OVER S500,000 
UNCLEAR IF SC~EI'E ItlVClVED 

2 
781 

26 
4 
8 
9 

10 
1 

19 
10 

217 

AGENCY RECEIVING COMPLAINT 

OTHER 
MISSING 
FTC 
US POSTAL SER~ICE 
ATTORNEY GENERAL 
STATE CONSUMER ~FfAIRS 
DISTRICT ATTtRtlEY Cit E~~IVALEhT 
LOCAL CONS~MER AfF~IRS 
AARP 
CALL FOR ACTION 

6 
2 

37 
1t9 

282 
116 
41) 
216 

6 
20 

SOURCE OF COMPLAINT - CONSUMER 

NOT AP PLl CABLE 
OTHER 
UNKNOWN 
ONE CONSUMER 
SEVERAL 
ANOTHER MERCHANT 
ANeTHER AGENCY 

1 
6 

13 
996 

87 
7 

37 

· 1.2.423 
5.286 
5.815 

13 .568 
22.026 
21.233 
12.599 
6.167 
0.881 

· 66.210 
2.Z~i 
0.3109 
0.699 
O. -; B6 
0.613 
0.087 
1.659 
0.813 

24t.192 

· 3.246 
4.302 

24.759 
10.184 
36.2bO 
18.964 
0.527 
1.756 

· 88.376 
1.720 
0.621 
3.283 

SOURCE OF COMPLAIt-lT - ANOTHER AGENCY 

NOT APPLICABLE 
OTHER 
UNKNOWt.; 
US ATTCRNEY 
FIe 
US POS1AL SERVICE 
STATE ATTORNEY GE~ERAL 
STATE CONSUMER AFfAIRS 
LOCAL DA 
LOCAL CONSUMER AFfAIRS 
LOCAL POLtCE OEPT 
BB8 
CHAMBER OF COMMERCE 
STATE LICENSING Be 
BUREAU OF HEIGHTS ANC ~EASURES 
ACTION LINE 

978 
24 
17 

1 
2 
5 

12 
22 
lit 
16 

6 
21 

5 
8 

1l 
5 

· 0.781 
1.563 
3.906 
9.375 

17.188 
10.938 
12.500 

4.688 
16.406 

3.906 
6.250 
8.594t 
3.906 
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Frequency Percent 

eTHER 
UNKNOWN 
NONE 
ADVICE ONLY 

RELIEF SOUGHT 

PERFORI'ANCE AS PRCMISED 
EXCHANGE 
REFUND 
MONEY 10 COVER LOSSES 
INVESTIGATION FOR p~eLIC 
NO INDIVIDUAL CC~FLAl~T 
PEAFORI'ANCE AND REF~tlC 

86 
H 

3 
2.2. 

230 
30 

4t60 
102 

189 
H 
37 

PRIMARY OR SECONDARY AGENCY 

U"ll!.l'{OWN 
~RIMMY 
seCONDARY 

ACTION TAKEN BY AGENCY' 

NOT AP PL I CA8L E 
OTHER 
UNKNOWN 
JUST ADVICE TO C 
JUST INVESTIGATIC~ 
INVESTIGATION FeR REfERR~L 
JUST REFERRAL 
NON LITIGATEO RESCLLllCtI 
FORMAL CIVIL PRCCEEDltlGS 
FORMAL CRIMINAL PF(CEECI~GS 
ACTION PEIIDING 11'1 A(EI\C'f 
NOTHING 
INVESTIGATION ANe ACvlCE 

RESULTS OF ACTION 

5 
993 
149 

1 
6 

17 
70 

211 
98 

US 
452 

4t2 
50 
17 
45 
11 

NOT APPLICABLE 17 
OTHER 4 
UNKNOWI\ 82 
NONE IN AGENCY 484 
AD~INISTRATlvE cc~se~1 CROER 10210 
ADMINISTRATIVE ORtER 9 
CIVIL SETTLEMENT 59 
CIVIL JUOGMENT 15 
CRIMINAL GUILTy PLEA 53 

NOT APPLICABLE 
UNKNCWN 
YES 
NO 

CESSATION ACTIVITY 

TAKING OF SOME 
CORRECTIV!: ACTION 

13 
239 
153 
741. 

NOT APPLICABLE 13 
UHKNCWN 143 
YES 389 
NO 602 

RESTITUTION OR REFUND 

NOT APPLICABLE lit 
UNKNOWN H1 
YES 31Z 
NO 674 

· 3.20S 
0.283 
2.0H 

21.6'16 
2.828 

1t3.355 
3.959 

17 .813 
1.320 
3.1087 

0.436 
86.571t 
12.990 

· 1.491" 
6.151 

18.5"1 
8.612 

10.984t 
39.719 

3.691 
4.394 
1.494 
3.9510 
0.967 

· 46.360 
100.613 

0.8&2 
5.651 
1.1037 
5.077 

· 39.253 
60.747 

31.643 
68.357 



Table 4. (continued) 

Frequency Percent 

PAYMENT TO COVER CONSEQUENTIAL LOSSES 

NOT APPL I CABLE 
UNKNCWN 
YES 
NU 

14 
164 
~1 

928 

COSTS INCURRED BY AGENCY 

NOT APP LI CABL E 
UNKNCWN 
YES 
NO 

NOT APP Ll CABLE 
UNKNCWN 
YES 
NO 

IMPAlf,ONMENT 

13 
271 

53 
810 

13 
137 
23 

97~ 

PROBATION OR SUSPENDED SENTENCE 

NOT APPLICABLE 
UNKNCWN 
VES 
NO 

13 
136 

21 
911 

SENTENCE OR JUDGMENT PENDING 

NOT APPLl CA8LE 
UNKNCWN 
YES 
NO 

nGi "PFLiC"BLE 
OTHER 
UNKNOWN 
NONE 
ADVICE ONLY 

RELIEF OBTAINED 

PERFORMANCE AS PRCMISED 

13 
135 

12 
981 

i 
~ 

222 
161 
83 

123 
EXCHANGE 23 
REFUND 265 
MONEY TO COVER LCSSES 12 
INVESTIGATION FC~ PLeLIC 126 
NO INDIVIDUAL CC~FLAI~T 14 
CASE PEND ING 52 
PERfDR~ANCE ~NC REfv~C 5 
RE:fUND ANO INVtSl lGAT i(jf\ 10 
BILLING ADJUSTME~lS 7q 
STOP HARASSHENT 2 
RELEASE FROH CCNTlUCT (REFUND) lit 
RETURN OF MERCHANCISE SURRENDERED 1 

O!'~:ER FOR BUSINESS OR INVESTMENT? 

UNKNOW~ 
YES: OPERATING FHA~C~ISE 
YES: WeRKING AT ~e~E 
INVEST IN ITEH T~~T ~~Y ~PPRECIATE 
RETIRE~ENT PROPERT't 
SALES POSITIONS 
UNSOLICITED MERC~~~CISE; ~C IhOUCE 
NO 

" 19 
14 
31 

4 
6 

15 
105" 

· 4.231 
95.769 

· 6.1~1 
93.859 

· 2.307 
97.693 

· 2.705 
9(.295 

· 1.201 
98.799 

· 19.440 
11t.098 
7.268 

10.171 
2.014 

23.205 
1.051 

11.033 
1.226 
4.553 
0.436 
0.876 
2.!iH 
0.115 
1.226 
0.088 

0.3~9 
1.656 
1.221 
2.703 
0.349 
0.523 
1.3Q8 

91.892 
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Frequency Percent 

CLAIMS FOR CONSUMER'S SELF·IMPROVEMENT? 

UNKNOWN 9 
SPECIAL LESSONS CR TP~I~ING 2~ 
PUeLICATION AND MAPKeTI~G SERVICES 7 
PHYSICAL FITNESS CR CleTI~G PPCGRAMS 20 
WHO'S ~HO OR rALE~l PRC~CTICNS 2 
EDUCATION OR EMFLCY~E~T 20 
COSMETIC OR HEALT~ ITe~S 17 
DATING SERVICE 5 
NO 1043 

CLAIMS OF UNIQUE FEATURES? 

206 UNKNOWN 
PRODUCTS 
I TEH Ol;E 
GIMMICK 
NO 

UNAVAILABLE AT RETAIL 23 
MAV NOT EXPECT TC ACCESS 25 

16 
871 

CLAIMS OF SUBSTANTIAL SAVINGS? 

UNKNOWN 
WINNING A PRIZE 
APPEARS TO BE A GCOC ~AlLE 
PERSONAL LO.~~ k/C SECURITIES 
NO 

257 
H 

168 
3 

678 

IMPLIED OR EXPRESS WARR4NTY? 

UNKNOW~ 10 
EXPRESS FOR HOCllCT "61 
IMPLIED DUE TO AD~ERlJSEC PReD ETC 3H 
IHPLIED DUE TO LASEL CLAIMS n 
EXPRESS FOR CELIVER't 60 
EXPRESS FOR CEL A~C PReC " 
EXPRESS IDELl IMFLIEC IPRCCI 4 
NO 178 

OFFEPI INCLUDE 
OR IMPLY TIME PRESSURE? 

UNKNO~N 226 
PURCHASE lHHEO FeR "GeOD; OFFER "3 
HOLIDAY OPPDRTUNITV 10 
E~E!I.GE~(Y S lTU,6 TlC~ lZ 
SPECIAL EVENT; VACATleN PKG 6 
EMPLOYMENT OR APT L1STl~GS " 
AVAILABLE IN LI~ITEC tUA~TITIES 9 
NO 811 

MERCHANT SUGGEST ADDITIONAL PRODUCT? 

UNKNOWN 64 
DIFFERING FRCM eRIGlh~L ITEM 1t6 
EXTENSION CF ORIGI~Al ICEA 55 
DIFFERENT CUE TO ~'S CIFFICULllES 20 
NO 962 

0.785 
2.092 
0.610 
1.744 
0.17~ 
1.744 
1.482 
0.~36 

90.933 

11.960 
2.005 
2.180 
1.395 

16.1t60 

22.1t06 
3.515 

1".647 
0.262 

59.111 

6.103 
40.715 
30.253 

1.4111 
5.231 
0.3~9 
0.349 

15.519 

19.104 
3.149 
0.B12 
2.7~O 
0.523 
0.3~9 
0.185 

71.229 

5.580 
4.010 
4.795 
1.1H 

3l.37l 
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I Table 4. (contlnuod) 

Frequency Percent Frequency Percant .-
I OBLIGATION OR AGREEMENT MERCHANT RESpONSE 

NOT AP PLI CABLE 1 . 
PAY Al TIME CF PCSStSS1(~ 'tal 3't.9'H UNKNCWI> 104 '1.241 
PAY FOR PART AT PCSSESSIC~ 1t2 3.665 IGNORE S 174 15.170 
PREPAY FOR ~AIL C~DEF 166 16.230 SKI PS out 93 6.10a 
PREPAY FOR CTrEP PLRC~ASE 151 130176 BANKRUPTCY 23 2.005 
LCNG TERM PERICCIC PAY~E"TS 160 13.962 ARGUES PRODUCT CLJ(~5 114 9.939 
IMMEDIATE ptY~E~l 24 2.09'> ARGUES PRICE CLAI~S 91 7.934 
MERCHA~DISE SLRRE"CEPEC 47 40101 DELAYS TAKING ACTICN 141 12.293 
THIRD PARTY 10 0.813 DISCLAIMS KNOWLEDCE 49 4.212 
DOWN P.VMENT OR CEPlSll H 5.323 REFERS TO THIRD PIRT~ 20 i.HIt 

NO PURCHASE ~ACE 43 3.752 TAKES CORRECTIVE AC1ICh 250 21.796 
BILLED LATER 21 1.832 HARASS~ENTS OR T~RE~lS 11 0.959 

ARGUES CONTRACT t~TERPRETATION 25 2.180 
REFUSAL TO GIV 20 1.744 

POSTPAYMENT DENIES ADVERTISEC CL~I~S JO 2.616 

I 
I 
I 

NOT AP Pll CABLE 1 . 
1 0.OB7 

RECEIPT OF U"SCLICITEC ITEMS 16 1.396 
NONREC EtPT 373 3Z.51t8 
INFERIOR OR CEFECTlvE 329 28.109 

I 
SUBSTITUTE PECElvEC 83 7.2It3 
VALUE WORTH SLBSTA~TI~LL~ LESS 1B 6.806 
FAILURE TO GIVE REfL~C 7 0.b11 
LOAN T~ANS~"1C" 5 Q.436 
CREDIT OR INSTALL~E~T 9 0.785 

I 
BASE PRICE I~ACCURtlE 39 3.403 
EXTRA SERVICE CR PFCCLC1S Zit 2.094 

I 
I:xiRA FEES 68 :i.931t 
LARGER OR CtfFE~E~l [,.,~ EST~E/I T 68 S.93ft 
C WANTS TO CANCEL 1t6 4.0 lit i 

I 
I 
I I. 
I 

I 
I 
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IV. ANALYSIS OF THE DATA 

A. The Preliminary Results 

Before the 1,194 cases were entered on a computer file, each form 

was examined for 1) missing data, 2) entries recorded under "other - spl~(:ify," 

and 3) items left blank by a coder. The "other - specify" entries ,.;rere 

tabulated and reviewed. Some of the responses were assigned codes from 

the data acquisition guide; if necessary, new codes WAre created. The out­

come was that seven of the 40 variables contained "other" entries. 

We created a data set consisting of 1,194 cases, each described 

by their position on 40 variables. 

We first tested the three typological schemes by putting all 

1,194 cases through each system (thematic, transactional, and network). 

The three s(~hemes were individually defined by selected combinations of 

variables. The results of applying the three schemes to tht,,) data base are 

summarized below: 

1. Thematic. The findings were disappointing. Only 434 

(36%) of the cases were uniquely defined by one of the 15 

themes. The remaining cases (7%) picked up by the scheme 

wore double and triple combinations of themes. Four 

themes were unused. Nine themes contained less than 50 

cases. Only two themes seemed to hold much promise. If 

this typological scheme were to supply the structure for 

our i~·roHles of consumer fraud, maj or repairs would be 

2. Transaction~. The major problem with the transactional 

sequence was the coding. Some coders checked more than 

one inducement; these multiple inducements represented 

two-way (20%), three-way (7%), four-way (25%), and five­

way (4%) combinations. tofuen we allowed these multiple 

inducements to represent a unique inducement, it resulted 

in a possible 630 individual sequences of transactions 

between the merchant and the consumer. This volume of 

sequences was too great to be useful for the sample 

obtained. 
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Another problem surfaced. Many of the cases were lost to 

the approach because one of the critical elements of the 

transaction was missing. This finding surprised us because 

the transaction ~vas the k~y determinant in selecting a case 

for the data base. The next step was to identify the case 

numbers with a missing element, review the complaint summary, 

and recode the missing data if possible. 

3. Network. All the cases were processed through the network. 

The output was a frequency distribution by each question 

in the network. Approximately 75 percent of the 1,194 cases 

were "simple" transactioT"s that involved a consumer purchase 

for which all or partial payment was made at the time of 

purchase and the outcome was some element of dissatisfaction 

(Ql-4 and Q7-10). No serious problems emerged with this 

outcome. 

The one-way frequencies indicated many variables coded as unknowns 

or non-applicable for the thematic and transactional variables. The next 

step was to idp~tify the specific cases characterized by the absence of an 

element in the merchant-consumer transaction. Upon re-examination of these 

cases, we grouped them into two piles: (1) those with no transaction that 

never should have been coded and (2) those where the coders failed to 

indicate the transactional element. We dropped the "no transaction" cases 

and recoded the inaccurately coded items into suitable categories. 

This effort resulted in the creation of a "ne~v" updated data 

set of 1,147 cases (47 were dropped) and a fresh start. The analysis of 

each of the three typological schemes, using the new data base of 1,1~7 

cases, began again. 
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B. Thematic Approach 

One approach taken in Phase I was to sort the set of consumer 

fraud examples into categories based on judgments of similarity. The 

principal basis for judgment was the similarity of merchant action; as a 

core pattern was identified, it was described in terms of its central 

theme, and cases that contained similar features were placed in that 

* category. The category labeled Emperor's Clothes, for example, contained 

examples in which 

Conswnep is Z(3d t.o brJ. t1:(WC that a paid-fop 

ppoduct op aeXluicc is being det'ivc!'c<.i when 

it is not. 1'he tank of' rJt!1,'i?>tn'IJ .,:r:t i/1.nf'11J1.nru'l . . . 
by meXlahant assumncco and 8UPc!,ff,.cri.al. cvidencc. 

The sorting process led to the identification of 15 such categories or 

themes. The set of 15 appeared sufficient, in the sense that they accom­

modated 372 of the 383 examples that had been collected. 

The principal advantages of an approaeh of this type are its 

simplicity and communicdtion value. Fifteen is a manageable number; if 

all consumer fraud events could be described by 15 themes, then the task 

of designing interventions would seem feasible. And the thematic descrip­

tions are appealing for purposes of cornmunicatiu.g. They use ordinary 

language and convey an impression of reality; the reader recognizes real­

world events in the descriptions. 

But the Phase I report also identified some potential weaknesses 

in the approach. It was noted that many events are not "pure cases"; 

most contain elements of more than one theme. The assignment of an event 

to a category will often require a subjective judgment as to whii!h element 

is predominant, and judges would certajnly differ in their aSSignments. 

An additional problem with any set of thematic categories is the temptation 

to "force" any event into some category, p.ven though none seems adequate as 

a description. To be truly useful as a typological framework, it must be 

demonstrlated that most events can be assigned unambiguously to one thematic 

category. The Phase II analysis was therefore designed to test the 

adequacy of the 15 themes as a framework for encompassing consumer fraud 

events. 

The 15 thematic definitions appear as Appendix C. 
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The first task was to define each theme as an explicit set of 

codes in the computer file of consumer fraud events. This is a straight­

forward matter involving nothing more complex than identifying the items 

on the case report that correspond to the elements of a particular 

theme. In the Emperor's Clothes theme described above, there are three 

essential elements. The consumer has (1) paid for a product or service, 

(2) which is not received, and (3) the merchant takes some action to 

disguise the nondelivery. There are four items in the case file that 

descTibe these elements, as follows. 

1. 

2. 

prepayment is indicated by a code of 03 or 04. in 

columns 63 and 64; 

nondelivery is indicated by either a code of 05 

in columns 20 and 21 ££ by a corle of 11 in columns 

65 and 66; 

3. merchant delay tactics is indicated by a code of 04 

or 06 in columns 67 and 68. 

The computer was instructed to assign any case that contained these codes 

to the category Emperor's Clothes. 

Each of the 15 themes was represented by an explicit instruction 

of the above type. If a case satisfied more than one set of instructions, 

it was assigned to more than one theme. If it satisfied none of the sets 

of instructions, it remained as an unassigned case. The system therefore 

avoids the t>;.,ro problems associated with the use of a human judge: cases 

can be assigned to more than one category, and no case is forced into a 

category that does not fit. 

Of the 1,147 cases available for classification, 473 (41%) were 

assigned to one of 11 unique categories. These "pure cases" are shown in 

Table 5. 
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Table 5. Frequency of Unique Classifications 

Theme Frequem.y Percent 
of Total 

Dust Off 179 16 
Slipshod 100 9 
Vigorish 45 4 
Guilded Lily 40 4 
Brooklyn 31 3 
Entrapment 27 2 
Cold Shoulder 26 2 
Emperor's Clothes 12 
Bargain Hunter 8 * 
Rollover 4 * 
Trusty Label * 

473 41 

* Percent of cases between 0 and 1. 

As is evident from the table, only 11 of the 15 themes were 

assigned cases. Four themes--Come-And-Get-It, Squeeze, The Other Guy, 

and Credit Violations--are not represented. This does not mean that our 

sample contained no instances of credit violation; it means that no case 

fit the explicit definition of the Credit Violation theme. 

In addition to these 473 uniquely assigned cases, 93 more (8%) 

were assigned to more than one category. These multiple assignments are 

shown in Table 6. Thus, a total of 566 cases (49%) were 

Table 6. Frequency of Multiple Classifications 

Themes 

Dust Off/Guilded Lily 

Emperor's Clothes/Slipshoa 

EntrapmentlVigorish 

Rollover/Slipshod 

Cold Shoulder/Slipshod 

Emperor's Clothes/Rollover 

Emperor's ClotheslDust Off 

Emperor's Clothes/Rollover/Slipshod 

Cold Shoulder/Dust Off 

Emperor's Clothes/Rollover/Brooklyn 

Cold Shoulder/Rollover 

Cold Shoulder/Rollover/Slipshod 

* Percent of ca38S between 0 and 1. 
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Frequency 

37 
22 
9 

5 

5 

4 

4 

2 

2 

1 

93 

Percent 
of Total 

3 

2 

* 
* 
* 
* 
* 
* 
* 
* 
* 

8 



classified as consistent with one o~ mo~e themes, while 581 cases (51%) 

we~e not accommodated by the system. It seems clea~ that the thematic 

app~oach, as cu~~ently fo~mulated, does not p~ovide an adequate f~amework. 
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C. Transactional Sequence 

This approach attempts to develop a classification scheme around 

a prototypic transaction between the merchant and the consumer. These 

transactional sequences are viewed as containing the following three com­

ponents: 

a. 

b. 

c. 

Inducement: refers to the appeal or the attraction 

offered by the merchant that led to the consumerls 

interest; 

Obligation: refers to the action taken by the consumer 

that demonstrates a commitment. The consumer has been 

won over and is willing to proceed further in the trans-

action; 

Outcome: refers to the final events that, from the 

consumer's viewpoint, identify the major grievance in 

the transaction; 

For some cases, a fourth component was necessary to accommodate 

transactions in which the merchant intervened between the obligation and 

the outcome. Such actions are defined as: 

Intermediate activities: refers to actions by the 

merchant to introduce something that is not congruent 

Nith the original agreement; 

We dropped this component from the cross-tabulation because the 

majority of our cases were very simple; the addition of this descriptor 

to assimilate a few cases created too many cells to be useful. Therefore, 

the analysis occurred at the next level of generality. 

In Phase I, a classifi':!ation scheme was developed from a sample 

of case histories.''( The frequency distributions for the Phase I cases are 

shown on the next page. 

* A detailed description of this classification scheme appears inAppendix D. 
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Table 7. Summary of Frequencies by Subcategory: Phase I 

Category Number Percent of Total Abbreviated Description 

I. INDUCEMENT A 34 10 Business opportunity 
In:::334) B 49 15 Self -i mprovement 

C 85 25 Substantia I savi ngs 
D 36 11 Unique features 
E 40 12 Timeliness of offer 
F 90 27 Warranty; guarantees 

II. OBLIGATION A 140 42 Pays a" or part at ti me of purchase 
In =334) B 86 26 Prepays mail order prior to delivery 

C 108 32 Signs agreement with merchant 

'". INTERMEDIATE A 63 30 M suggests additional product/services 
ACTIVITIES B 111 53 M non-interaction with C 
{n =210) C 19 9 M adds undisclosed charges 

D 10 5 C signs contract involving third party 
E 7 3 C decides to cancel 

IV. OUTCOME A 116 35 Non/partial receipt of merchandise 

I. 

II. 

III. 

(n=334) B 49 15 Large and different consumer 
investment required 

C 168 51 Product/services do no correspond 
to what expected 

The cross-tabulation of Inducement x Obligation x Outcome for the 

334 cases in Phase I are shown in Table 8; the five circled entries show the 

five most common patterns which accounted for 40 percent of the Phase I 

cases. 

Table 8. Cross-Tabulation olf Transactional Sequence: Phase I 

INDUCEMENT A B C 0 E F 

Total Percent 
of Total 

OBLIGATION A B C ABC ABC I ABC ABC ABC 

OUTCOME 

A 2 8 7 7 3 4 5@5 2@1 13 2 1 3 3 7 117 35 

B 0 4 4 2 1 11 6 1 10 0 0 0 o 1 3 4 0 2 49 15 

C 1 0 8 8 4 9 @8 9 3 ti 1 15 0 5 @2@ 168 50 

-- --
Totals 3 1219 17 8 24 31 ~24 5 29 2 283 9j56529 334 100 
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We followed the same analytic procedure in Phase II. Table 9 shows a 

summary of the frequencies by subcategory. The category added in Phase II, 

"combination inducements", accounts for cases where consumers reported 

more than one reason for engaging in the transaction. 

Table 9. One Way Frequencies for Transactional 
Sequence Components 

Frequency Percent 

SINGLE INDUCEMENT 

War-rant 639 56 
Pressure 15 1 
Uniqueness 18 1.5 
Savings 53 5 
Self Improvement 52 5 
Business Opportunity 42 4 
No inducement-Unsolicited Merchandise 15 1 

COMBINATION INDUCEMENTS" 

Warrant plus other inducement 259 31 
Pressure 85 .., 
Uniqueness 46 4 
Savings 156 14 
Seif Improvement 64 4 
Business Opportunity 32 3 

---~ 

AGREEMENT 

Pay all/part of merchandise 
at time of possession 442 39 

Prepay before delivery 337 30 
Long term-usually contract 302 27 
Billed later 21 2 
No purchase 43 4 
Not applicable 1 0 

OUTCOME 

Non receipt 373 32 
Merchant adds additional fees, 

charges, etc. 189 17 
Defectiv~ product/service or 

different than expected 530 47 
Merchant refuses refund 7 .07 
Consumer wants to cancel 46 4 
Not applicable 'j 0 

* A case with a combination inducement is counted as marlY times 
as the inducement appears. 
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The identical cross-tabulation was made on the Phase II data base. 

Because the Phase II data collection permitted more than one inducement 

to be recorded (as a substantial sav1ngs with.an express warranty), some 

cases appear more than once in the cr/.)ss-tabulation; Table 10 is based on 

1,306 transactional sequences derived from the 1,147 cases. 

Table 10. Phase II Cross-Tabulations in Transactional Sequence 

I. INDUCEMENT A B C 0 E F 

Total Percent 
,of Total 

II. OBLIGATION A B C A B C A B C A B C A B C A B C 

III. OUTCOME A 14@15 -@ @ r-.. @ - 19 5 326 2 2 7 14 7 156 458 35 
'-" 

B - 9 8 - 3 10 20 9 9 - 1 2 10 2 5 @ 19 @ 209 16 

C @1715 
r-.. @) @ 13 7 6 1612 6 12 11 4 26 613 272 639 49 
'-" -

Totals 133519 1941 18 81 6239 1239 8 432225 365 242 223 1306 100 

In Table 10, the circled entries consist of the nine patterns which appeared 

I 
I 
I 
I 
I 
I 
I 
I -
I 

most freliuently in Phase II (each accounting for Lf~~ or more of the cases) and I 
two pattern" which were frequent in Phase I but less common in Phase II. Table 

11 lists these 11 patterns in order of their Phase II frequency. I 
Table 11. Highest Combinations of Sequences 

Combination Number Percent I 
~ ... ~c: ,!.~ :Ie: :::0 Explanation (in order of three components) Phase Phase ]~ .c .- 58 0'" I II I II I 
F A C Warrant, Paid ali/part, Not correspond to expectations 49 272 15 21 
F B A Warrant, Prepaid, No receipt 3 156 1 12 
F C C Warrant, Long term, Not correspond to expectations 20 89 6 7 I 
F C A Warrant, Long term, No receipt 7 79 2 6 
F B C Warrant, Prepaid, Not correspond to expectations 2 67 1 5 
F C B Warrant, Long term, Extra charges 2 55 1 4 I 
F A 8 Warrant, Paid all/part, Extra charges 4 49 1 4 
C A C Savings, Paid all/part, Not correspond to expectations 20 47 6 4 
F A A Warrant, Paid all/part, No receipt 3 46 1 4 I 
C B A Savings, Prepaid, No receipt 21 36 6 3 
D B A Unique, Prepaid, No receipt 23 27 7 2 I 

I 
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It is obvious from Table 11 that the major difference between the phases 

is the predominance of warranty among the Phase II cases. The eight patterns 

involvi~g warranty are more frequent in Phase II; the three which do not 

involve warranty show decreases of 2 to 5 percent. With this exception, the 

data from the two phases are in essential agreement; the correlation between 

Tables 8 and 10 is .74. The dominance of warranty as a factor raises ques­

tions about the nature of warranty as an inducement. Why does warranty 

appeAt' so frequently? We propose two reasons: 

a. 

b. 

the scarcity of other reported allures or temptations 

to enter into the business transaction; and 

the assumption by the consumer that an honest transaction 

will occur. 

The strong emergence of warranty as an inducement really suggests the 

absence of a specific incucement, which leads us to the notion that most 

merchant/consumer transactions begin as "normal" business procedures that 

turn sour, resulting in a consumer grievance. The principal motivating 

factor that leads the conswner to the merchant is internal rather than 

external. A real or perceived consumer need provides the stimulus for 

the transaction rather than an overt merchant behavior. Perhaps warranty 

should not be considered in the same context as other subcategories of 

inducement. There is a qualitative difference between a purchase based on 

the opportunity to save money or to buy a business franchise and one based 

on the existence of either an implied or express warranty. Among the 

highest combinations of sequences in the Phase I data, warranty accounted 

for 28 percent of the cases; in Phase II, the comparable representation 

was 63 percent. If we consider warranty as an inappropriate inducement, 

the character of the patterns introduced by warranty changes and consumers 

purchasing merchandise . . . because of . . . an implied or express 

warranty does not accurately represent the transaction. Consumers were not 

swayed in their purchases by the notion or the existence of a warranty. 

The dominance of warranty led to an examination of the other 

two transactional components--obligation and outcome. The table on the 

next page illustrates the findings from this perspective and highlights the 

nost prominent pairs. 
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Table 12. Cross-Tabulation of Agreement and Outcome Variables 

Agreement Outcome Total 

A B C 

A 
, 

70 77 @ 533 

B @ 43 120 441 

C 110 89 @ 332 

Total 458 209 639 1,306 

The most frequently occurring pair is AC, which accounted for 

30 percent of the phase II cases. In this pattern, the consumer paid for 

all or part of the merchandise or service at the time of purchase, yet the 

outcome did not correspond to what was expected. Several reasons may 

explain what happened: a) the product or service was inferior or defective; 

b) a substitute item replaced the original purchase; or c) the value of the 

service or product was worth substantially less than the cost. Often, there is 

inconclusive evidence indicating that these outcomes should be attributed to 

the merchant. Whether or not the value of a product or service was worth 

less than the cost may simply be the consumer's opinion; the files contain 

no evidence about the reasonableness of this statememt. It isn't clear that 

such a consumer complaint was justified; it is clear that some consumers 

were dissatisfied. Evidence suggesting merchant responsibility for defec­

tive items or substitutions for the original purchase is easier to acquire. 

However, the merchant responses to the outcome may shed some light on the 

attribution issue. In approximately 25 percent of the 386 cases, the merchant 

took corrective action upon hearing about the comflaint. But in 60 percent 

of the 386 cases, the merchant hassled the consumer by such behaviors as 

ignoring the consumer's inquiry about the outcome, arguing about price or 

product claim, and disclaiming knowledge about the outcome. 

The BA combination appeared three times among the most popular 

sequences and represented 19 percent of the Phase II data. This pair 

informs us that the consumer prepaid for merchandise or a service prinr to 

delivery but received only a portion or none of what he or she was supposed 

to receive. 
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There is no ambiguity about the consumer's role in this com­

bination--if the consumer never received the purchase to which h~ or she 

was entitled, someone else must be responsible for the outcome. Merchant 

response to this grievance doesn't offer much hope of consumer recovery for 

the loss. In 75 percent of the 278 cases, the merchant indicated little or 

no interest in addressing the consumer's problem by using numerous avoidance 

techniques--ip,noring an attempted corttact by the consumer, if the merchant 

was still in town. Frequently, the merchant skipped out. In approximately 18 

percent of the 'cases, the merchant responded with some form of corrective action. 

The next most frequently reported obligation/outcome combination 

is CC (7% in Phase II) in which the consumer agrees to a long-term arrange­

ment with the merchant which may involve periodic payments, an immediate 

p~yment plus some non-financial personal investment. The outcome was that 

the merchandise or service did not correspond to the consumer's expectations, 

for the same reasons stated above. We can also repeat the attribution 

statements associated with this outcome made above. 

Merchant response to this obligation/outcome combination bears a 

strong resemblance to the merchant response associated with the other two 

combinations. It is negative in the sense that the merchant is apparently 

unwil].ing to convert a dissatisfied consumer to a satisfied consumer. The 

same avoidance techniques specified above account for 60 percent of the 133 

cases represented by this combination. Some merchants did respond positively 

to consumer grievances, as shown in 23 percent of these cases. Aggregation 

of these three pairs of components accounts for a substantial portion of 

the Phase II cases. 

Cluster Analysis 

We selected a second analytic method to determine whether or not 

it was possibla to create any new and different patterns from the basic 

set of transactional variables. If new patterns emerged, the next step 

was to examine them for variance in suggesting intervention strategies. 

In a cluster analysis, homogeneous subsets of cases are labeled in terms 

of their corresponding transactions. Data are summarized by referring 

to properties of clusters rather than to properties of individual objects. 
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* 

This method contains both similarities and differences when 

compared to our initial approach of cross-tabulating the major components 

of the transactional sequence. 

One majo~ difference is the detail in which it treats the data 

by using ten variables rather than the three major components employed 

previously, since each of the types of inducements is treated separately. 

Another difference is the sorting procedure used to organize and interpret 

the data. In this method, computer algorithm is used to define clusters 

or sets of cases that are homogeneous in terms of the transactional 

sequences involved.* The process begins by identifying groups of cases 

that are very homogeneous (essentially identical) in terms of the particular 

transactional sequence they represent. Each set or cluster of cases is 

then represented by a single prototypic case for the next pass, which 

forms clusters of the sets or clusters that have already been defined; 

these second-order clusters are, natur~lly, somewhat less homogeneous. 

The program continues through successive passes, each time forming clusters 

of clusters found in previous passes. The final result is a hierarchy of 

clusters of cases; at any level in the hierarchy it is possible to list 

the set of cases belonging to each cluster, and to describe those aspects 

of their transactional sequences that are common to all cases within a 

cluster. Coincidental with the clustering of cases, the program also 

clusters the transactional variables, identifying particular patterns of 

transactions that correspond to clusters of cases. 

The output of the cll.Jster analysis is ::i.nterpreted by seeking 

clusters of cases, associated witn particular transactional sequences 

(determined from the patterns of the transaction variables associated 

with each cluster of cases). Since the clusters of cases are hierarchical, 

one can select many small and highly homogeneous clusters (low in the 

hierarchy), or a few large and less well-defined clusters (high in the 

Th: clustering algorithm employed was a two-way, direct block, ama1gam-
at~ve leader procedure, developed by Hartigan (1972, 1975). The program 
used was BMDP3M (revised April 1977), developed at the Health Sciences 
Computing Facility, UCLA (Dixon, 1975). 
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hierarchy). The cluster analysis generally locates some large homogeneous 

clusters near the start of the process, and these are immediately selected 

for interpret..;;.tion. More divergent or unusual cases 6).'l.ly collect into 

large clusters when the demand for homogem>ity is relaxed. Thus, the 

result of the interpretation process will be some large and homogeneous 

clusters, and some moderate or large clusters that are less well-defined. 

Thirty-four clusters within seven hierarchies appeared worthy of 

examination. The clusters represent the majority of the data base; a 

cluster may contain as few as 15 cases or as many as 492. Each cluster 

is characterized by key variables that uniquely define the cluster. The 

table below shows the frequency distributions by hierarchical cluster. 
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Table 13. Number of Cases Within Hierarchical Clusters 

Cluster 

Type of Caso First Third Fifth Seventh Ninth Eleven-
Pass Pass Pass Pass Pass th Pass 

INDUCEMENTS 

No Inducement 79 260 633 492 948 -
Business Opportunity 72 

Self improvement 
Savings 155 18 
Unique 
Pressure 
Additional Products 930 18 
Express Warrant 35 184 515 591 465 
Implied Warrant 44 93 118 722 483 

OBLIGATION 
Pay All/Part or Long Term 67 219 425 742 930 
Prepayment or Down Payment 12 58 148 207 948 18 
Merchandise Surrendered 60 
No Purchase 18 

POST PAY 
Products Don't Correspond 189 402 775 948 
Merchant Adds Extra Fee 43 201 742 948 18 

1 

Unsolicited lVIerchandise 
Non-receipt 36 58 208 849 948 18 
Consumer Wants Cancel 30 539 930 

MERCHANT RESPONSE 
Merchant Ignores Contact 12 31 47 71 18 
Merchant Skips Out 47 
Bankruptcy 
Corrective Action 12 62 137 206 930 18 
Hard Time 55 184 449 681 930 18 

Total Cluster Groups 6 7 7 8 2 1 
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The variables within aach cluster form distinct patterns of transactional 

saquences. The cluster illustrated below (7th pass N::::2S) is defined by: 

a business opportunity inducement; an obligation by the consumer of paying 

for all or part of the product at the time of purchase or entering intfl a 

long-term agreement; receipt of a product o't se'tvice that doesn I t corn~s­

pond to what the ~onSUIUe't believed was purchased; during the cou'tse of thl~ 

transaction, the merchant added additional fees; and wfhcm the consumer 

attemptE.~d to seek redress, he or she was hassled by the mercilUnt. 

r------------------------.-. ---*---,---,-,-

Business __ ..... Pay all or part; 
Opportunity fong term 

rv1erchant 
addscost ) 

< Products do 
rIOt correspond 
10 purchase L .. __ ~ __ - "'----_._--

Merchant 
hassles 
consumer 

Figure 1. Schematic of Tr~nsactional Sequence Using Cluster Solution 

Each of the clusters was illustrated in this manner. Our current findings 

suggest that the patterns produced by this method are quite similar to 

those of the cross-tabulation; there appea'ts to be! no addi t.ional he!lp in 

using a dustelc solution to identify opportunities for intervent ion 

strategies. 
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D. Network Analysis 

The taxonomic method adopted by the network approach is analogous 

to a Linnaean system: several important attributes of each examplar are 

measured, and examplars with similar pattems of attribute values are 

sorted together. Theoretically, if attributes are demor.strated to be unim­

portant, or new significant attributes are discovered, each examplar 

could be remeasured and reclassified. Historically, the two major problems 

'''ith this approach to taxonomic development are first, the criterion of 

importance for an attribute, and second, the measurement or operationalization 

of measurement for the selected attributes. 

In the current situation, the choice of attributes for each 

examplar of consumer fraud cases was based on three principles: First, 

each attribute had to be formulated in such a way that it could be unambig­

uously measured; second, each attribute had! to be (potentially) amenable 

to interventions; and third, each had to involve a decision that could be 

made by Il consumer before, during, or after a transaction. The first prin­

ciple excluded, for example, merchant's "intent" as a defining attribute 

of a case, 3ince in most c~ses it is impossible to unambiguously measure. 

The second principle was an attempt to keep this taxonomy in touch with 

rbal~ty. It would be unproductive, for example, to classify cases according 

to type of product unless there were mechanisms or regulations that could be 

responsive to differential consumer complaints. The third principle again 

involves potential, future countermeasures. If the taxonomy could eventu­

ally be employed as a diagnostic or investigative tool, consumers should be 

capable of using the system in everyday transactions. 

Consideration of these principles resulted in the generation of 

ten attributes of fraud cases that could serve as potential definers of 

taxonomic categories. Each of these attributes is formulated as a question 

\-lith a yes or no answer. In addition, a flo1i~chart was constructed that 

served two purposes: first, it sequenced the ten questions in such a way 

as to minimize the redundancies and eliminate unnecessary questions; and 

second, the pattern of answers could themselves be grouped in a taxonomy. 

This grouping might indicate recurring patterns of cases. Figure 2 presents 

the organized network of questions that was w3ed to analyze the set of cases. 
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Was the prod uct 
or service available 
for examination 
prior to purchase' 

Yes T 

2. Was there an 
opportunity 
for comparison 
shopping or 
external advice? 

Yes 

3, Did you have to 
accept the offer 
immediately? 

Yes 

4, Did you pay all/ 
part of money for 
the product or 
service? 

Yes 

No 

• 
5. Did the merchant 

suggest an addi· 
tional or alternative 
product/increased 
service? 

1 
No 

t 
1 

Unk. , Yes 

t 

6. Did you commit 
yourself to pay 
money at a later 
date? 

Yes 

1b. Was the contract 
availabl3 for 
examination prior 
to purchase' 

Yes 

2b. Was there an op· 
portunity for com· 
parison shopping 
or external :';jvice' 

Yes 

3b, Did you have to 
sign the contract 
immediately? 

No 

Figure 2. Network Analysis 
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7, Did you re~eive 
product or 
service? 

Yes 

8, Was it defective 
or other than 
expected' 

No 

g. Did you pay 
I 10re than 
expected' 

Yes 
No 

10, Did you receive 
an immediate 
refund? 

l-t 
\:j 

No 

Ves 



With respect to operationalization of these questions, responses 

were defined using combinations of variables* obtained from the data base. 

An explanation of these derived definitions follows. 

The first question asked was, "Was the product available for 

examination prior to purchase?" A case could be categorized as a "no" 

to Question I if the offer was for a business opportunity or was a self­

improvement offer, since in either case the product or service would be 

available only after purchase. Therefore, if a case was coded as a 

"yes" for either Inducement III (Was the offer for a business or invest­

ment opportunity?) or for Inducement #2 (Did the offer include claims 

for consumer self-improvement?), it could be assumed that the product or 

service was unavailable prior to purchase. If the offer was not for a 

business opportunity and there were no self-improvement claims, then 

the product or service was coded as having been available prior to 

purchase. 

Question 2 in the network discerns if there was an opportunity 

for comparison shopping. A case could only be categorized as having no 

opportunity to do comparison shopping if the product or service was so 

unique that it could not be found in competitive lines and the consumer 

had no desire or no need to shop for anything else. A "no" to this 

question was defined by rrcfucement #3 (Did the 

offer include claims of unique 

or by a substantial 

the 

found in competitive lines?) 

(#4) when consumers reported that 

prize. A case did have the opportunity 

for comparison shopping if there was no uniqueness inducement or a 

savings inducement other than "winning a prize." 

Question 3 of the network asks if the consumer had to accept 

the offer immediately; in other words~ did the consumer encounter any 

pressure to purchase the product or service without having the opportunity 

to consider the offer? Inducement #6--did the offer include or imply time 

pressure--directly answers this question: the consumer did not have to 

accept the offer immediately if there was no evidence of pressure, but did 

have to accept immediately if there existed any yes values for the pressure 

inducement. 

* This variable list can be obtained from the Data Acquisition Guide, 
Appendix B. 
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I Question 4 of the network inquires as to the type of paymerlt 

made: did the consumer pay for all or part of the product or servicl~ at 
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the time of possession? If the consumer signs a long-term agreement for 

the product or if there was no purchase made at all, it is safe to assume 

that no money changed hands at the time of possession. Therefore, a cas~ 

was counted as a "no" to Question 4 if there was no purchase made or if a 

consumer signed an agreement or contract with the merchant. If the con­

sumer made a downpayment or prepayment, or paid for all or part of the 

product or service, then it was categorized as a "yes." Only those cases 

categorized as "no" in Question 4 continue to Question 5, since additional 

information about the transaction ~qould be necessary. "Yes" cases to 

Question 4 or those cases where money has actually traveled to the merchant 

at the time of possession then are channeled to Question 7, since 

questions 5, 6, and lA-3A are not applicable. 

Question 5 of the network revealed whether the merchant suggested 

an additional or alternative product or service, given that there was no 

full (or partial) payment. (If the merchant suggested an additional product 

after payment, this should have been considered a new and independent 

transaction. However, since there was no initial payment, this suggestion 

to purchase something additional was considered a component of the original 

transaction.) An entry under Inducement #7 (Did the merchant suggest an 

additional product or service?) again answers this question directly. A 

case is categorized as "no" if there was no additional product inducement, 

and a "yes" if this inducement was present. 

Question 6 of the network separates those cases where the con­

sumers commit themselves to pay money at a later date from those "no 

purchase" case,"" did the consumer commit her/himself to pay money at a 

later date? Those noncommittal (no purchase) cases were categorized as 

"no" and then continued to Question 7. Those cases with contracts or long­

term agreements were categorized as "yes" and then went to a sub-path 

(questions lA-3A) for further analysis. 

Questions lA-3A simply ask the same questions as 1-3; but this 

time only for those cases that involve a commitment for payment at a later 

date. Also, the questions are phrased in terms of the contract and not the 

product or service itself (e.g., Question 3A, "Did you have to sign the 

contract irnrediately?" versus Question 3, "Did you have to accept the offer 
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immediately?"). For questions lA-3A, the same variables were used to 

define these questions as were used for questions 1-3. 

All cases went to Question 7 where it was asked if the consumE'.r 

received the product or service. Questions 7-9 all utilized the post­

payment information. A case was categorized as a "no" to Question 7 if, 

after payment, the consumer's major complaint was the nonreceipt of 

merchandise or service. Question 7 was answered as "yes" if the post­

payment variable was anything other than nonreceipt. 

Given that the consumer had received the product, if it was 

defective or other than expected it was discovered and tabulated in 

Question 8 (i. e., only "yes" to Question 7 continued to Question 8; "no" 

cases went to the next applicable question, #10). Again, postpayment 

information was utilized. If a case arose where the products/services did 

not correspond to what was offered or expected, it was tabulated as a "yes" 

for Question 8. If another postpayment value was recorded, the case was 

counted as a "no." 

Question 9 asked if the consumer paid more than expected, given 

there was no other postpayment value. A case was considered a "yes" if 

the merchant added undisclosed costs or charges, "no" if otherwise--namely, 

if (1) after payment the consumer wanted to cancel the agreement for no 

apparent reason, (2) not applicable, or (3) receipt of unsolicited mer­

chandise. 

All cases entered Question 10 where the follmving was asked: Did 

the consumer receive an immediate refund? Since the question was time-laden, 

and there were no variable values that answered this type of question, a 

different approach was used. Although we knew whether or not the merchant 

took corrective action, we did not know when--whether the action was taken 

immediately, as soon as the merchant received the complaint, or whether it 

was taken as a result of some administrative or civil consent order, etc. 

To answer this it was necessary to exruaine individually all cases where 

the merchant had taken corrective action, and to make a time-laden decision. 

Figure 3 presents the results of processing 1,147 cases through the 

net\07ork. The percentage of "yes," "no.," or "unknown" anS\07erS to each of the 
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1. Was the product 
or service available 
for examination 
prior to purchase 7 

Yes (83%) 
No (15%) 

Unk. (2%) 

2. Was there an 
opportunity 
for comparison 
shopping or 
external advice? 

Yes (66%) 
No (9%) 

Unk. (26%) 

3. Did you have to 
accept the of; dr 
immediately? 

4. Did you pay all/ 
part of money for 
the product or 
service? 

~3%J 
No (27%) 

6. Did the merchant 
suggest an addi· 
tional or alternative 
product/increased 
service? 

6. Did you commit 
yourself to pay 
money at a later 
date? 

Yes (86%) , 
lb. Was the contract 

availabl3 for 
examination prior 
to purchase? 

Yes (70%) I I 
No (27%)Unk.(3%) 

2b. Was there an op· 
portunlty for com· 
parison shopping 
or external advice? 

Yes (73%) 
No (6%)Unk. (21%) 

3b. Did you have to 
sign the contract 
immediately? 

Yes (10%) 
No (73%)Unk. (17%) 

No 7. Did you receive 
(14%) No 

product or (33%) -JIIoo, 
service? 

Yes (67%) .. 
8. Was it defective Yes or other than '-(64%) e)(pected? 

I 
No. (36%) 

t 
9. Did you pay 

more than 
expected? 

10 Did you receive 
an immediate 
refund? 

No (97%) §3%1 
STOP 

Figure 3. A NETWORK ANALYSIS (Step Proportions Using 1147 Cases) 
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percentages were computed only for cases that were applicable to the 

particular qU8stions; for example, the 81 percent "no" to Question 5 

is based on 305 rather than L,147 cases. 

In examining the results, one must first consider whether or not 

the questions could be unambiguously answered. Note that these questions 

and operational definitions were created largely post hoc. Nevertheless, 

the proportion of cases receiving "unknown" designations for most of the 

questions is gratifyingly low. There were very few cases where these ques­

tions could not be answered, even though in several instances the oper­

ationalization was jr.~irect. 

It is possible to develop a general picture of the entire s~t of 

cases based on these percentages. However, some cautions must be noted. 

First, we have no "normative" data; the expected percentages for non-fraud 

cases are unknown. Although we would like to assume that all of the ques­

tions would be answered affirmatively for "honest" transactions, we only 

have this sample of consumer abuses from which to generalize. Similarly, 

it must be kept in mind that these are cases that were reported to various 

law enforcement and consumer affairs agencies. We can assume that consumers 

who filed these complaints believed that something was wrong; "undetected" 

abuses would never reach this stage of analysis. The final caution is that 

an examination of single-question percentages masks the inter-response 

relationships present in the data. 

With these cautions in mind, some of the reported percentages 

are still quite intriguing. For example, we did not expect that fully 

83 percent of the cases would be coded with an affirmative answer to the 

first question ("Was the product or service available for examination 

prior to purchase?"). As pointed out in previous reports, an answer other 

than "yes" to this question does not in and of itself constitute a clearly 

defined consumer abuse; rather, the node itself is an indication of a 

potential source of fraudulent activities. Simply because a product or 

service is not available to the consumer for examination at the time of 

purchase does not preclude a legitimate transaction. However, circumstancE~s 

wherein the consumer cannot examine the product or service prior to purchase 

may be a predisposing condition to fraud. Similarly, if the actual and 

advertised product or service could be compared prior to purchase, one of 
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the principal predisposing conditions to fraud may be eliminated. Pre­

sumably, if a consumer could make this inspection, two of the more common, 

intuitive types of fraud might not occur--one being the misrepresentation 

or omission of facts about a product, the second being the intent to never 

supply the product. As coded, our data indicate, however, that for most of 

the cases in our sample, an opportunity for inspection ~vas present. But we 

do not know what proportion of consumers actually made the inspection. 

The distribution of answers to questions 2 and 3 are also a little 

surprising. For the former, it appears as if many consumers did not know 

if there was an opportunity for comparison shopping (or alternatively, 

very few were aware that they could not comparison shop). Similarly, the 

responses to Question 3, suggest that consumers only infrequently believed 

that they were under time pressure. 

One interesting feature of the percentages is the picture they paint 

of those aspects of the transaction that occur after consumers have com­

pleted their side of the bargain (questions 7-10). In approximately one­

third of the reported cases, no product was received. In a majority of 

those situations, cases were referred to criminal investigation units. In 

other words, for these cases there was agreement that something illegal 

had occurred, whether or not it was called a fraud. Of the products and 

services that were received, 64 percent were classified as being defective 

or other than expected. There seems to be a need for another "obligation," 

namely an examination of the product at the time of possession; this 

examination would be a precursor to receipt of the merchandise. The network 

analysis currently does not include a time component for this question. 

It would be interesting to learn whether or not (for example) most instances 

of defective merchandise were cases of prepayment, so that the consumer 

could not have examined the product before payment or before possession. 

Another consumer "oblip:ation l1 is sup,p,e8ted bv the response to 

Question 9 concerning whether the consumer paid more than expected. It 

should be possible for a consumer to compare the actual price to the agreed 

price prior to possession, thereby reducing the number of cases with affirm­

ative answers to this question. However, the general tendency for these 

cases was that there were sale items involved that later proved not to be 
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truly sale-priced. Therefore, a cost comparison at time of possession would 

not obviate this difficulty. 

There are other specific hypotheses or tentative generalizations 

that could be made, based on the results presented in this figure. Although 

it is usually unwise to theorize before the data, it appears that several 

potential intervention techniques are implied by these findings. It remains 

to be seen if specific countermeasures designed to alter the response proba­

bilities would have impact on instances of consumer abuse. In order to have 

a more substantial basis from which to make recommendations, it is important 

to know something about the patterns of answers to these questions. This 

type of information would potentially reveal whether an altered response 

probability for any question would have any more far-reaching consequences. 

Therefore, a cluster analysis was performed that grouped together "similar" 

cases by the answers to these questions. 

The results of this cluster analysis were, in a sense, predictable. 

Statistically, this was a very "successful" cluster solution, in that very 

few patterns could account for practically all of the cases. The largest 

cluster of cases (N = 180 or 15%) was defined by the highest probability 

* response for each question. That is, 

Ql. The product/service was available for inspection prior 
to purchase; 

Q2. There was an opportunity for comparison shopping; 

Q3. The consumer did not have to accept the offer immediately; 

Q4. The consumer paid for the product/service at the time of 
purchase; 

Q5-Q6. Not applicable; 

Q7. The consumer received the product/service; 

Q8. It did not correspond to what was expected; 

Q9. Unnecessary; 

QlO. The consumer did not receive an immediate refund. 

Another 124 (11%) of the cases deviated from this pattern by only 

one answer. For example, 53 cases had the same pattern except for a NO 

answer to Question 2 (there was !2Q. opportunity for comparison shopping). 

\~ 
This refers to Cluster #1 pattern: YYNYUUYYUN as shown on Table 14. 
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Table 14. Network Cluster Analysis 

r-----~------~----~------------------~-------------.----

Cluster Number 
Number of Cases Percentagll 

1 

2 

3 

4 

5 
6 

7 

8 
9 

10 

11 
12 
13 
14 

15 

16 

17 

18 

19 

180 

25 
19 

16 

53 

11 

14 

59 
114 

120 

27 
49 

21 
63 
47 

30 

24 
91 

109 

15 

03 

02 

02 

05 

01 
01 
06 
11 

11 
03 

05 

02 

06 
04 
03 

02 

09 

10 

Y 

N 
Y 

Y 
Y 
Y 
N 

N 
Y 
Y 
N 
Y 

N 

Y 
Y 

Y 
Y 
Y 

2 

QUESTIONS 

345 6 

Y N 

Y N 
Y U 

Y Y 
N N 
Y N 

N N 
Y U 

Y N 
Y N 

Y N 

N N 
N N 
N U 
N U 
N 

Y 
Y 

U 

N 
N 

Y U 
Y U 
Y U 

Y U 

Y U 
Y U 
Y U 
Y U 
Y U 

Y U 
Y U 
Y U 

Y U 

Y U 
Y U 
N 

N 
N 
N 

N 

N 
N 

U 

U 

U 

U 

U 

U 

U 

U 

U 

U 

U 

U 

U 

U 

U 

Y 
Y 
Y 

7 

Y 

Y 

Y 
Y 

Y 
Y 
Y 
Y 
Y 
N 

N 
N 

N 
N 
Y 
Y 
Y 
Y 
N 

8 

y 
y 
y 
y 

Y 
Y 
Y 
Y 
N 
U 

U 

U 

U 

U 

N 

N 

Y 

9 10 

U N 
U N 
U N 
U N 
U N 
U Y 

U N 
U N 
Y N 

U N 
U N 

U N 
U N 
U N 

U N 
.- N 

~]~ I 
~----~------~----~-------------------------,.-------
v ., Ves; N - No; U'" Unknown; -" No consistent pattern. 
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Likewise, 25 cases (3%) had a no response to Question 1 (the product or 

service was not available for inspection prior to purchase). Thirty-five 

cases (4%) had either an UNKNOWN or YES response to Question 3 (the 

consumers had to accept the offer immediately or did not know that they 

did not have to accept immediately), and 11 cases (1%) had a YES answer to 

Question 10 (they received an immediate refund). 

Thus, the general profile of the cases as depicted by the cluster 

analysis is relatively mundane: a consumer makes a purchase after having 

the opportunity to examine the product, etc., receives a defective 

product or something othe~ than expected, and does not get satisfaction 

'when the merchant is confronted with the complaint. This basic pattern 

and the first-order variations do not have the "scheme-like" quality of 

the popular conception of consumer fraud. An interesting exception is the 

last-mentioned variation, where the consumer receives an immediate refund. 

It appears that here the merchant is expecting to "get away with something" 

without the consumer being aware of what is happening. When a discrepancy 

is discovered, the merchant "covers up" by correcting the problem immediately. 

Another cluster of 114 cases (11%) again had the same basic 

pattern, except that the product or service was not defective or other 

than expected (i.e., a NO response to Question 8); rather, it cost more 

than expected (a YES response to Question 9). The final cluster that 

had only a minor variation from the basic pattern consisted of 91 cases 

(9%), and was characterized by the presence of a time commitment for 

payment. These cases usually involved a written contract, occasionally 

with provisions that merchants used to answer consumers' complaints. 

The remainder of the cases could be grouped into clusters with 

patterns of responses more dissimilar to the basic pattern. The entire 

set of cases is shown in Table 14. This table presents the number of cases 

in each cluster and the pattern of responses that characterized each 

group. Each of these clusters is self-explanatory; whether or not they 

constitute taxonomic categories or individual "targets" for intervention 

remains to be seen. 
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E. Comparing Transactional Sequences and Network Clusters 

Our review of the transactional and network analyses suggested 

that the two approaches produced generally equivalent results. The net­

work approach used more information and, as a consequence, a description 

of a cluster was somewhat more elaborate than a description of a transactional 

sequence. But they seemed to convey the same sense, and the general 

summaries were essentially identical., Before proceeding to Phase III tests 

of utility, ~ye prepared a more formal, though still very simple analysis 

of similarity between the two approaches. 

The transactional framework assigns each case to one or marc of 

54 sequences. Our 1,147 cases were actually assigned to 49 sequences; since 

multiple inducements were permitted, these 49 patterns covered 1,306 trans­

actional events. The cluster analysis of the network solution resulted in 

nineteen interpretable clusters, plus a twentieth which grouped 76 events 

not included in the first nineteen. A cross-tabulation of the two approaches 

would therefore contab 931 cells (49 sequences x 19 clusters); one conse­

quence of similarity would b~ a preponnerance of empty cells. Table 15 
,,: 

presents the cross-tabulation. 

As predicted, most 01.: the cells are empty; 788 of the 931 cel1s 

(85%) have no ent:ries. Closer inspection reveals that the filled cells nre 

not randomly distributed, hut instead show an orderly relationship between 

the two approaches. The first obvious fact is that the clusters are not 

determined by the nature of the j.nducement. There is not a single column 

which has entries for but one category of inducement; on the. average, columns 

have 3.9 (out of a possible six) inducements represented. The second 

obvious feature :ls the very strong relationship between the network clusters 

and the outcome element of the transactional sequenl"'e, Th: clearest demon­

stration is the entries in the first eight clusters (columns 1-8). In these 

eight clusters, there are 54 cells which contain 4$J cases; Ell entries are 

in transactional sequences with outcome C (product is defective or fails to 

correspond). ThE~ predominant influence of outcome is shown more clearly in 

Table 16, which is the cross-tabulation of outcome X cluster. It is clear 

* Cluster 20 is included in T.:tble 15 for completeness, but no interpretation 
of the column will be made. 
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Table 16. Transactional Sequence Correspondence to Network Cluster Solution 

Transactional Network Clusters 
Sequence 1 2 3 4 6 6 7 8 91011121314161617181920 Totol 

AAC 7 2 2 2 13 
A B A 12 7 19 
A B B 6 2 1 9 
ABC 5 1 1 7 
A C A I 

i 2 3 6 
A C B 2 I I ij 

~'f-It 
8 

Ace 1 .. i.- a 
~-<---------.~ ,-., -. ,-- .-~ -. ~--"-.,;;~ -' .-1-. .--.... ~--

B A A 3 
! 

3 
B A C to 5 I 1 16 
B B A 12 12 2 26 
B B B 2 1 3 
B B C 2 5 5 12 
B C A 2 2 
B C B 1 4 1 3 1 10 
Bee 1 2 2 1 6 

-t-- -.- --.~. 1-- -.- '--.- ~.-1-- -_. 1--.• - f- -, 
C A A 8 2 1 3 14 
CAB 17 3 20 
CAe ~J 6 4 2 7 6 1 1 47 
C B A 13 7 1 7 8 36 
eBB 7 2 9 
C B C 4 2 1 3 1 5 1 17 
C C A 4 1 1 6 3 15 
C C B 1 2 5 1 9 
C C C 1 3 10 1 15 __ _ r~~~_ .-~- _. k_ •• 

-~ ~- ~~- - _ '----
D A C 8 4 12 
DBA 14 13 27 
D B B 1 1 
D B C 5 6 11 
DCA 1 1 2 
DeB, 1 1 2 
Dec 1 3 4 

1-- --1--- --- . -- _, ........ ~L .. . - .. ~- " .,- ~.~ ~ 

E A A 2 5 7 
E A B 8 2 10 
E A C 1~ 6 3 2 1 26 
E B A 8 6 14 
E B a 1 1 2 
E B C 2 4 6 
E C A I 1 2 2 2 7 
E C B 1 4 5 
E C C 1 10 2 13 

~ _=- ;0. -.. - -- - .-.-r-' .. 
F A A 30 2 2 7 5 46 
F A B 40 6 1 47 
F A C 149 510 639 10 630 11 3 3 272 
F B A 59 10 29 13 *37 8 156 
F 8 8 13 4 2 19 
F 8 C 22 6 8 1 10 1 4 13 1 1 67 
F C A 21 3 3 7 *37 8 79 
FeB 3 4 5 3 :'!l 1 55 
FCC 4 1 1 2 1 10 64 4 2 89 

I 

28\28 
, 

2~35 3~15833\a1 11127 Total 199
1
37 6712 2882 31 106 ~()1 76 1306 
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Table 16. 
Crass-Tabulation: Network Clusters and Transaction Outcomes 

I 

Outcomes Network Clusters 

1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 18 19 20 
= 

A 0 0 0 0 0 0 0 0 01'353958338110 0 0 104053 

B 0 0 0 0 0 0 0 O~O 0 0 0 O§312 2 51 7 

C \H1937 28 ~8 67 122882123 0 0 0 0 o 0 o 15 94 4 6 

from the table that clusters 1 through 8 are associated exclu!>ivelY with 

outcome C; clusters 10 through 14 with outcome A; and 9; 15, and 16 largely 

with outcome B. Clusters 17, 18, and 19 are not obviously associatl~d ~'l'ith 

a single outcome; what they >~£~. associated with is evident in Table 17, 

which is a cross-tabulation of J:l~9, elements of the transactional s(,>qumlC(~ 

against the clusters. It is clear tram the tab!\? that clusters 17, 18, and 

19 are associated ~vith obligation G (committed to long-term contract, pay­

ment) , \l1hatever outcome foll,{)WS that obligation. 

Table 17. Correspondence of Twa Transactional Sequence 
Components to Network Clusters 

--" -
c: 
,2 Ql ... E Network Clusters ,g, S - .., 
J.j :l 1 2 3 4 5 6 7 8 9 10 11 12 13 14 15 16 17 1B 19 ~ 00 

A A 0 0 0 0 0 0 0 0 0385 4 o 10 0 a a Q a 13 

A B 0 I' n 0 0 0 o 65 Q 0 0 0 o 11 1 0 0 0 0 

A C 1 (~~ ~~: ,;';;: . ,1.)1349200 0 0 0 0 6 0 0 a a 8 
><". --~- .' -~->---

B A - ~': I..- ,J 0 0 0 0 o 72 34 50 33 65 0 0 a 0 o 24 

8 8 0 0 0 0 0 0 a o 30 0 0 0 0 o 10 3 0 (j a 0 

B C 261310 4 18 2 9342 0 0 0 0 000 0 a () 2 ---,,",,--- -'--"~----'~,"--~~"""-.,, ,-", '-'~-

C A 0 0 0 Q 0 0 0 0 o 25 0 4 Q 6 0 0 o 1049 16 

C B 0 0 0 0 0 0 0 0 6 0 0 0 0 0 4 7 12261 1 

C C 4 2 2 0 0 0 1 4 ! 0 0 0 0 0 0 a '16944 6 
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Tables 15, 16, and 17 demonstrate that the network and trans­

actional approaches lead to solutions which are closely related; the results 

of one can be understood in terms of the other. But as noted previously, 

the profile descriptions differ as a function of the types of information 

Ubzd to produce the solution. The real issue is therefore which of the two 

will be most useful in suggesting and/or evaluating interventions. This 

issue will be resolved in Phase III of the project. 

50 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 



I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

REFERENCES 

Dixon, W. J. (Ed.) BMDP: Biomedical Computer Prog~ams. Berkeley, CA: 
University of California Press, 1975. (Sponsored by NIH Special 
Research Resources Grant RR-3.) 

Hartigan, J. A. Direct clustering of a data matrix. Journal of the 
Alnerican Statistical Association, 1972, 67, 123-129. 

Hartigan, J. A. Clustering AZgorithms. New York, NY: John 'Wiley, 1975. 

51 



I 
I 
I 
I 

II 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

II 
I 



I 
I 
I 
I 
I 
I 
I 
I 
I 

II I. 
I 
I 
I 
I 
I 
I 
I 
I 

--~---

v. PROFILES OF CONSUMER FRAUD 

II 
I 
l~ 



I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 



I 
I 
I 
I 
I 
I 
I 
I 

II 
I 

II 
I 
I 
I 
I 
I 
I 
I 
I 
I 

V. PROFI LES OF COI\ISUMER FRAUD 

This chapter contains 23 profiles of COlLsumer fraud patterns that 

emerge from the Phase II data. These profiles ~epresent patterns con­

structed from both the transactional sequence and the network analysis; 

they will now be used to identify potential opportunities for intervention 

strategies. The method that provides the most promising ideas will be 

retained for the design and/or revision of intervention strategies. Each 

profile is presented in a format that allows the pattern :0 be described 

consistently; the format consists of four key elements. 

The first element identifies the profile, the number of cases within 

the profile and the percent of the 1,147 cases this profile represents. 

The second element summarizes the main thrust of the pattern. This 

description appears at the top of the page. 

The third element graphically depicts the path of the transaction 

between the merchant and the consumer. Nct~V'ork paths are shown on the 

basic framework; the transactional sequence adds 'components to the obliga­

tion/outcome combination. 

The fourth element lists descriptive data that represent significant 

deviations from the overall findings presented in Chapter III. These 

deviations were computed according to a likelihood ratio chi square test at 

.05 significance lev31. The descriptive variables croRs-tabulated against 

* each profile of consumer fraud appear as Appendix E. 

The nine transactional sequence profiles represent 90 percent of the 

1,147 cases. Each profile is built upon two major components of the trans­

action--obligation and outcome; inducement is dc-emphasized because of the 

dominance of warranty among the reported cases. When a motivation for a 

purchase is something other than warranty, the inducement receives con-

* Some of the descriptive variables included on the data acquisition form 
were not analyzed in this cross-tabulation because the responses contained 
too many unknowns to be useful. The variables dropped were: consumer's 
residence; number of other complaints filed against a merchant; amount of 
public loss; whether or not a complaint was received from another agency; 
whether or not the agency was the prime or secondary and all 7 items relating 
to the criminal justice system. 
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slderativn. The profiles are defined by obligation and outcome, as stated 

in the verbal description. 

The illustration of each profile contains additional elements of the 

transaction, drawn from other variables, to permit analyzing details that 

may lead to ideas for intervention strategies. Therefore, the illustration 

depicts the following elements: inducement; obligation; outcome (nature of 

complaint responses are shown below); and merchant response. The percentages 

(in parentheses) refer to the proportion of cases in the profile that fall 

* within each category. 

Nature of Complaint Groupings. 

1. Misrepresentations: 

Deceptive pricing 
Misrepresentation as to warranties 
Misrepresentation as to benefits derived from purchase 
Charging hidden costs 
M misrepresents own affiljations/qualifications 

Merchant Response Groupings 

1. M gives C Hard Time: 

M argues product claims or 
M argues price claims or 
Disclaims knowledge 
Argues contract interpretation 
Denies advertised claims 
Harrassments or threats 

2. M is Negligent: 

M ignores contact with C 
M skips out 
M becomes bankrupt 
Delays taking action 

The network cluster analysis produced 19 distinct clusters, each defined 

by a unique pattern of answers to the ten questions. However, not all of 

these 19 are immediately interpretable in terms of a sequence of events or 

profile. The reason for this is that the cluster solution groups cases 

solely by similarity of responses; if cases have similar patterns of 

"unknown" or "missing" information, the cluster analysis could have grouped 

* Two new headings label several categories of responses. 
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them together. The result would be a distinct group, but this group would 

be interpretatively indistinguishable from another cluster with def:ined 

values on the missing or unknown responses. An examination of Table 14 

reveals that three of the original 19 clusters were differentiated from 

other clusters solely by the lack of information on one question. For 

example, Cluster 3 is identical to Clusters 1 and 4 except for the "unknown" 

value on Question 3. Other clusters where this happened were Cluster 8 

(similar to Cluster 2) and Cluster 14 (similar to Cluster 12). For the 

profile descriptions that follow, these three clusters (3, 8, and 14) have 

been grouped with the appropriate alternate clusters. 

One other interpretative difficulty arose when a cluster was charac­

terized t,y a "no consistent pattern" of responses. These occurred for 

Clusters 16 and 17, as shown in Table 14. We decided that Cluster 17 was 

similar enough in all other respects to Cluster 18 that those two could 

be grouped together for descriptive purposes. Cluster 16 not only contained 

several "no consistent pattern" responses, but was also highly dissimilar 

to any other cluster. Therefore, we dropped this cluster (30 cases) from 

further analyses. 

The net effect of these considerations was that the original set of 19 

clust.::.rs was reduced to 14. It should be noted that these changes have 

no significant (i.e., interpretation) effects on the cross-tabulations 

between the network solutions and the transaction analysis shown in Tables 

15, 16, and 17. 

The 23 profiles appear on the follm·d.ng nap;es. 
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Profile M 

No. of Cases 56 

Percent of Total 04 

T~ar:::;~~ional Sequence 
Indllcement 

The consumer paid for all or part of the merchandise 
or service at the time of the purchase. The outcome 
of the transaction (usually a service) was either 
non-receipt or partial t'eceipt of the purchase. 

Outtnmo/NiltUr£) of Compl')int 

Savings (25%) ~ PAID FOR ALL/ 
Time Pressure (13%) PART OF 
Self Improvement MERCHANDISE ~ 

Neg,ligent (52%) 
..... NONRECEIPT; Takes corrective 

PARTIAL RECEIPT action (18%) 
(failure to deliver (32%); product! H d' (18°/) 
services unavailable (21%); refusal ar time 10 (5%) 
to give refund/honor warranty 
(16%); misrepresentation of bone· 
fitf, from purchase/pricing (12%)) 

Descriptive Data 
.-.-'."","~"'~.-'-- -----.. ... ----.~.*~. 

* • FetV'er merchants were solvent than expected. 

• Fewer merchants were available for contact. 

• There were fewer instances of initial ~ontact between the merchant 
and consumer at the m:::;rchant's business establishment. 

• More consumers complained about failure to deliver a product than 
expected. 

• More merchants responded to a consume:: complaint by skipping out 
than expected. 

*-
On this and all succeeding profiles, statements such as "more than--fe~-1er 
than--more often", etc., refer to frequencies which differ in a statis­
tically significant manner, from the overall frequencies. See explanation 
of the test on page 50. 
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Profile ___ M~ __ The consumer made a full or partial payment for 
some product or service, but prior to receipt of 
the purcha~e, the merchant requested a larger and 
diff~rent investment from the consumer, often of a 
non-monetary nature. Additional funds requested by 
the merchant were charges undisclosed during the 
transaction. 

No. of Cases ._~ 

Percent of Total _~ 

Tr:a!1~~~!ional Sequence 
Indur.nment Outcomf1INaturn of Complilint Mnrchunt Rcsponsn 

Hard time (46%) 
Savings (32%) > PAID FOR ALLI MERCHANT ADDS ~ Takes corrective 

PART OF --.. ADDITIONAL. . ( ) 
Time Pressure MERCHANDISE CHARGI:S action 33% 
(16%) (misrepresentations (63%); Negligent (6%) 

products/services unavalloble 
(11%); foill.lre to give refund/ 
honor warranty (10%)) 

.. The following products or services were more e' represented than 
expected: 

Automotive products (+) 
Home furnishings (+) 

G More merchants were solvent than expected. 

• More merchants were easily available for contact than expected. 

• More consumers complained about hidden charges than exoected. 

• The following two values under 'dollars involved in a transaction' 
contain fewer reported cases than expected: 

The $500-$2,000 range (-) 
The unknowns (-) 

• More merchants argued about the price agreed to when the transaction 
was negotiated. 
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Profile 

No. of Cases 

_AQ._ 

~~11_ 

Percent of Total _"£.4..._ 

The consumer paid for all or part o:~ the merchandise 
or service at the time of the purch&se. Upon receipt, 
examination of the goods revealed that they did not 
correspond to the original offer or the consumer's 
expectations. 

Savin\,$ (15%) ~ H d t' (">5°') , or Ime.;J ,Q 

Time P .. mure (8%) PAID FOR ALL/ PRODUCT/SERVICES ~ N 91' ent :"160') 
S If Improvement PART OF ~ DID NOT MEET e 19 , ,0 

(~l}O MERCHANDISE EXPECTATIONS Takes corrective 
o (poor quality/different products action (26%) 

Uniqueness (4%) delivered (43%); misreprcsent<ltions 
(37%); failure to give refund/honor 
warranty (129~)) 

Descri pti~~_ ~ata 

• The following products or services were more (+) represented than 
expected: 

Automotive products (+) 
Home furnishings (+) 

• More sellers appeared in the reported transactions. 

• MOl.'e initial contacts between the merchant and the coml'tJtiler were> 
made at a business establishment of another involved party. 

• The following complaints were over (+) or under (-) represented. 

Unavailability of products or service (-) 
Merchant misrepresented benefit(s) of 

product or service (+) 
Consumers reported receipt of poor quality products (+) 
Consumers reported receiving a product different from 

the one purchased (+) 

• There were more reported cases of oral representation as the primary 
medium used to perpetrate the fraud than expected. 
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• The records revealed that there were more cases in which the source 
ot the consumer complaint was unknown than expected. 

• There were more cases in which the consumer sought relief for the 
reported grievance by exchanging the merchandise than expected. 

• More consumers reported that merchants argued about 'product claims' 
when confronted with the complaint than expected. 
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-- --- ------- --- -------

Profile BA 
----~-----

No. of Cases .215 _ 

Consumers prepaid for mail order merchandise prior 
to delivery. Subsequently, the goods were p.ither 
never or only partially received by the consumer. 

Percent of Total 16 

Savings (17%) 
Uniqueness (13%) 

OutCOrriP 'Nature of Cornp!aint Merctl,lnt Respons;' 

Self Improvilment PREPAID NONRECEIPT;..----"" Negligent (71:S) 
(12%) -~ ... g~t?JllRY ---I ....... PARTIAL RECEIPT -----.... Takes corrective 
B(~~i)ness Opportunity (failure to deliver or product/ action (19%) 

service unavailable (90io); 
Time Pressure (7%) failure to givo rofund (3%)) 

• The following products or servic.es ~yere underrepresented ~ 

Automobiles and other vehicles (-) 
Appliances and equipment repairs (-) 
Automobiles or other vehicle serviCing (-) 

• Fewer merchants were solvent than expected. 

• Whether or not the merchant was available for contact produced 
two significant values: 

FeYfer merchants were ,2asily available. 
More merchants were not at all available. 

• Fewer manufacturers than expected appeared as other involved parties 
in the transaction. 

• The initial contact by mail betwee,n the merchant and the consumer 
was overrepresented; initial contact at the merchant's business 
outlet was underrepresented. 
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e There were more instances of consumers who complained about nondelivery 
of a produ~t or service. 

• There were more occasions than expected when the primary medium used 
to perpetrate the fraud was the postal system or advertisements in 
newspe.pers and periodicals; there were also more cases where the 
privacy medium was unkno~m. 

• In 'dollars involved in the transaction' there were fewer cases of 
unknownr or zero than expected; dollar amounts between $5-$20 were 
vverreplesented. 

• In the 'relief sought by consumers' cRtegory, there were fewer requests 
for exchanging merchandise, money to cover losse.s, and investigation 
for the public good; there was an overrepresentation of a request 
for both a refund and Performance as promised. 

• Fewer cases of non-lit:..gated resolution were reported than expected .. 

• When consumers obtained re1:ief. they recpivpn mnrp pl'lyfnrm3nf'E' 88 

promised in the original agreement but fewer occasions when advice 
only was offered by the agency. 

• In \:he merchant response category, there was overrepresentatiuu in 
the following: 

Mer~haut ignores complaint (+) 
herchant skips out (+) 
Merchant declares bankruptc-v (+) 
Herchant dalays taking action (+) 
M~\rchant takes corrective action (+) 
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Profile __ BB 

No. of Cases _~ 

Percent of Total 02 

Transactional Sequence 

Inducement 

Consumers paid for all of the merchandise prior to 
delivery (usually mail order). The consumer. sub­
sequently learned that an additional investment 
was required before the pur.chase would be delivered. 

ObliqatlOn Outcome/Nature of Complaint Merchant Response 

Busim\ss Opportunity Hard time (29%) 

(29%) ~ PREPAID MERCHANT ADDS ~ Negligent (26%) 
Sa'iin9s (29%) /' BEFORE ---I"'''' ADDITIONAL Takes corrective 
Self Improvement DELIVERY ~~s~~::s~~tation (48%); action (10%) 
(10",(,) failure to deliver (13%); Unknown (29%) 

faifuit:: to give iafiJlld (1 (j'}~}) 

Descriptive Data 

• There was an overrepresentation of business opportunities and "winning 
a contest" among the products/services category. 

• There was a higher frequency than expected among the 'unknowns' when 
trying to determine whether or not the merchant was available for 
contact. 

• More initial contacts between the merchant and consumer were made by 
mail than expected. 

• Mail as the primary medium used to perpetrate the fraud was over­
represent.ed. 

• There was an overrep:resentation of 'unknowns' within the action taken 
by agency category. 

• There were feT>7er reported instances of merchants taking corrective 
action than expected. 
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Profile BC 

No. of Cases 82 

Percent of Total _.~_ 

Tra'::l~sa~tional Sequence 

I nOlJCr>ment 

Savings (21 %) ~ 
Self Improvement 
(15%) 

Uniqueness (13%) 
Business Opportunity 
(9%) 

Time Pressure (7%)/ 

Consumers prepaid for the purchase prior to delivery. 
Consumers reported that the merchandise received 
did not correspond to what the consumer thought was 
offered. 

OtJliqatior1 

PREPAID 
BEFORE 
DELIVERY 

OutcI)melNature of Cc,mp1aint Merchant Response 

~ 
Neqligent (43%) 

PRODUCT/SERVICES Takes corrective 
--..... DID NOT MEET action (18%) 

EXPECTATI?NS Hard time (13%) 
(poor quality/different 
product delivered (45%); Unknown (21%) 
misrepresentation (32%); 

'. failure to give refund (7%)) 

• The following products or secvices were more (+) or less (-) repre­
sented: 

Automobiles and other vehicles (-) 
Garden products and pl?nts (+) 
Automobiles and other vehicle servicing (-) 

• In the initial contact between the merchant and consumer, mail was 
overrepresented; the merchant's business was underrepresented. 

• Within nature of complaint, three values were overrepresented: 
misrepresentation about benefits derived from purchase; receipt of 
poor que,lity products or defective installation; and receipt of 
products that differed from ones purchased. 

• There were more instances of periodicals (ne\.;rspapers-magazines) 
reported as the primary medium used to perpetrate the fraud. 

• More transactions involved dollar amounts ranging from $5 - $20 than 
expected; there were fewer reports of 'unknown.' 
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Profile _~ The consumer signed a long-term agreement or con­
tract with the merchant that required periodic 
payments. The outcome of this commitment was that 
the consumer received nothing or only a portion of 
the purchase. 

No. of Cases 89 

Percent of Total 07 

Tra_~sa~!ional Sequence 

Indurpment 

Savings (17%) 
Tim£: Pressure (8%) 

Business Opportunity 
(6%) 

Self Improvement 
(2%) 

Uniqueness (2%) 

~~_s~:!p'dve Data 

Obligation Outcome/Nature of Complaint Mrrchant Response 

CONTRACTUAL! NONRECEIPT; 
LONG·TERM --to- PARTIAL RECEIPT ~ 

Negligent (58%) 

....---. Hard time (20%) 

Takes corrective 
action (13%) 

AGREEMENT 
(failure to deliver (46%); 
failure to give refund! 
honor warranty (18%); pro­
duct/services unavailable (159'0)) 

• The following products or services were more (+) represented than 
expected: 

House related services (+) 
Publishing and marketing servil,cs (+) 

• Couples agreeing to a transaction were overrepresented. 

• Merchants were less easily available for contact than expected. 

• Fewer contacts were made in the merchant's place of business than 
expected. 

• Merchants complained less about deceptive pricing and complained 
more about failure to deliver than expected. 

• Fewer investigations for the public good were conducted than expected. 

• In the relief obtained category, investigation for the public good 
was underrepresented. 

• Wit~dn merchant response p there was underrepresentation among the 
'unknowns' and corrective action taken by the merchant; there were 
more occurrences of merchant skip-out than expected. 
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Profile CB The consumer agreed to a long-term obligation or 
contract that necessitated recurrent payments, but 
soon learned that a larger and different investment 
(such as increased time or responsibility) was 
necessary. 

No. of Cases 78 

Percent of Total 04 

• 

• 

• 

• 

• 

I ndllcement Obliljation Outcome/Nature of Complaint Merchant Response 

Self Improvement ~ Hard time (47%) 
(13%) ~CONTRACTUAl/ MERCHANT ADDS . 

LONG·TERM ----l~. ADDITIONAL Takes corrective 
Savings (12%) AGREEMENT CHARGES action (32%) 

Time Pressure (6%) (misrepresentations (53%); Negligent (13%) 
failure to give refund/honor 
warranty (15%); collection/ 
harrassrnent (13%)) 

There were more cases involving a collection agency or other holder 
than expected. 

There was a higher representation of 'unknowns' in the consumer's 
sex category. 

More merchants were easily available for contact than expectp.n. 

More consumers complained about hidden charges and collection or 
harassment problems than expected. 

The number of complaints received from another agency was higher 
than expected. 

There was an overrepresentation of merchants responding to a 
complaint by arguing price claims. 
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Profile CC The written agreement or contract obligating the 
consumer to payments over some time period was the 
basis for the transaction. After committing one­
self to the agreement, the consumer discovered that 
the purchase did not correspond to what s/he expected 
or thought was offered. 

No, of Cases J..QL 

Percent of Total~"~ 

ObliqatlOrl Outrnmf>IN,lturc of Cc;rnp1dint Mrrrholnt Rpspon5P 

Savings (14%) ~ 
Time Pressure (12%) TUAL/ ~ Hard time (38%) 
B ' 0 't CONTRAC PRODUCT/SER· N I' t (24°') uoslness pportunl Y LONG.TERM _.--.,~ .... , VICE DOES NOT-~~ og Igen 10 

(6 Yo) AGREEMENT CORRESPOND Takes corrective 
Self I mprovement (poor quality of product or action (23%) 
(6%) services/different prodl!ct 
LJniqlJp.np.~~ (4%) delivered (46%); misrepre 

sentation (29%); performing 
unauthorized repairs (6%) 

De~c~~ptive Data 

• The following products or services were more (+) or less (-) 
represented: 

Automobiles and other vehicles (+) 
Land and/or real estate (-) 
House related services (+) 

• Three types of complaints were overrepresented: 

Merchant misrepresented benefits derived from purchase (+) 
Delivery of poor quality products; defective installa­

tion (+) 
Receipt "f product that differs from one pur~hased (+) 

• There were more reported cases of dollars ranging from $2,000 - $10,000 
and fewer cases of transactions involving less than $5. 

• Consumers sought less relief in asking for refunds or an investigation 
for the public benefit than expected. 

• More consumers than ey.pected reported that merchants argued about 
product claims. 

-------------------------------------------------------------------------------
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Profi Ie ~l,--_ 

No. of Cases 199 

I Percent of Total .-11_ 

I Network Analysis 

I 1 Was fhp ,l'oduct 
l~lr Spf\'ICP' aval;abJt~ 
#.1" (lxa"'lnatlon 

I ru',('\' to ()'drc:has(l' 

Yes 
No 

_"~t." • Unk 

i , 
2 Was thprp an 

opportunity 
f()r companson 
shOPping cr 

I 
~))( lerna I adVIce' 

3 Old you have to 
accept the offer 
,mmediately? I 

I 
4. Did YOU pay all' 

part of money for 
the product or 
servIce? I 

I 
Yes 

No 

I 
6. Did the merchant 

~uqgest an addi· 
tional or alternative 
product/incteased 
service' I 

No 

I 
I 
I 

The product or service was available prior to pur­
chase, comparison shopping was not precluded, and 
the consumer did not have to accept the offer 
immediately. The consumer paid for all or most of 
the product or service at the time of purchase. A 
product or service was received; however, it was 
defective or did not match the consumer's expec­
tations. The consumer did not receive an immediate 
refund. 

6 Did YOIl commit 
7 D·d vnu (fIr P'\.I~ you'Se, f to p~y ,No p'o,1uct or N,'--lIOot money at a lat~r 

sNvlce' I dMP' 

Yes Yes I t : 
lb Was the contract Was It dP/pctlvP availab

" 
for B 

\)r \.""\thp( 1hi'Ul YI'~ p)(aminatlon prior 
pxpected' to purchase' 

Yes I No 

2b Was thert' an op 9 O,d yOU pay 
portunlty for com mnrn than 
p~"s('n shOpping expected' 
or external adVIce' 

Yes Yes 
No 

3b Did you have to 10 Did YOU reCfllve 
sign the contract an Immediate 
immedi~tely' refund? 

Yes 

~ STOP 
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Descriptive Data 

• Books, recordings, and business opportunities were underrepresented. 

• The incidence of non-solvent merchants was underrepresented. 

• Mail as the nature of the initial contact was underrepresented. 

• The media of labeling/packaging and oral representations were 
overrepresented. 

• No consumer involvement in the complaint was overrepresented. 

• The complaints of misrepresentation as to benefits derived from 
purchase, delivery of poor q~ality products or services, and the 
delivery of products or services differing from those purchased 
were overrepresented. 

• The exchange of merchandise was overrepresented as relief sought 
by the consumer. 

o The merchant response of refusal to give refund was underrepresented. 
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Profile 2 

No. of Cases 84 

Percent of Total 07 

Network Analysis 

1 Was the product 
l'V S£?rVICe available 
to!" t~xaminatlon 
r""" to purchase' 

2 Was thNe an 
opportunity 
for comparison 
shoppinq or 
px!ernal advice' 

3 O,d you have to 
accept thp offer 
immediately' 

4 Did you pay alii 
part of money for 
the product or 
service' 

Yes 

No 

1 
5. Did the merchant 

suggest an addi· 
tlonal ur alternative 
product/increased 
service? 

Descriptive Data 

The product or service t.,as not available prior to 
purchase, comparison shopping was not precluded, 
and the consumer did not have to accept the offer 
immediately. The consumer paid for all or most of 
the product or service at the time or purchase. A 
product or service was received; however it \.,as 
defective or did not match the consumer's expec­
tations. The consumer did r.ot receive an immediate 
refund. 

6 D,d YOli comm't 
yoursel f to pay 
money at a tatt' 
dat~' 

Yes 

* Ill. Was the contract 
availabl' for 
Gxamonatlon prlQr 
to Plirchase' 

Ves I 

2b Was there an oP-
portunIty for com-
p~rison shopping 
or external adVIce' 

Yes 

3b Did you have to 
sign the cOCltract 
immediately' 

N'f 
7 Dld VOlJ rpcp V(~ 

p'odurt or 
servlCO' 

Yns 

8 Was It d~fpct"i' 
'" ('thrr than 
P'~wct<'d' 

No 

• 
9 O,d you pay 

mQrp than 
expected' 

Yc~ I 
No 

10. O,d ',ou rece"c 
an Immediate 
rofund' 

~ 

o The complaints of mis:t:epresentation as to benefits derived from purchase 
and the delivery uf poor quality products or services were overrepresented. 
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Profile 3 

No. of Cases 16 

Percent of Total 01 

Network Analysis 

1 Was th(' prOduct 

2 

3 

('\I' SNit I ce ava Ilab Ie 

for f'lxam!natH)n 
pr"" III purchase' 

Was thpre an 
llPportunlty 
f(")r companson 
\hoPplnq or 
f~)(tp.rnal ildvice'" 

Yes 
No 

i Unk 
t , 

Did you have to 
accept the offer 
Imnlediately' 

Yes 

4 Did you pay aliI 
part of money for 
the product or 
service? 

Yes 

--t 
No 

5 Old the merchant 
suggest an addi· 
tional or alternative 
product/increased 
service' 

The product or service was available prior to pur­
chase, comparison shopping was not precluded, and 
the consumer was required to accept the offer 
immediately. The consumer paid for all or most of 
the product or service at the time of purchase. A 
product or service was received; however, it was 
defective or did not match to the consumer's expec­
tations. The consumer did not receive an immediate 
refund. 

6 Did yew commit 
yourself to pay 
money at a latpr 
datr' 

Yes 

III Was the contract 
avallabl> tor 
pxammation prior 
to purchase' 

Yes 

2b W.n"" "" J portunlty for com· 
p9"son shopping 
or external advice? 

Yes 

3b Did you havo to 
sign the contract 
immediately' 

No-
7 Old YO" rpcp·,", 

prOduct or 
s~rvlce') 

Yes 

1 
8 Was it defective 

or other than 
(',ppcted' 

I 
No 

i 
9 O,d you pay 

more than 
expected' 

Yes I 

10. Did you receive 
an Immediate 
refund? 

Yi-t 
~ 

NO--'t 

!-Yps 

Yes 

~u.~n~k_. ______ ~ 

Descripti'l'e Data 

o Telephone as the nature of the initial contact was overrepresented. 
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Profile 4 

No. of Cases 53 

I 
Percent of Total 05 

I Network Analysis 

I 1 \Iia~ ! Mr' p'C'd lIe! 
t H ' srr .... 'ce d\JOI llbl(l 
hr f'xdmlnatl(1n 
~~r.;:'I1' tl) nurchasfI' 

I Yes 

2 \lias there an 
opportunity 
fo' comparison 
shopp,nq or I 
mcternal advice' 

I Yes 

3 Old yOu have to 
,1CCC,.!! the offer 
immediately' I 

I 
4 Did you pay aliI 

part of money for 
the product or 
service? I 

I No 

I 5 Did the merchant 
suqgest an addi· 
tional O( alternative 
product/increased 
service' 

Yes I 
I 
I 
I 

The product or service was available prior to pur­
chase, comparison shopping ~. precluded; the 
consumer did not have to accept the offer immediately. 
The consumer paid for all or most of the product or 
service at the time of purchase. A product or ser­
vice was received; however, it was defective or 
did not match the consumer's expectations. The con­
sumer did not receive an immediate refund. 

6 D,d ya" comm,t 
7 D:t1 Vl"Iu fflJl,VP ....... y{'u'S~1 f to pay 

·No t p'odurtN ·N,'~ mon(1Y ot n lawr 
dar,,'" SNVI('P' I 

. I 
Yes Yes , 

tll Was the contract 
availabl' for B I,""as it drfpchve 
pxam,nat'nn pri", 0' (ltM, than Y~'S 

to purchase' OXl1{'ctcd' 

Yes I No 

t 
2b Was there ~n op· 9 D,d yo" pav portunity for com· more tllan 

p~rlson shOPPing expected~ 
or external adVice' 

Yes Yes I 
I No 

3b. Did you have to 10 Old yOu receIve 
sign the contract an Imml'diatD 
immediately' refund? 

Yes Yes 
No I 

(3 
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Descriptive Data 

• Automotive products were overrepresented. 

• The medium of labeling/packaging was overrepresented. 

• Initial contact at the consumer's home was underrepresented, while 
the initial contact at the regular place of business of another 
third party was overrepresented. 

• Exchange of merchandise as a reli·ef sought by the consumer was 
,overrepresented. 
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Profile _5_ 

No. of Cases 11 

I Percent of Total 01 

I Network Analysis 

I 
I 

1 Wa< the prod"c! L" .'"'' .,,""" for ~xam,natlon 
prior to purchase' 

I I I 
Yes N'o 

Unk, 

I 2 Was there an 
opportunity 
for comparison 
shopping or 
ex ternal advice' 

I Yes 

I 3 DId you have to 
accept the offer 
imml!diately' 

I 
Yes 

4, Did you pay aliI 

I 
part of money for 
the product or 
service? 

I 
No 

I 
5 Did the merchant 

suqgest an addi-

I 
tional or alternative 
product/increased 
service? 

Yes 

I 
I 
I 

The product or service was available prior to pur­
chase, comparison shopping was not precluded, and 
the consumer did not have to accept the offer 
immeniately. The consumer paid for all or most of 
the product or service at the time of purchase. A 
product or service was received; however, it was 
defective or did not match to the consumer's expec­
tations. The consumer did receive an immediate 
refund. 

6 Did you commit 
7 Did you l'eCt'lve yourself to pay 

No product or "Jo money at a later 
5P.rvice? date' 

Yes Yes 

111 Was the contract Was it defect,ve 8 availabl' for or other than Yes p.xammation prior 
expected' to purchase J 

Yes 
No 

• 2b, Was there an op· g Did you pay 
partunity for com· more than 
p~rison shopping expacted' 
or external advice' 

Yes Yes I 
I No 

3b Did you have to 10 Did you receive 
sign the contract an Immediate 
immediately' refund? 

Yes Yes 

C:J STOP 
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Descriptive Data 

• Initial contact at the merchant's regular place of business was 
underrepresented. 

• The complaint of delivery of poor quality products or services 
was overrepresented. 

• The merchant response of taking some corrective action was over­
represented. 
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Profile 6 

No. of Cases 14 

Dorcent of Total 01 

Network Analysis 

1 Was tM prOduct 
(V serVice available 
for examination 
pl"IO( to purchase' 

2 Was there an 
opportunity 
for comparISon 
shopplnQ or 
external advice' 

3 Did you have to 
accept the offer 
immediately' 

4 Did Yf'U pay alii 
part of money for 
the product or 
service? 

Yes 

No 

5. Did the merchant 
suggest an add i­
tiona I or alternative 
prodUct/increased 
service? 

The product or service was not available prior to 
purchase, comparison shopping was precluded, and 
the consumer did not have to accept the offer 
innnediately. The consumer paid for all or mos t of 
the product or servi ce at the time of purchase. A 
product or service 'was received; however, it was 
defective or did not match the consumer's expec­
tations. The consumer did not receive an immediate 
refund. 

, ................ , 
6. Oid you commit 

yourself to nay 
money at ~ later 
da~e' 

Yes 

lll. Was the contract 
availabl' for 
examination prior 
to purchase' 

Yes 

2b Was there an op-
portunity for com· 
p~rison shopping 
or ex ternal advice' 

Yes 

31:>. Did you have to 
sign the contract 
immediately? 

77 

No 
7 Did yOU recelVP 

product or 
service? 

Yes 

8 Was it defective 
or nth~' than 
HXpected' 

No 

g O,d you pay 
more than 
expected? 

Yes 

10. Did you receive 
an immediate 
refund? 

Yi-:r 
~ 

No 

Yes 



Descriptive Data 

• Health products were overrepresented. 

8 Initial contact at the merchant's regular place of business was 
underrepresented, while the incidence of no consumer involvement 
'ilas overrepresented. 

• The media of television and radio were overrepresented. 

• The occurrence of another agency as the source of the complaint 
was overrepresented. 
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Profile 

No. of Cases 

7 

116 

I Percent of Total 10 

I Network Analysis 

I 1 Was the product 
or service avaIlable 
for eXdminatton 

I 
prior to purchase' 

Yes 

I 2 Was IMre an 
opportunity 
for comparison 
shopping or 

I 
ex ternal advice' 

Yes 

I 3 Did you have to 
accept the offer 
immediately' 

I 
Yes 

4. Did you pay all/ 
part of money for 
the product or 
service? 

Yes 

No 

5. Did the merchant 
suggps\ an add i· 

I 
tiona I or alternative 
product/increased 
service? 

Yes 

I 
I 
I 

The product or service was available prior to pqr­
chase, comparison shopping was not precluded, and 
the consumer did not have to accept the offer 
immediately. The consumer paid for all or most of 
the product or service at the time of purchase. A 
product or service was received that did match the 
consumer's expectations; however, the consumer paid 
more than anticipated. The consumer did not receive 
an immediate refund. 

6 Did you commit 
7 Did you 'eC:P1ve yourself to pay 

money at a later 
Nor 

product or N,,--to>, 
date' serVice' 

Yes Yes 

t 
III Was the contract 

availabl? for 8 Was it defective. 

f'xaminatiOr1 prior \1r otner than Yes 
to purchase' e"peeted' 

Yes I No 

; 
2b Was there an op· g Old you pay 

porrunily for com· more than 
p~rison shopping expected? 
or external adVice' 

Yes Yes I 
No 

:lb. Did you have to 10 
sign the contract 
immediately' 

Yes 

~ STOP 

79 



Descriptive Data 

• The complaint of overcharging or charging hidden costs was over­
represented. 

• The incidence of no money being involved in the transaction was 
overrepresented. 

~ The merchant response of arguing price claims was overrepresented. 

--------------------------------.------------------------------------------.---------

/ 
l , . 
" 
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Profile 8 

No. of Cases 120 

Percent of Total 10 

Network Analysis 

1 Wal In" product 
tV s(?rvlr.e available 
for (:ixamlnatlon 
nrl("Jr to nurchasp? 

2 Was thpre an 
opportunity 
for comparison 
shoppinQ or 
f~xternal advice' 

3 Did you havo to 
accept the offer 
immediatelv ' 

4. Did you pay aliI 
part of money for 
the product or 
service? 

Yes 

No 

5. Did the merchant 
suggest an add; 
tional or alternative 
product/increased 
service? 

The product or service was available prior to pur­
chase, comparison shopping was not precluded, and 
the consumer did not have to accept the offer 
immediately. The consumer paid for all or most of 
the product or service at the time of purchase. After 
payment, the product or service was not received. 
The consumer did not receive an immediate refund. 

:040'''''' • 

6 D,d you comr~lt 
yourself to pa~ 
monpv a t a 1(1 tp.-
date' 

Yes ,. 
ltJ Was tho contract 

availabl' for 
exammatlon prior 
to purchase' 

Yes I I 

7b Was thoro an op 
portunity for cam· 
p~rls!:.n shopping 
or external advice' 

Yes 'I 
No 

* 
Unk. 

t 

3b r)id you havO to 
sign the contract 
immedlatoly' 

Yes 

* 

No Unk 

t * 
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N°f 
I 

j" 

I 
I 
I 

7 DId you '~ct"V" 
product or 
serVICP" 

Yes 

• 
8 Was it defpctive 

C'r ather than 
[~po.:ted' 

I 
No 

9 D;(1 you pay 
more than 
expected' 

Ves 

10 Did you recOlVO 
an ""mroiato 
refund' 



Descriptive Data 

• House-related services were overrepresented. 

8 The incidence of solvent merchants was underrepresented. 

'. The occurrence of m~rchants unavailability for contact was over­
represented; the occurrence of merchant availability for contact 
only with difficulty was overrepresented. 

• Initial contact at the consumer's home or at the merchant's 
regular place of business was underrepresented. 

• The use of the medium of oral representation was underrepresented. 

• The complaints of unavailability of advertised products or services 
and failure to deliver all or part of purchase were overrepresented. 

• Performance as promised and a refund were overrepresented as relief 
sought by the consumer. 

• Merchant responses of ignoring a.ny contact, ship-out, and delaying 
taking action were overrepresented. 

• Performance as promised was overrepresented as a relief obtained 
by the consumer. 
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Profile 9 

No. of Ca5;'2:;j 27 

Percent of Total 02 

Network Analysis 

1 Was the prOduct 
(II srr\Jlce il\tadabl(l 
for examInation 
rrlO!' to purchas(I' 

-'T" 

vs 
No ,G llnk 

u"'""""" 
('pportunlty 
f"r comparison 
slloppmq or 
f~: tern,ll advice',) 

'1"'5 
No 

d' 
Unk , 

3 Dd you have to 
ac :ept thn offer 
Irrmedlately' 

y!!S 

4 Did you pay aliI 
part of money for 
the product or 
service' 

Yes 

No 

6, Did the merchant J 
suggest an addi· 
tiOn,al or alternative 
product/increased 
servlCO? 

Yes ,No 

~ " t Unk, 

t 

The product or service was unavailable prior to 
purchase, comparison shopping was not precluded, 
and the consumer di.d not have to accept the offer 
immediately. The consumer paid for all or most of 
the product or service at the time of purchase. 
After payment, the product or service was not 
received. The consumer did not receive an immediate 
refund. 

6 Did yOu commit 
7 Old YOU rpCp'v? YOurSl'l f to pay 

mone~' at a la'er No product or Nl)--~ 

date' service' 

Ves Ves 

+ • III Was the contract 
avaiil,bl' for a Was it dpfpct",c 

pxamlnation prior M other than f-Vf'S 

to purchase' £>xpectPd' 

Ves I I 
No 

• 2b Was thero an op 9 Did you pay 
portun,!y for com, more than 
p~rison shOP;:llng expected' 
or external adVice' 

Yes Yes 

3b Did you have to 10 Did you receive 
sign the contract an Immediate 
immediatoly' refund' 

Yes 

~ 

83 



Descriptive Data 

• Business opportunities and educational services were overrepresented. 

• The incidence of solvent merchants was underrepresented. 

• The occurrence of merchant unavailability for contact was over­
represented. 

• Initial contact at the merchant's regular place of business was 
underrepTesented. 

• The complaint of failure to deliver all or part of purchase was 
overrepresented. 

• The merchant response of ignoring any contact was overrepresented. 

• Investigation for public benefit was underrepresented as a relief 
sought by the consumer. 

• The occurrence of criminal guilty pleas or conviction of the 
merchant was overrepresented. 
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Profile 10 

No. of Cases 112 

Percent of Total 10 

Network Analysis 

The product or service was available prior to pur­
chase, but comparison shopping ~<!§. precluded. The 
consumer did not have to accept the offer immediately. 
The consumer paid for all or most of t.he product 
or service at the time of purchase. After payment 
the product or service THas E.9l:. received nor was an 
immediate refund given by the merchant. 

••••••••••••••••••••••• •• 

, W,lf', H~I' plll~dHct 
p" spry rf1 f1Vt111,lhl(l 
f,1t' (llIt,1m,nJtlon 
p~tOf 11) Pdrrh,lSf\") 

2 Wu; tMNe an 
\ 10pnrtt 'nlty 
for Cf\Il'I~~rlson 
Sht"'pr:Mtlor 
1'l(tcrn(,lI ¥JVI('C'" 

Yi'S 

l,,.1nk 

3 O,d you hovtJPO 
;Jeeppt tN' offer 
,mmed,;.tcly? 

Yns i I 

<1 Did you pay alII 
part of money for 
tho product or 
service' 

Yes 

.....J 
No 

5 Did the merchant 
sUQgest an addi­
tional or alternative 
product/increased 
service? 

6 Did yOIl commit 

}N°f yourse: f to pay 
monE'Y at a latfl!" 
Ontf" 

Yes 

III Was Ih!' conlldrt 
ltVu I!(]b I 1 f"r 
pxamlnatll1n pr,nr 
to f1Urch~JS£'l' 

Yes 

2b Was tho II' an 01' 
portunlty for com-
p~"son shoppinq 
or Ilxternal advice' 

Yes 

3tJ Did you havo 10 
sign the conn act 
,mmedialel-i' 

Yes 

+ 
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Descriptive Data 

• Automobiles and other vehicles were underrepresented, while photo­
graphic services were overrepresented. 

* The incidence of solvent merchants was underrepresented and the 
occurrence of merchant nonavailability for contact was overrepresented. 

• Initial contact by mail was overrepresented, while initial contact 
at the merchant's regular place of business was underrepresented. 

• The use of mail as the primary medium was overrepresented. 

e The occurrence of transactions involving $5 to $19 was overr.epresented. 

• The complaint of failure to deliver all or part of the purchase was 
overrepresented. 

• Investigation for public benefit was underrepresented and performance 
as promised and a refund were overrepresented as relief sought by the 
consumer. 

• The merchants' responses of ignoring any contact and shipping out 
were overrepresented, while the response of arguing product claims 
was underrepresented. 
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Profile _ 11_ 

No. of Cases 21 

Percent of Total 02 

Network Analysis 

5 Did the mmchOnt 
suqgcs\ an ~ddi· 
tiona I or alternative 
product/increased 
srrvice' 

The product or service was unavailable prior to 
purchase, comparison shopping ~as TJrecludcci, and 
the consumer did not have to accept the ()ff(~r 
immediately. The consumer paid for all or most of 
the product or service at tho time of purrlH1S(l. 
The consumer did Q9_~. receive the product or service 
and did not receive an immediate refund. 

--1 
n\l'.".I"~'c"\I' . 
i.1r,"'1l1tll't ,H .... ~.,~ 

51"\1\'/)' 

-

A \\r'tl'): It C11,fp\'tl1"t' 

d' ,lH1"r thlln .. ·yP\~-
1''(Pl'i~tI)j'\ 

N" 

9 (l,tl >,)11 P3V 
n'h'rp ttlan 
1~)Cnr('tPd ,"-

Vnt; 
N\ 

10 OlD Yl)1I r0Cfil\it'l 
llolmmpdh'Jtn 
!'I\ftmcf'l 

~ STor 
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Descriptive Data 

• The incidence of solvent merchants was underrepresented. 

• The occurrence of merchants easily available for contact was under­
represented. 

• Initial contact at the merchant's regular place of business was 
underrepresented. 

• The complaint of failure to deliver all or part of the purchase 
was overrepresented. 

• Performance as ,?romised and a refund were overre.presented as relief 
sought by consumers. 

• The merchant response of skipping out was overrepresented. 
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Profile 12 

I No. of Cases 47 

I 
Percent of Total ~_ 

I Network Analysis 

I 1 WdS lhl' product 
0" service available 
f(1r' examination 
pr'or to purchase' 

I Yes 

2 Was there an 
opportunity 
for comparison 
shonpmQ or I 
('xternal advic<,' 

I Yes 

3 Did you have to J accept the offer 
Immediately~' I 
'fes 

I 
4 Did YOU pay alii 

part of money for 
the product or 
service' I 
Yes 

I No 

I 5 Did the merchant 
suqgest an addi· 
tianal or alternative 
productlincreased 
service' 

Yes 
No 

* 
Unk, 

t t 

I 
I 
I 
I 

The p1:'oduct or service was available prior to pur­
chase, comparison shopping was precluded, and it is 
unknown as to whether or not the consumer was required 
to accept the offer in;mediate1y. The consumer paid 
for all or most of the product or service at the time 
of purchase. The consumer ~eceived the product or 
service. It was not defective and it matched con­
sumer's expectations. There is no consistent pattern 
as to whether the consumer paid more than anticipated. 
The consumer did not receive an immediate refund. 

6 Old you commit 
7 Old you rpcrl"'~ yourSelf to pay NO product or No-., money ~t a lalPr 

~rvlc:e" date' 

Yes Yes 

+ 
111 Was ttle contract Was it dpfpctlve availabl' for 8 

or other than Yrs pxammation nrlor 
exp~clpo' to purchase' 

Yes ! No 

; 
2b Was there an op- g Did you pay 

portunity for com- more than 
pqrisan shopping expected? 
or external adv;ce' 

Yes Yes I 
No 

3b Did yOu havf' to 10 Did you receive 
sign the can tract an Immediate 
immediately' refund' 

Yes 
r 

~ STOP 
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Profile 13 

I No. of Cases 115 

Percent of Total 

I 
10 

I 
I Network Analysis 

I 1 Was the product 
0 r sP"vlce available 
for eX,1minat!on 
prior to purchase' 

I Yes 

I 
2 Was there an 

opportunity 
for companson 
shopping or 
('xternal adVice' 

I Yes 

I 
3 Did you have to 

accept the offer 
immediately' 

Yes 

I 
4. O,d you pay all/ 

part of money for 

I 
the product or 
service? 

Yes 

I No 

I 5 Did the merchant 
suggest an addi-
tional or alternative 

I 
product/increased 
service' 

Yes 

I 
I 

The product or service was available prior to purchase, 
comparison shopping was not precluded, and the consumer 
did not have to accept the offer immediately. The con­
sumer did not pay for the product or service at the time 
of purchase. The merchant did not suggest an additional 
product or service. The consumer committed her/himself 
to paying money at a later date. The contract, or long­
term agreement was available for examination prior to pur­
chase,comparison shopping for contracts was not precluded, 
and the consumer did not have to sign the contract immedi­
ately. The consumer did receive the product or service; 
however, it was defective or did not match the consumer's 
expectations. The consumer did not receive an immediate 
refund. 

6 D;d you comm;t 
7 D;d yOU recP've yourself to pay 

No product or N,'--., money at a later 
service' date' 

Yes Yes 

lb Was the contract Was it defective 8 avaHabl' for or other than Yrs examination prior expected' to purchase' 

Yes No 

t 
2b Was there an op· g Did you pay 

portunity for com· more than 
p~rison shopping expected' 
or external advice' 

Yes Yes 

3b Did you have to 10. Did you receive 
sign the con tract an immediate 
immediately' refund? 

Yes 

~ STOP 
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Descriptive Data 

• Automobiles and other vehicles were overrepresented. 

• Initial contact by mail was underrepresented. 

• The complaints of misrepresentation as to the benefits derived from 
the purchase and the delivery of poor quality products or services 
were overrepresented. 

• The incidences of cases involving $500 to $1,999 and $2,000 to 
$9,999 were overrepresented. 

• A refund was underrepresented as relief sought by the consumer, 
while money to cover consequential losses was overrepresented. 
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Profile 14 

No. of Cases 109 

Percent of Total 10 

Network Analysis 

1 Was t~e product 
or servIce avaIlable 
for examination 
prIor to purchase? 

Ves 

2. Was there an 
opportunity 
for compamon 
shOPping or 
external advice? 

Ves 

3. Did you have to 
accept the offer 
,mmediately' 

Yes 

4. Did yOU pay a/ll 
part of money for 
the product or 
service? 

Ves 

No 

5. Did the merchant 
suggest 3n add j. 
tlonal or alternative 
product/increa~ 
servIce? 

The product or service was available for examination 
prior to purchase, comparison shopping was not precluded, 
and the consumer did not have to accept the offer immedi­
ately. The consumer did not pay for the product or ser­
vice at tilne of purchase. The merchant did not suggest 
an additional product or service. The consumer committed 
her/himself to paying money at a later date. The contract 
or long-term aereement was available for examination 
prior to purchase, comparison shopping for contracts was 
not precluded, and the consumer did not have to sign 
the contract immediately. The consumer did not receive 
the product or service and did not receive an immediate 
refund. 

6. DId,o"~mJ 7. yoursel t to pay Did yOU receIve 
money at a late!r No product or "10-.., 
date' servIce? 

Ves Yes , 
lb. Was the cormact 

availabl., ft)r a. Was it defective 

examlnatron pffor or other than \-Ves 

to purchase? ex~cted? 

Ves 
I 

No 

• 2Il. Was there an op· g Did YOl.! pay 
portunity for com· more than 
p~flSon shOPPing expected' 
or ex ternal adVice? 

Yes Yes 

:lb. Did you have to 10. Did you receive 
Sign the contract an Immediato 
immediately' refund? 

Yes 

~ 
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Descriptive Data 

• Self-improvement services were overrepresented. 

• The occurrence of transactions involving no money were overrepresented. 

• The complaints of failure to deliver all or part of the purchase, 
overcharging or charging hidden costs, and collection or harassment 
problems were overrepresented. 

• The merchant response of arguing price claims were overrepresented. 

• A billing adjustment as a relief obtained was overrepresented. 
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VI. SUMMARY AND CONCLUSIONS 

A. Case Materials 

At the end of Phase I, we summarized our impressions of the initial 

findings and indicated what direction(s) these findings suggested for sub­

sequent activities. 

The 383 examples of alleged consumer fraud collected during Phase I 

yielded several surprises, which are briefly stated be.'.ow: 

• elegant or complex features were noticeably absent from the 

cases; 

• merchant excesses contributed to the collapse of thte 

transaction, extreme behaviors or demands provided 'stimuli 

for consumer complaints; 

• in the early stages, most transactions are indistinguishable 

from "not'111al" purchases made in the marketplace; 

• the illegality of certain behaviors did not prevent merchants 

from using them (e.g., refusing a refund during the 

allowed cancellation time); 

e resolution of the cases (if it occurred) usually required 

substantial consumer time and effort, and from the consumer's 

viewpoint, the investment was often futile; 

• most cases represented one-time occurrences, few patterns 

of the alleged activity were evident. 

We repeat these impressions because the Phase II data confirm them. We can 

now state with greater confidence, that a substantial portion of the cases 

represent "normal" business transactions which result in consumer dissatis­

faction. The evidence collected does not support the supposition that 

merchants frequently concoct elaborate schemes designed to cheat the consumer. 

Complicated schemes account for a very small portion of consumer complaint 

files. On the contrary, the file information indicates that the transactions 

are fairly simple. Nor can we attribute all consumer complaints to mer-

chant misbehavior. In some cases, it appears that a complaint was lodged 

because the product received "wasn't as I expected it to be"; but there is 

no evidence of misrepresentation or deceit. Some of our cases, therefore, 

reflect ineffective behavior on the part of the consumer--not fraud. 
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B. Analysis of Typologies 

During Phase I, we devised three alternati.ve typologies for organi­

zing the alleged fraudulent events. Each of the alternatives used process 

as the major criterion for developing a classification scheme. Although we 

originally planned to select one of these schemes as a basis for collecting 

Phase II data, each of the three appeared prom~sing enough to explore its 

utility with an expanded data base. The data acquisition form was generated 

to collect information that would allow furthler testing of each system's 

ability to communicate insights regarding Lhe nature of consumer fraud and 

potential opportunities for reducing the incidence of fraudulent occurrences. 

All three systems were tested using the Phase II data. The analysis 

of the thematic approach suggested that the Ufteen themes did not provide 

an adequate framework for the data--only 49% of the cases were handled by 

the approach. The transactional sequence and the network approach held more 

promise. Both encompassed the full range of case,'3. Both yielded several 

options for constructing common patterns of consumer abuse. The two sets of 

outcomes had a slightly different Giant. We constructed profiles based on 

these two approaches - using both the process and the descriptive data. The 

next step will be to analyze these profiles in terms of potential intervention 

strategies - our initial task in Phase III. 
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C. The Dofinition 

Where dn~s this leave us in terms of defining consumer fraud? 

Data we collected from numerous cOl1\plaint files reflect Blackstone's defini­

tion, written in 1803, which states that transactions between sellers and 

purchasers are based upon an implied contract of fairness and honestv, 

Two significant findings emerge from the Phase II data: 

1. The absence of a specific inducement. In 63 percent of the 

cases) consumers purchased a product or service because of 

a real or perceived need, rather than a It come-on" by the 

merchant; and 

2. Most merchant/ consumer tt'ansactions are "normal" in the 

sense that the consumer enters the transaction assuming 

that an honest exchange of goods and/or services for money 

will occur. 

Our data contain far more cases that reveal a consumer grievance following 

a commonplace business transaction than loss from a carefully planned and 

executed scheme. The notion of an implied contract of fairness and honesty 

is assumed by the consumer. 
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I 
I VII. PHASE III PLANS 

I During Phase III, AIR and NCLC will work closely together to: 

I • Determine the areas of need for intervention strategies; 

• Develop and e~aluate intervention strategies capable of 

II meeting those needs; 

• Estimate probable costs, investment requirements for 

I implementation and potential effectiveness; and 

• Formulate recommendations on further development or imple­

I mentation of each intervention strategy. 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

Phase II resulted in two major outcomes - profiles that depict 

patterns of consumer abuses and an analysis of the effectiveness of inter­

vention strategies currently practiced by ma~y law enfor~ement agencies 

and consu-mer affairs offices throughout the United Stat(:!s. These t'W'o) 

independently derived, products will enable us to pinpoint areas of signi­

ficant need for intervention strategies, and to assess the probable value 

of alternative remedies. 

We will first compile a list of potential strategies based on the data 

contained in the patterns of constnner abuses. Each of the strategies will 

be keyed to a step in the sequence of events that offers an opportunity for 

effective intervention. Our next step will be to screen this list of can­

didate strategies by assessing the strengths and weaknesses of each as it 

is now being used. This analysis will produce practical feedback for con­

sideration in selecting the interventions we will propose. The third 

$tep in chis procedure will be to examine a sample of cases from our data 

base and bench test the strategy or strategies against these actual 

occurrences. Our product will be a set of strategies which demonstrate 

promise toward reducing the incidence of consumer abuses. 

For each of the strategies we suggest, an implementation plan will be 

devised that takes into account some practical aspects of actually using 

the strategies. Among the aspects to be considered will be cost, develop­

ment requirements, necessary changes in current agency procedures, or 

increased interaction and cooperation among agencies. 
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After exploring the ramifications of the proposed interventions, AIR and 

NCl,C will prepare a series of recommendations for each. The intervention 

recommendations will contain these elements: purpose and anticipated bene­

fit of the strategy; a suggested implementation plan that considers cost 

estimates and human re~ource requirements; an evaluation component to 

measure the results of the strategy underlying the recommenda.tion. 
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Pf CONSUMER FRAUD 
Data Acquisition Form 

AlA case no. 

Anency 

I­
Z 
w 
~ 
w 
(.) 
::J 
o 
Z 

1. Type of Product or Service Involved: Product, Service, Other, Unknown 

If not on list, specify: _ 

2. Consumer Characteristics: A. Age 
Or(:upo· 

B. tional st,lIuS C. Sex D. Residence 

3. Merchant characteristics: A. Is merchant solvent? 8. Available? 
Other com-

C. plaints filed 

4. Other Involved Parties: If not on list, specify: ___ ~._ •. 

5. Initial Contact: If not on list, specify: 

6. Nature of Complaint: If not on list, specify: 

7. Primary Medium Used: If not on list, specify: ._ .... 

8. Dollars Involved in the Individual Transaction: If not on list, specify: _. __ . __ _ 

9. Public Loss: If not on list, specify: ". 

10. Agency Receiving Complaint: If not on list, specify:_~ 

11. Source of Complaint: I f not on list, specify: _._ 

12. Relief Sought: If not on list, specify: .. 

13. Primary or Secondary Agency: If not on list, specify:. 

14. Action Taken by Agency: If not on list, specify: ..... _ 

15. Results of Action Taken by Agency: 

If not on list, specify: 

16. Relief Obtained: If nOt on list, specify: 
• 

1. Was the offer for a business or investment opportunity? 

If not on list, specify: ~"_"" __ "_"_'''_'''_'' __ ''_'._~_~_ 
2. Did the offer include claims for consumer self.improvement? 

If not on list, specify: ___ ._.~ __ .. ''''' __ ' __ ' ._. 
3. Did the offer include claims of unique features not found in competitive line? 

If not on list, specify: __ .. ~ __ ~ ... ___ .. « ____ ,, __ ._.~ __ 

4. Did the offer include claims of substantial savings? 
If not on list, specify: __ ~ _____ ,.,__ .. , _ ... _._. __ .~~ __ 

5. Did the offer include an implied or expressed warranty, guarantee, 
or cancellation clause? 
If not on list, specify: __ _ 

6. Did the offer include or imply time pressure? 
If not on list, specify: ________ . __ ~ 

7. Did the merchant suggest an additional product or service? 
If not on list, specify: ___ . ____ . _________ _ 

OBLIGATION OR AGREEMENT: If not on list, specify: _______ _ 

POSTPAYMENT: If not on list, specify:_~~ ______________ _ 

MERCHANT RESPONSE: If not on list, specify: ___ _ 

Coder comments 

A 1 

-l--H-g-

31r :m- '40 4142 

43 4'4" 45 --;rn-

-6-1-62" 
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Appendix B. DATA ACQUISITION GUIDE 
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co2. 7, 8" 9 

(PRODTYP) 

(CASENUM) Casenumber 

(CASELOC) Agency ___ , ___ _ 

Data Acquisition Guide 

Descriptive Dimensions 

1. TYPE OF PIDDuc'r OR SERVICE INVOLVED 

• I 000 Unknown 

Pl)oducts 
101 Automobiles and other vehicles 
102 Automotive products and supplies 
103 Books, recordings, and periodicals 
104 Focxl, personal care, and relate1 items 
105 Garden prcducts and plants 
106 Health products and drugs 
107 Home furnishings and appliances 
108 IJet.,relry, watches, coins, stamps, arrl the like 
109 Outdoor recreational gocxlS, toys, musical 

instruments 
110 Wearing apparel 
111 la,nd/real estate 

.. 9Cl'V-i.CdB 
201 Appliance and equipnent repairs 
202 Autarobile or other vehicle related 
203 Business opportunities 
204 Educational 
205 Employment 
206 Financial, including loans 
207 House related 
208 Housing locator 
209 Moving and storage 
210 Photographic 
211 Publishing and marketing 
212 Self-irnprove:nen t 
213 Shipping and travel 
214 Yard relate1 
215 "care" sel::Vices: baby-sitting, house-sitting, 

elderly, funeral services 

Misce Z Zaaeou8 
301 Charity 
302 Contest 
303 Collection agency or other holder 
304 Cre:iit reporting agency 
305 Animal relatei 
306 Recreational/Entertainment services/products 

A Othep - specify 
B Not arpUaabZe 

B 1 



I 

2. CONSUMER CHARACTERISTICS 
I 

coZ. 10 a. Age I ., 0 Unknown 
(AGE) 1 (not used) 

2 Teenager or adult 
3 Senior Citizen I 
11 Not appUaabZe 

I coL. 11 b. Occupationa Z status 
., 0 Unknown 

I (OCCSTAT) 1 Unemployed 
2 Part-t:ime job 
3 Full-time 
4 Retired I 

B Not appLicable 

col. 12 c, Bex I ., 0 Unknown 
(SEX) 1 Female 

I 2 Male 
3 ,Couple 
4 Group 

B Not applicable 'I 
col. 16 d. Residence 

I ., 0 Unknown 
(RESIDE) 1 Urban 

2 Suburban 
3 Rural I 

B Not appUcable 

3. MERCHANT CHARACTERISTICS I 
co Z, 14 a. Is merchant solvent? (fs he making any claims of 

I bankruptcy~ inability to meet financiaL obUgations? ) 
(MSOLVE) ., 0 Unknown 

1 Yes, solvent 

I 2 Not solvent 

B Not applicabZe 

ceZ. 15 b. Is merchant available for contact? (Has he I 
responded to inquiries~ etc.?) 

(MAVAIL) ., 0 Unknown 

I 1 Yes, easily 
2 Yes, with difficulty 
3 No 

B Not appUcable I 
B 2 I 
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coZ. 16 

(NUMCOMP) 

coZ. 1? 

co Z. 18 

(CONTAC!') 

coZ. 20~ 21 

(NATURE) 

c. Have other conpZaints been fi~ed against the 
merchant? 
., 0 Unknown 
1 Zero 
2 Less than 5 
3 Between 5 and 10 
4 Eleven or more 

4. 0l'HER INVOLVED PARrIES 

., 0 Unknown 
01 Manufacturer 
02 Seller 
03 Lender 
04 Holder 
05 No other parties involved 
06 Advertiser - (mail order) 
07 Service agencies 
08 Sub/prime contractors 

A Other - speoify 
B Not appZicabZe 

5. NATURE OF THE INITIAL CONTACI' BE'IWEEN CONSUMER 
AND .MElUIANT 

., 0 Unknown 
1 Mail 
2 Telephone 
3 At consumer I s hare 
4 At merchant I s regular place of business 
5 At the re;ular place of business of another 

involved party 
6 At sane location other than "3," "4," or "5" 
7 No consumer involved in the canplaint 

A Other - specify 
B Not appUcabZe 

6. NATURE OF COMPLAINT 
., 0 Unknown 
01 Deceptive pricing, including misrepresentation 

as to "sale" or value, anitting necessary 
price/credit disclosures 

02 Unavailability of advertised products or 
services 

03 Misrepresentation as to warranties 
04 Misrepresentation as to benefits derive:i 

from purchase 
05 Failure to deliver all or part of purchase 
06 Delivery of poor quality products or ~vices, 

including defective installation 
07 Delivery of prcrlucts or services which differ 

fran those purchased 
08 Qvercre.rging or charging hidden costs 
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co~. 22~ 23 

(MEDIUM) 

co~. 24~ 25 

(roLLARS) 

09 Refusal to honor warranty 
10 Undue delay in performing repairs 
11 Performing unauthorized or unnecessary 

rep:tirs 
12 Failure to give an agreed refund or exchange, 

or credit a return 
13 Collection or harassment problem 
14 Receipt of unsolicited merchandise 
15 Merchant unlicensed 
16 Appearance of illegal dealings 
17 Suggesting unnecessary repairs 
18 Merchandise surrendered for servicing 

either not returned/sold/damaged 
19 Comb. 05 & 06 
20 M misrepresents own affiliations/qualifications 

A Other - specify 
B Not app~icab~e 

7. PRIMARY MEDIUM USED 'IO PERPETRATE THE ALLEGED FRAUD 
., 0 Unknown 

Recorded 
01 Labeling/packaging 
02 Mail Solicitation 
03 Pamphlets/Circulars 
04 Periodicals (newspapers/magazines) 
05 Yellc:w Pages 
06 Television/Radio 
07 Defective performance of product/service 

(taxi meters, gas pumps, vending machines) 
08 Verbal/Written guarantee 

Unrecorded 
11 Oral representation (face to face) 
12 Telephone 

A Other - specify 
B Not app~icabZe 

8. DOLLARS INVOLVED IN THE INDIVIDUAL TRANSACTION 
., 00 Unknown 
01 Zero 
02 Under $5.00 
03 $5 to $19 
04 $20 to $99 
05 $100 to $499 
06 $500 to $1,999 
07 $2,000 to $9,999 
08 $10,000 to $49,000 
09 Over $50,000 

A Other - specify 
B Not app~icab~e 
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col.. 26" 2'1 9. PUBLIC LOSS DUE TO OVERAI...L SCHEME 

I ., 00 Unknown 
(PUBLOSS) 01 Zero 

02 Under $100 

I 
03 $100 to $999 
04 $1,000 to $4,999 
05 $5,000 to $24,999 
06 $25,000 to $99,999 

I 07 $100,000 to $499,999 
08 OVer $500,000 
09 Unclear whether scheme mvo1ved. 

I A Other - specify 
B Not appu'cabZe 

I col.. 28" 29 10. AGm::Y RECEIVING 'IRE COMPLAINT 

(R AGENr) Federal. Government 

I 11 U. S. Attorney 
12 Federal Trade Corrmissian 
13 united States Postal Service 

I State GOvernment 
21 Attorney General 

I 
22 Consumer Affairs Office 

LocaZ Government (County/MUnicipaZityJ 
31 District Attorney or Equivalent 

I 32 Consumer Affairs Office 
33 Police Department 
41 AARP 

I 
42 call for action 

A Other Department 0.1' Agency - specify 

I 
B Not appZicable 

col.. 30~ 3l 1I. SOUOCE OF THE CCMPLAINT LEADING TO AGENCY AcrION 
., 00 Unkncmn 

I (SOURCE1) 10 One consLUUer 
20 Several consumers 
30 Another merchant 

I' 40 Within the agency itself 

A Other - specify 

I 
B Not applicable 

coZ. 32" 33 Anothe.1' Agency: 
., 00 Unknown 

I (SOURCE2) 51 U.S. Attorney 
52 Federal Trade Corrmission 
53 United States Postal Service 

I 
54 State Attorney General 
55 State Consumer Affairs Office 

I B 5 
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I 
56 Local District Attorney or equivalent I 57 Local Consumer Affairs Office 
58 Local Police Department 

I 59 B. B. B. 
60 Chamber of Carmerce 
61 State Licensing Board 
62 Bureau of ~veights and lvlea.sures or Health Dept. I 63 AARP 
64 Action line 

A Other - speaify I B Not appUaabZe 

aoZ. 34 12. RELIEF SOUGHT BY THE CCNSUMER I ., 0 Unknown 
(REL_Sar) 1 :None 

2 Advice only I 3 Performance as promised 
4 Exc;hdllge merchandise 
5 Refund or partial refund 

I 6 Money to cover consequential losses 
7 Investigation or action for the benefit of 

t.he public 

I 8 No individual consumer complained 
9 Both 3 & 5 

A Other - speaify I B Not appUaabZe 

aoZ. 35 13. PRIMARY OR SECONDARY AGENCY? 

I ., 0 Unkno;vn 
(PRIMSEC) 1 Primary 

2 Secondary 

I aoZ. 36~ 37 14. ACTION TAKEN 
., 00 Unknown 

(ACTION) 01 Advice to consumer/no further action taken I 02 Investigation conducted/no further action 
03 Further investigation in preparation for 

referral 

I 04 :No investigation/referral 
05 Non-litigated resolution sought 
06 Formal civil proceedings instituted 

I 07 Fonnal criminal proceedings instituted 
08 Action pending wi thin agency 
09 Nothing 
10 Investigation and advice 

A Other - speaify 
I 

B Not app Uaab Ze 

I aoZ. 38 15. RESULTS OF ACTICN 
., 0 Unkno;vn 

I (RESUL'IS) 1 None wi thin agency 
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ool. 39 

(CESSATE) 

ool. 40 

(CORREer) 

ool. 4l 

(REFUND) 

ool. 42 

(PAYMENT) 

ooz. 43 

(cnSTS) 

ool. 44 

(IMPRISON) 

ool. 45 

(PROBl\TE) 

ool. 46 

(SENTPEND) 

2 Adm:inistrative consent order or other 
agreement 

3 Administrative order 
4 civil settlement, including consent order 

judgment 
5 Civil judgroont 
6 Criminal guilty plea or conviction 

Cessation activity 
., 0 Unknown 
1 Yes 
2 No 

Taking of sane corrective action 
., 0 Unknown 
1 Yes 
2No 

Restitution or refund 
., 0 Unknown 
1 Yes 
2No 

Payment of rroney to cover consequential losses, 
inclu:1ing fines 

., 0 Unknown 
1 Yes 
2 No 

Costs incurred by agency 
., 0 Unknown. 
1 Yes 
2 No 

Imprisonment 
., 0 Unknown 
1 Yes 
2 No 

Probation or suspended sentence 
• 1 0 Unknown 
1 YeS 
2 No 

Sentence or judgment pending 
., C Unknown 
1 Yes 
2No 

B Not appZioable (for aZZ of items under 
#15) 
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aoZ. 4?~ 48 16. RELIEF OBTAINED BY THE CONSUMER I ., 00 Unknown 
(REL_OBT) 01 None 

02 ..Advice only I 03 Performance as promised 
04 Exchange merchandise 
05 Refund or partial refund I 06 Money to cover consequential losses 
07 Investigation or action for the bP~efit of 

the public 

I 08 No individual consumer canplained 
09 Case still pending 
10 3 & 5 
11 5 & 7 I 12 Billing/acct. adjustments 
13 Stop harassments 
14 Release fran contract/and refund if I applicable 
15 Return of merchandisl9 surrendered for 

servicing 

I A Other - speaify 
B Not appZiaabZe 

Inducement I 
aoZ. 49~ 50 1. WAS THE OFFER FOR A BUSINESS OR INVESTMENT OPPOR- I (OPPORTU) TUNITY? 

• f 00 Unknown 
11 Yes: Operating franchise 
12 Working at home I 13 Invesbnent in item that may appreciate 
14 Ret~rement property 
15 Sales positions: brokers I 19 Unsolicited merchandise; no induce-

ment 
20 No. 

I A Other - speaify 
B Not appZiaabZe 

I aoZ. 5Z~ 52 2. DID THE OFFER INCLUDE CIAIMS FOR CONSUMER SELF-
IMPROVEMENT? 

(SELFIMP) • I 00 Unknown I 11 Yes: Special lessons or training; "how-to" 
guides 

12 Publication and marketing services for 

I unknown authors 
13 Physical fitness programs; unique diets 
14 Who's who listings; talent prorrotions 
15 Educational employment products or I services 
16 Cosnetic health features I e.g. I hair 

replaceLlle11t procedures I 17 Dating service 
20 No 
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aoZ. 53" 54 

(UNIQUE) 

aoZ. 55" 56 

(SAVINGS) 

ao7-. 5'1" 58 

(WARRANT) 

ooZ. 59" 60 

(PRESSURE) 

A Other - speaify 
B Not appZiaabZe 

._-_. -----------

3. DID THE OFFER INCLUDE CLAIMS OF UNIQUE FEA.TURES 
Nor FOUND IN CCMPETITIVE LINE? 

., 00 Unknown 
11 Yes: Products unavailable at retail outlet 
12 Item one may not reasonably expect 

access to 
13 Girrm.i.ck 
20 No 

A Other - speaify 
B Not appZioabZe 

4. DID THE OFFER INCLUDE CLAIMS OF SUBS"rANTIAL 
SAVINGS? 

5. 

., 00 unknown 
11 Yes: Consumer pays tiny fraction of implied 

real cost and really should not expect 
this; "winning" a prize 

12 Appears to l:e a good value 
13 Personal loans without securities 

requireroonts 
14 Credit sales with n%r hidden finance 

charges 
20 No 

A Other - speaify 
B Not appZiaabZe 

DID THE OFFER INCLUDE AN IMPLIED OR EXPRESS WARRANTY; 
GUARANTEE OR CANCELLATION CLAUSE? 

., 00 Unknown 
11 Yes: Express. (product only) 
12 Implied or assumed due to advertised 

product; reputable firm and/or use 
of brarrl narre 

13 Implied or assumed due to claims on 

14 
15 
16 
20 No 

lal::el 
Express (delivery) 
Express (delivery and claims) 
Express (delivery) and Implied (product) 

A Other - speaify 
B Not appZiaabZe 

6. DID THE OFFER INCLUDE OR IMPLY TIME PRESSURE? 
., 00 Unknown 
11 Yes: ConSLnner must purchase immediately to 

receive "good" offer 
12 Opportunity came near holiday; seasonal 

delivery 
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aoZ. 61.,,, 62 

(ADDPROD) 

aoZ. 63" 64 

(OBLIGA'r) 

aoZ. 65" 66 

(POSTPAY) 

13 
14 
15 
16 

17 
20 No 

Emergency situation 
Special event; vacation package 
Proximi ty to retirement 
Employment service/hane or apartment 
listings 

Available only in limited quantities 

A Other - specify 
B Not appZiaabZe 

7 • DID THE MEro-IANT SUGGEST AN ADDITIOOAL PRODUcr OR 
SERVICE? 

., 00 Unknown 
11 Yes: Differing fran one rrentioned in 

inducement 
12 Extension of original idea 
13 Options offered because merchant 

20 No 

experiences "difficulty" irl honoring 
terms 

A Other - specify 
B Not appZiaabZe 

OBLIGATION OR AGREEMENT 
., 00 Unknown 
01 Pay for all of merchandise or service at the 

time of possession 
02 Pay for part of merchandise or service at 

time of possession 
03 Prepay for mail o~er purchase prior to 

delivery of mercharrlise 
04 Prepay for other purchase prior to delivery 

of merchandise 

Signs an agreement or aontraat with the merahant: 
05 Long--term obligation requiring periodic payments 
06 Ircm::.mate payment and/or sane non-financial 

personal investment 
07 Merchandise surrendered for servicing 
08 Consumer signs agreement involving a third 

party 
09 Down payment 
10 No purchase made 
11 Billed after servicing/receipt of merchandise 

A Other - specify 
B Not appZicabZe 

POSTPAYMENr 
., 00 Unknown 
10 Receipt of unsolicited merchandise 
11 Nonreceipt of merchandise or service 
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~oduats and/or serviaes do not aorrespond to 
'What lM:lS offered/expeoted: 
21 Inferior or defective product or service 
22 Substitute item/service received 
23 Value of product or service \\Orth substan­

tially less than cost 
24 Failure to give refund for returned merchan­

dise 

Merahant adds undisaZosed aosts/aharges: 
31 Loan transaction 
32 Credit/instal1ment purchase 
33 Base price inaccurately represented 
34 Extra service, products 
35 Extra fees 
40 Larger and/or different investm::mt required 

of consumer (in tenus of unanticipated 
expenditures of time, energy, or other 
resources) 

50 C. wants out-~wants to cancel agreement 

A Other - speaify 
B Not appZiaabZe 

MERCHANI' RESPONSE 
• I 00 Unknown 
01 Ignores any contact 
02 Skip-out 
03 Bankruptcy or claims insolvency 
04 Argues prcduct claims 
05 Argues price claims 
06 Delays taking action 
07 Disclaims knowledge 
08 Refers to third party 
09 Takes same corrective action 
10 Harrassment/Threats 
11 Argues contract interpretation 
12 Refusal to give refund 
13 Denies (changes) advertised claims 

A Other - speaify 
B Not appZiaable 
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C. Thematic Definitions 

a. Brooklyn: Consumer never receives a product or service which has 

been paid for in advance. There is an "understandable" delay between pay­

ment and delivery during which the merchant disappears. 

!b~'ple$ : 

(1) Digital watches are offered by mail-order, but none ever 
are received 

(2) TV sets are offered during a telephone call, but nfter 
payment is made at the meeting place, the seller disappears 

(3) Magazine subscriptions are solicited door-to-door, but pay­
ment never reaches the publisher. 

features: 

• merchant is not a regular dealer, has no place of bUSiness, 
and would be difficult to contact 

(.< usually a "one-time ll offer extended for a limited time 
period 

• price appears to be fair or a modest bargain 

• order acknowledgements or receipts for payment may be 
provided for assuran(e during the delay. 

b. Emperor's Clothes: Consumer is led to beliave a paid-for product 

or service is being delivered ,,,hen it is not. The lack of delivery is dis­

guised by merchant assurances and superficial evidence. 

!,!xa.mples : 

(1) Paid a service to remove a bad credit rating, but later 
found nothing had been done 

(2) Paid feAs to an invention marketing service, but considerab1e 
time has gone by with no results 

(3) Charges were.made for auto parts that were not replaced or 
repaired. 

features: 

• the lack of delivery would be difficult to detect 

• repeat or continued pur(!hases from the same merchant are 
connnon 

• the merchant frequently suggests the need for the product 
or service, acting as a knowledgeable expert 

• vanity services and difficult-to-observe repairs often are 
involved. 
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c. Trusty Label: The product is mislabeled as to content, condition, 

amount, or source. Difference generally is not great and would be difficult 

to detect, but could influence price or produce comparisons. 

examples: 

(1) Fabric mislabeled as to content, with proportion of wool 
overstated by 10% or more 

(2) Used-car odometer was rolled back by one-third of its actual 
mileage 

(3) Packaged salami weighed less than indicated on the wrapper. 

features: 

• effectiveness of mislabeling depends on consumer con­
fidence as to the truth of labels 

• discrepancies rarely would or could be detected by the 
consumer without technical assistance 

• most discrepancies are small, but can result in con­
siderable profit to the merchant in the aggregate. 

d. Entrapment. The consumer is maneuvered into being obligated for 

future payments, which may be larger or less escapable than had been anti­

cipated. The merchant's actions typically are legal although often uncon­

scionable. 

examples: 

(1) Agreed to door-to-door offer to have lawn work done and 
hedge trimmed, and then was presented with bill for $1,464 

(2) A 19-year old was talked into signing a contract with a 
health spa at $24 per month for the rest of his life and 
then learned it was uncancellable 

(3) Took car for transmission repairs at estimated $35 but then 
was told more work was required than anticipated and that 
car could not be reassembled unless paid $485. 

features: 

• the consumer often is unhappy, but believes he has little 
recourse 

• the transaction usually involves a product or service that 
would be sought infrequently 

• high-pressure sales tactics often are used to obtain the 
initial agreement 
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• frequently involves encouraging installment or credit 
purchases where the cost of credit is not fully understood 
beforehand. 

e. Rollover: Goods or services that have been at least partially 

paid for are repeatedly delayed and, before they are complete, the merchant 

may declare bankruptcy. During this period, the merchant accepts payments 

while being unable or unwilling to perform. 

examples: 

(1) After receiving a downpayment of one-half of the amount for 
house repairs, the company went out of business 

(2) Ordered coins by mail but the dealer replied those were out­
of-stock; substitute merchandise was offered but requests 
for a refund were ignored 

(3) A layaway deposit was made on a suit but the store went out 
of business before payments were complete. 

features: 

• inquiries about delays frequently are unanswered and 
request for refunds are refused 

• substitute merchandise frequently is offered 

• there usually is an established place of business and, 
frequently, the merchant has been in business some time 

• the conSumer almost never is aware of the merchant's 
impending insolvency, and believes delays are due to 
ineptness, unavailable supplies, or other causes 

• the merchant is likely to have a growing backlog of 
unfilled orders. 

f. Come-and-get-it: Offers premiums, special prices, or other induce­

ments to attract customers, but then discourages, refuses or otherwise 

makes it difficult to impossible for the consumer to obtain the inducement. 

examples: 

(1) Advertised tires "not in stock" either during sale or 
period of rain check; substitutes offered at higher prices 

(2) Advertised gift of free turkey not honored after used car 
is purchased 

(3) Price on sign at gasoline station available only at one 
of ten pumps, located out of the way. 
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features: 

• frequently involves bait-and-switch sales practices 

• ads typically omit indication of "limited quantities" or 
"limited time" even when these are very short 

• consumer often becomes aware of what is happening before 
making a purchase and yet does so anyway. 

g. Squeeze: The consumer, because of prior investment or the urgency 

of the problem, is under pressure to pay more for a product or service than 

he normally would. The merchant limits the consumer's options by erecting 

a temporary monopoly. 

examples: 

(1) After making a downpayment on used auto, was told credit was 
not large enough for the intended purchase, and that the 
downpayment was not refundable although it could be applied 
toward the purchase of a less desirable car 

(2) Paid $35 for TV repairs which were unsatisfactory, and then 
told that further repairs would cost $155 

(3) ~lile stopping for gas on trip, station attendants apparently 
slashed inside of tires requiring overpriced replacements. 

features: 

• the need for the product or service often is created by 
the merchant 

• frequently involves a "50/50" or comparable guarantee, 
with the ultimate price to the consumer equal or more to 
what would be paid elsewhere 
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• frequently involves collection of a downpayment and refusal I 
to refund in cash 

• the lIsqueezell is applied before the transaction, and the 
consumer often is aware of what is happening before agreeing I 
to an exorbitant price or substitute product. 

h. Gilded Lily: Claims are made which lead the consumer to believe 

the product or service will result in more benefits than actually will be 

received. Because many factors may affect outcomes, these claims usually 

are difficult to disprove. 
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examples: 

(1) Advertising claims a mouthwash will reduce sore throats and 
colds, but this is not medically proven 

(2) Figure salon suggested reductions in clothing sizes not 
attainable without also exercising and dieting 

(3) Advertised "connnemorative" Lincoln penny turns out to be an 
ordinary penny. 

features: 

• claims typically are implied rather than explicit, and the 
ads may be literally true 

• the product or service is provided, and generally, the cost 
is not enormously excessive for what actually is received 

• although the product or service often has some value, it 
probably would not have been purchased in the absence of 
the misleading claims. 

i. Dust-Off: Customer is provided with a clearly defective or unsatis­

factory product or service, and the merchant stalls or otherwise refuses to 

correct the problem. 

examples: 

(1) Had an oven thermostat replaced, but the new one doesn't 
work and the merchant refuses to do anything about it 

(2) Purchased a sofa which is falling apart after seven months 

(3) Purchased a floor covering which shrank away from walls; 
complained but merchant was nonresponsive" 

features: 

• generally. the problem is that the product realistically 
lacks merchantability; this mayor may not be characteristic 
of that merchant, and may not be his fault 

• both new and used products may be involved as well as 
unsatisfactory repairs or. services, real property 

• in some instances, the consumer may be an unreasonable 
perfectionist as seen by the merchant. 

j. Bargain-Hunter: Product or service offered at what is claimed 

to be a sizable discount has no unusual value. The cost to the consumer 

turns out to be as much or more than what it would be regularly. 
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examples: 

(1) Gtdtar is advertised as 35 percent off, but the reduced 
price is the normal selling price 

(2) Consumer pays fee to take advantage of claimed vacation rates 
at hotel which turns out to be no bargain 

(3) "Free" encyclopedia set offered with purchase of additional 
books at exorbitant prices. 

features: 

• transaction often begins with notification of having "won" 
a contest 

• the size of the indicated discount often is very large 

• a "fee" often is requested as a condition of eligibility 

• ~he offer often involves a complex "package" which makes 
price comparisons difficult. 

k. Cold Shoulder: Requests for refunds, cancellations, or return 

of deposit are not honored even though they fall within the legal cooling­

off period or are a condition of the transaction. 

examples: 

(1) Purchased book by mail with guaranteed full refund if not 
satisfied; returned book but refused refund 

(2) Paid 1/2 down on door-to-door solicited magazine subscription; 
tried to cancel within 3-day cooling-off period but company 
ignored cancellation request 

(3) Paid a deposit on a tour charter and tried to cancel for 
health reasons within allowable period but travel agency 
refuses to refund. 

features: 

• consumer generally has evidence, but the merchant simply 
refuses to make the refund 

• often involves products and services typically sold on 
a commission basis. 

1. Vigorish. The merchant adds untypical charges for supplying products 

or services to increase profits, including subtracting handling charges on 

returns or exorbitant finance charges. 
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examples: 

(1) Consumers hilled one-half cent additional per gallon 
heating fuel, and were told this was an "error" only if 
they complained 

(2) Consumer charged 25 percent of the purchase price of an 
article as a return fee 

(3) Full price of bonus IIfree" film charged to consumer's credit 
card. 

features: 

• variety of techniques used to "pad" costs include adding 
sales tax where it should not be charged, charging for 
repairs during warranty period, charging for unneeded 
repairs, and charging for unordered merchandise 

• generally occurs with mail-order merchandise or with repairs. 

m. The Other Guy: Consumer finds it difficult to resolve a dispute 

because of the involvement of a third party. Often involves a holder-in­

due-course, "independent contractor," or insurance tie-in. 

examples: 

(1) Contractor never finished room addition ,but bank had already 
paid the contractor and refused involvement in the dispute 

(2) Contractor recommended by the insurance company failed to p~~­
form but the insurance company refused to allow the consumer 
to use another contractor 

(3) Data processing school \lTas not responsible for salesman IS 

claims of job placement because he was performing as an 
"independent contractor." 

features: 

• shares many features with other schemes, such as 
Dust-Off or Squeeze if collusion is aSStnlled 

• collusion between the participating parties often seems 
evident. 

u. Slipshod: Mail order merchandise fails to arrive and customer 

is unsuccessful in complaining to merchant. There is no evidence of intent 

to defraud, but the merchant seems Q~able to determine whether orders 

have been filled. 
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examples: 

(1) Ordered item by mail which was not received and the merchant 
did not rElp1y to inquiries; investigation showed no pattern 
of nondelivery 

(2) Prepaid for clothing items which were delayed and then wrong 
items received; returned for refund vrhich was not received; 
investigation showed merchant had evidence that the refund 
had been sent 

(3) Had been subscribing for horoscope for five years; but this 
time did not receive; investigation showed merchant sent item 
prior to investigation. 

features: 

• all are mail order, mostly involving established suppliers 

• problem is not Ilondeli very itself, but merchant I s inability 
and/or unwillingness to verify legitimacy of complaints or 
follow through on them. 

o. Credit Violations: Miscellaneous consumer complaints about poor, 

misleading credit practices; violation generally is illegal but occ11rred 

anyway. Two subgroups: 

(i) collection agency practices (debt harrassment) 

(ii) misrepresentation as to terms of contract 

examples: 

(1) Purchased TV/stereo on finance but couldn't make payments; 
store harrassed wife although she was not a cosigner 

(2) Collection agency suggested it would take legal action it 
was not authorized to take 

(3) Freezer meat merchant indicated credit available but did 
not disclose required information on cash price, downpayment, 
repayment schedule, percentage rate, and financed price. 

features: 

• action typically illegal, but occurred anyway; amount of 
harm to.consumer in the sense of consumer fraud may be 
small. 

p. Non-fraud: Business practices that are improper but may not con­

stitute consumer fraud. 
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examples: 

(1) D:Lspute over work done by contractor who apparently had a good 
rl2cord 

(2) Fire destroyed laboratory and prepsid orders for film resulted 
in nondelivery 

(3) Realtor for house purchase suggested filling out papers at 
lower than agreed price so he could avoid taxes 

(4) Consumer learned . two loan applications had been submitted in 
his name to a loan company 

(5) Although merchant stated not co mail in coins, consumer did 
so anyway and claimed their value at up to $1,000 each. 
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D. Transactional Sequence Classification Scheme 

1. Inducement. 

A. Business or investment opportunity, financial gain 

1. Operating franchise 

2. Working at home 

3. Investment in item that may appreciate 

4. Retirement property 

5. Sales positions; brokers 

B. Self-improvement 

1. Special lessons or training; "how-to" guides 

2. Publication and marketing services for unknown authors 

3. Physical fitness programs; unique diets 

4. Who's who listings; talent promotions 

5. Educational products or services 

6. Cosmetic features, e.g., hair replacement procedures 

7. Dating service 

C. Substantial savings 

1. Consumer must purchase immediately to receive IIgood" 
offer. 

2. Consumer pays tiny fraction of implLed real cost and 
really should not expect this; "winning" a prize 

3. Appears to be a good value 

4. Available only in limited quantities 

5. Personal loans without securities requirements 

6. Credit sales with n%r hidden finance charges 

D. Unique features not found in competitive line 

1. Products unavailable at retail outlet 

2. Item one may not reasonably expect access to 

3. Gimmick 

E. Timeliness of offer 

1. Offer made on consumer's premises 

2. Opportunity came near holiday; seasonal delivery 

3. Emergency situation 

4. Special event; vacation package 

D 1 



5. Proximity to retirement 

6. Employment service/home or apartment listings 

F. Implied or express warranty; guarantee; cancellation clause 

1. Entertainment ticket 

2. Advertised product; reputable firm; llse of brand name 

3. Automobile purchase 

4. Home improvement/inspection 

5. Product repair or service 

II. Obligation or Agreement. 

A. Pay for all or part of merchandise or service at the 
time of purchase 

1. Home solicitation 

2. Retail outlet 

3. On the street 

B. Prepay for mail order purchase prior to delivery of 
merchandise 

C. Signs an agreement or contract with the merchant 

1. Long term obligation requiring periodic payments 

2. Immediate payment and/or some non-financial personal 
investment 

3. Merchandise surrendered for servicing 

III. Intermediate Activities. 

A. Merchant suggests an additional product or service 

1. Differs from one mentioned in tnducement 

2. Extension of original idea 

3. Options offered because merc!hant experiences "difficul ty ll 

in honoring terms 

B. Merchant is reluctant to interact with consumer 

1. Inquiry regarding differences between oral agreement 
and written contract are dis'regarded 

2. Inquiry (letters or phone) rE~garding delay/:' ignored 

3. Hassle over arrangements 

C. Merchant adds undisclosed costs/charges 

1. Loan transaction 
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2. Credit/installment purchase 

3. Base price inaccurately represented 

D. Consumer signs agreement involving a third party 
(no subcategories) 

E. Consumer decides to cancel 
(no subcategories) 

IV. Outcome. 

A. Nonreceipt or partial receipt of merchandise or service 

L Mail order 

2. Home solicitation 

3. Franchise operation 

4. Referral service 

5. Nondelivery from retail outlet 

B. Larger and different invpstment required of consumer 

C. Products and/or services do not correspond to what was 
offered/expected 

1. Inferio't' .)r defective p't'oduct or service 

2. Substitllt~ item/service received or offe.ced 

3. Value of product or service worth substantially less 
than cost 
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Appendix E. TWO·WAY CROSS·TABULATIONS OF TRANSACTIONAL 
SE~UENCE AND NETWORK ANALYSIS PROFI LES 
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PRODUCT OR 

SERVICE 

UNKNOWN 

I 
I 
IAA 

TABLS E·1. TWO·WAY CROSS-TABULATIONS BY TRANSACTION CODES 

lAS 

TRANSACTIONAL SEOUENCE PROFILES 

lAC 
j 

ISA IBB I Be leA IC8 IcC 

a 01 a 7 0 1 1 1 
O.CO 0.00 I 0.00 63.b~ 9.09 0.00 9.09 9.09 9.09 

I o.CIa I 0.00 I 0.00 I 3.26 I 3.23 I 0.00 I 1.12 I 1.28 I O.~ I ~ _____ •• __ + ________ ._~ __ w __ ~ ________ + ________ + ________ +-_ ______ + ________ + ________ + 

AUTOMOBILES I 3 1 1 I 28 1-25.11 a I 0 )'9.08 0 I ~ I 9 1+7.27 21 I 
AND OTHER I 4.55 I 1.52 I 1,2."2 I 0.00 I 0.00 I 0.00 I b.Ob I 13.b4 I 31.82 I 
VEHICLES I 5.36 1 1.59 I 9.00 I 0.00 I 0.00 I 0.00 I "."9 I 11.5" I 19.81 I 

.. ----... --- .. -------+-------+--------+--------+---.. -- .... -+-------+---,..--+---_ .... + 
I a 1+.94 6 1+3.64 2" I " I 1 I a I 1 I 1 I 1 I 

AUTOMOTIVE I 0.00 I 15.19 I 63.16 I 10.53 I 2.63 I 0.00 I 2.63 I 2.63 I 2.63 I 
PRODUCTS I 0.00 I 9.52 I 7.72 I 1.86 I 3.23 I 0.00 I 1.12 I 1.28 I 0.94 I 
BOOKS. 
RECORDINGS, 
AND 
PERIODICALS 
FOOD, PER· 
SONAL CARE 
ANORIi.I.ATED 
ITEMS 

GARDEN 
PRODUCTS 

\lEALTH 
i'RODUCTS 

HOME 
FURNISH· 
INGS 

JEWELRY. 
WATCHES 

OUTOOOR, 
RECREA· 
TIONGOOOS 

WEARING 
APPAREL 

LANDI 
REAl. 
ESTATE 
APPLIANCE 
AND 
eOUIPMENT 
REPAIRS 
AUTOMOBILE 
OR OTHER 
VEHICLE 
RELATED 

BUSINESS 
OPPOR· 
TUNITIES 

+--------+--------.--------+--------~--------+ .... -------+--------+----~---+--------+ I 4 I 1 I 8 I 2" I 0 I 8 I 1 I 2 I ~ I 
I 1.69 I 1.92 I 15.38 I 41>015 I 0.00 I 15.3~ I 1.92 I 3.85 I 7.69 I 
I 701" I 1.59 I 2.S7 I 11.16 I 0.00 I 9.76 I 1.lZ I 2.56 1 3.77 1 
t--------+--------+--------+--------+--------+--------+--------~-------+--------+ 
1 7 1 6 1'!-9.38 28 I 11 1 a 1 2 1 a I 3 1 0 1 
I '.2.28 I 10.53 1 "9.12 I 19.30 I 0.00 I 3.51 I 0.00 I 5.26 I 0.00 I 
I 12.50 I '1.52 I 9.00 I 5.12 I 0.00 I 2.H I 0.00 I 3.85 I 0.00 I 
... -------+-------+------- ....... --... ---+--------+--------+--------+-------+-------t 
I 1 1 0 I ;1 1 5 I 0 1 +1.47 7 1 1 I a I a 1 
I 6.25 I 0.00 I 12.50 I 31.25 I 0.00 / 43.~5 I 6.25 I 0.00 I 0.00 I 
I 1.79 I 0.00 I 0.64 I 2.J3 I 0.00 I 8.SIt I 1.12 I 0.00 I 0.00 I 
+--------.--------.--------+--------+--------+--------.--------+--------+--------~ 
I 01 01 61 31 II 31 01 01 01 
I 0.00 I 0.00 I .. 6.15 I 23.08 I 7.69 I 23.08 I 0.00 I 0.00 I 0.00 I 
I 0.00 I 0.00 I !.93 I 1.40 I 3.23 I 3.66 1 0.00 I 0.00 1 0.00' 
t--------+--------+--------+--------+--------+--------+--------+--------.--------+ 
I 7 1 +5.9 1; 1+22.29 5 .. 1 22 I 2 I 11 I 11 I 7 I 9 1 
I 5.01 I 10.S1 I 39.13 1 15.9" 1 1.45 I 7.91 I 1.91 I 5.01 1 b.52 I 
I 12.50 I 23.81 I 17.36 I 10.23 I b.45 I 13.1tt I 12.31> I 8.97 I 8.49 I 
+--------+--------+--------+--------+--------+--------t--------f--------.--------+ 
I 1 I 0 I 15 I 22 I 2 I 7 / 2 I 0 I i I 
I 1.96 I 0.00 I 29.41 I 43.14 I 3.92 I 13.73 I 3.92 I 0.00 I 3.92 I 
I 1.79 I 0.00 I 4.82 1 10.23 1 0.45 1 8.s.. I 2.25 1 0.00 I 1.89 1 + ________ + ________ + ________ + _______ ~+--------+-w------+_ _______ • _____ ~ __ *-_------+ 
I 21 21 6/ 131 11 51 II 21 11 
I 5.71 I 5.71 I 17.H I 37.14 I 2.86 / 1".29 I 8.57 I 5.71 I 2.86 I 
I 305"1 I 3.17 I Ion I b.05 I 3.23 1 6ol0 I 3.31 I 2.56 I 0.94 1 
.. --------+--------+----- .... --+-------- fo------ .... +-------+--------+------t------'-- + 
I 0 1 2 1+7.39 19 1 15 1 ! I 1 I I) I 1 ! 2 I 
I 0.00 I It.88 I "6.31t I 36.59 I 2.'04 I 2.4" / 0.00 I 2.4'> 1 4.88 I 
I 0.00 I 3.17 I 6.11 I 6.98 1 3.23 I 1.22 1 0.00 1 1.2S I 1.89 I 
.--------+--------.--------+--------+--------.--------+--------.-----~--+--------+ 

.--------~--------.--------+--------~--------~--------~-------+--------~--------+ I a I 1 I " I 2 I I I 2 I " I 5 I -2.04 a I 
1 0.00 I 3.70 I lIt.Sl I 1.41 I 3.70 I 7."1 I 14.81 I 18.52 1 29.63 1 
I 0.00 I 1.59 I 1.29 I 0.93 I 3.23 I 2.'04 I ".H I 6.41 I 7.55 1 
+--------+--------+--------~-------~+--------+--------+--------+--------+--------+ 
I 6 I 7 I 22 1-21 .87 3 I 1 1 2 I " I 3 1 1 I 
I 10.91 I 12.73 I "0.00 I 5.45 I 1.82 I 3.6" I 7.27 I 5.~S' 12. ~~ I 
t 10.71 I ll.ll t 1. 07 1 l.40 1 3.23 1 2.H I 4.49 I ~.85 I 6.60 I 
+--------+-------+-------- ... -------.. -- .... -----+--------+--------+-------+ ..... ----+ 
1 7 I 11 I 39 ,-38.41 " 1 Z 1-13.88 3 1 1 I 4 ! 11 I 
I 7.95 I 12.50 I 44.32 I ".55 I 2.27 I 3.41 I 7.95 I 4.55 I 12.50 1 
I 12.50 I n.46 I 12.5" I 1.86 I 6."5 1 3.66 1 7.87 1 5.13 I 10.38 I t--------+--------+--------+--------+--------+--------+--------.+--------+ ________ + 
I 1 I a 1 4 1 13 I 7 I " I 3 I 1 I 3 1 
I 2.78 I 0.00 1 11.11' 36.11 I 19.4" 1 11.11 1 8.33 I 2.78 I 8.33 I 
I 1.19 I 0.00 I 1.29 I 6.05 I 22.58 I 4.88 I 3.31! 1.28 I 2.63 I 
+--------+--------+--------t--------+--------+--------.------... -+--------+--------+ 
I 01 01 21 61 01 31 01 01 21 

EDUCATIONAL I 0.00 I 0.00 I 15.38 1 "6.15 I 0.00 I 23.06 I C).OO 1 0.00 1 15.38 I 
I 0.00 I 0.00 I 0.64 I 2.79 I 0.00 I 3.66 I 0.00 I 0.00 1 1.89 I 
+-------... -------"'---'--- i-------+--------+--------+--------+-,------ ... -------+ 
I 11 0/ 11 21 11 11 01 31 11 

EMPLOYMENT 1 10.00 I 0.00 I 10.00 I 20.00 I 10.00 I 10.00 1 0.00 I 30.00 1 10.00 1 

FINANCIAL, 
INCLUDING 
LOANS 

HOUSE 
RELATED 

HOUSING 
LOCATOR 

MOVING 
AND 
STORAGE 

PHOTO· 
GRA"HIC 

I 1.19 I 0.00 I 0.32 1 0.93 I 3.23 1 1.22 I 0.00 I 3.85 1 O.~ I 
.-------- .. - ------. t------ -- - + --------+---_ ... -.--+""'------- +-------- +---- ... _--+-... ------.. 

31 01 31 31 01 01 21 51 31 
15.19 I 0.00 1 15.79 I 15.79 I 0.00 I 0.00 I 10.53 1 26.32 I 15.79 I 

1 5.36 I 0.00 I 0.96 I 1.40 I 0.00 1 0.00 I 2.25 1 6.H I 2.83 I t--------+--------+-------+--------+--------+---------+-------... +-------+--------+ 
f 8 1 4 I 21 1 19 1 2 1 8 1 +6.49 2~ I 7 1+6·99 19 1 
I 7.14 I 3.57 I 18.75 I 16.96 I 1.79 I 7.110 1 21.41j I 6.25 I 16.96 I 
I 14.29 I 6.3; 1 6.75 1 8.84 1 6.ltS I 9.76 I 26.91 I 8.97 I 17.92 I 
+------- -+-------- ... --------+-------- +--------+--------+-----, .. - -+-------+--.~-----+ 
1 01 01 II 11 01 41 01 11 21 
I a.oo I 0.00 1 11.11 I 11.11 I 0.00 I ""."" I 0,00 I 11.11 I a.22 I 
I 0.00 I 0.00 I 0.32 I 0.,.1 I 0.00 I ... 88 1 0.00 1 1.28 I 1.89 I 
+--------+--------+--------t--------+--------+--------+--------+--------+--------+ 
I 01 3\ 01 01 01 01 21 11 11 
I 0.00 I 42.06! 0.00 1 01)000 I 0.00 I 0.00 I 28.57 I lIt.29 I 1 .... 29 I 
I 0.00 I It,76 I 0.00 I O.O~.~· 0.00 I 0.00 I 2.25 I 1.28 I O. ~ 1 
+--------+--------+--------+--------.--------+-------,-+--------+--------+--------+ 

1 I 
6.25 I 
1.79 I' 

a I 
0.00 I 
0.00 I 

o I 10 I 
0.00 I 62.50 I 
0.00 I ".65 I 

E 1 

a I 
0.00 I 
0.00 I 

o I 
0.00 1 
0.00 I 

2 I 
l2.50 I 
2.25 I 

2 / 
12.50 f 
2.56 1 

1 I 
6.25 1 
0.9" 1 

TOTAL 

11 

66 

38 

52 

51 

lb 

13 

138 

51 

35 

41 

21 

55 

68 

36 

13 

10 

19 

HZ 

7 

16 



PRODUCT OR I SERVice I 
Icontinued) I AA lAB IAt IBA IBS IBe ItA Its Icc , 

PUBLISHING 0 1 0 4 0 1 1+.90 5 1 a 
AND 0.00 6.33 0.00 33.33 0.00 6.31 1 1otl.61 8.33 0.00 
MARKETING 0.00 1.59 0.00 1.86 0.00 1.22 I 5.62 1.26 0.00 +-----___ + ________ + ________ + ________ + ________ + ________ +_-------t--------+--------t 
SELF I 1 I 0 I 12 I a I 1 I " I 6 t a I 5 I 
IMPROVEMENT I 2.22 I O.Ov I 26.61 I 17.16 I 2.U I 8.6~' I 13.33 I 11.18 I 11.11 I 

SHIPPING 
AND 
TRAVEL 

YARD 
RELATED 

CARE 
SERVICES 

CHARITY 

CONTEST 

COLLECTION 
AGENCY 

CREDIT 
REPORTING 

ANIMAL 
RELATED 

RECREA· 
TIONAl 

TOTAL 

I 1.79 I 0.00 I 3.86 I 3.12 I 3.23 I ~.8!1 I 6.H / 10.26 I ~.12 I 
+--------+--------+--------+--------+--------t-------~+_-------.--------t--------+ 
1 21 21 21 81 21 41 01 11 11 
I 9.09 I 9.09 I 9.09 I 36.36 I 9.09 I 16.18 I 0.00 I ".55 I 4.55 I 
I 3.57 I 3.17 I O.M I 3.12 I 6.~5 I 4.86 I 0.0') I 1.28 I 0.94 I 
+--------t--------+--------+--------+--------+--------+--------+--------t--------+ 
I 11 01 01 21 01 01 11 01 11 
I 20.00 I O.OJ I 0.00 I 40.00 I o.uO I J.OO I 20.00 I 0.00 I 20.00 I 
I 1.79 I 0.00 I 0.00 I 0.93 I 0.00 I 0.00 I 1.12 I 0.00 I 0.94 I 
+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 01 01 11 0/ 0/ 01 11 31 01 
I 0.00 I 0.00 I 20.00 I 0.00 I 0.00 I o.on I 20.00 I 60.00 I 0.00 I 
I 0.00 I 0.00 I 0.32 I 0.00 I 0.00 I 0.00 I 1.12 I 3.85 t 0.00 I 
+--------t--------t--------+--------t--------+--------+--------+--------+--------+ 

01 01 11 01 01 01 01 01 01 
0.00 I 0.00 I 100.00 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 

I 0.00 I 0.00 I 0.32 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 
+--------+--------+--------+--------+------~-+--------+--------+--------+--------~ I 0 I a I 0 I 2 I +.21 3 I 0 I 0 I a I a I 
I 0.00 I 0.00 I 0.00 I "0.00 I bO.OO I 0.00 I 0.00 I 0.00 I 0.00 I 
I 0.00 I 0.00 I 0.00 I 0.93 I 9.68 1 0.00 1 0.00 1 0.00 1 0.00 I 
t--------+--------+--------t--------+--------+--------+--------+--------+--------+ 
I 0 I a I 0 I 0 I 0 I a 1 a I +.35 6 I 0 I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 100.00 I 0.00 I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 / 0.00 I 7.69 I 0.00 I 
+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 01 11 01 01 01 01 11 01 01 
I 0.00 I 50.00 I 0.00 I 0.00 I 0.00 1 0.00 I 50.00 I 0.00 I 0.00 I 
I 0.00 I 1.59 I 0.00 I 0.00 I 0.00 I 0.00 I 1.12 I 0.00 I 0.00 I 
+--------+--------+--------+~-------+--------+--------+--------+--------.---~----. 
I 01 01 41 11 0/ 11 II 0' 01 
/ 0.00 I 0.00 1 57.14 I 14.29 I 0.00 I 14.29 I 14.29 I 0.00 I 0.00 I 
I 0.00 I 0.00 I 1.29 I 0.41 I 0.00 I 1.22 I I.U 1 0.00 I 0.00 I 
+--------+--------f--------+--------+--------+--------t--------+--------+--------+ 
I 01 oj ~I 11 21 11 21 11 01 
I 0.00 I 0.00 1 36.36 I 11.09 I 16.18 I 9.09 I l8.18 I 9.011 I 0.001 
I 0.00 I 0.00 I 1.29 I O.H I 6.45 I 1.22 I 2.25 I 1.26 I 0.00 I 
+--------+--------+--------+--------+--------+--------+--------+--------+--------t 

56 63 311 215 31 82 89 18 l06 

CONSUMER'S SEX/ 
TRANSACTIONAL SEQUENCE PROFilES 

IAA lAB lAC I BA IBB I Bt ICA ICB ICt , I I , 
: .. 1i.18 4 " 3~ 12 1 5 ~ 15 3 

UNKNOWN 4.68 4.68 ftl. "6 1~.63 1.22 />.10 4.88 I 18.29 3.66 
1.1" b.35 10.113 5.58 3.23 6.10 ... "9 1 19.23 2.83 

+--------+--------*--------+--------+--------+--------+--------+--------+--------+ 

TOTAL 

12 

45 

22 

6 

2 

1 

11 

1031 

TOTAL 

82 

I 23 I 23 I 125 I 103 I 13 I 31 I 21 I 23 I 36 I ~10 
FEMALE I 5.61 I 5.61 I 30."9 I 25.12 I 3.17 I 9.02 I 6.59 I 5.61 I 8.18 I 

I 41.07 I 3b.51 I "0.19 I H.91 I 41.94 I "5.12 I 30.3't I 29."9 I n.96 I 
+--------+--------+--------+--------+--------t--------~--------+--------+-_______ + 
I 21 I 33 I 133 I 90 I 13 I 33 I "1 I 32 I SI 1 .. 53 

MALE 1 5.96 I 7.28 / 29.36 I 19.87 I 2.87 I 7.28 J 9.05 I 1.06 I 11.26 I 
I 48.21 I 52.38 I 42.77 I 41.86 I 'tl.94 I "0.2'1 I 1,6.07 I H.03 I "6.11 I 
+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 2 I 3 I 16 I 9 I " I 6 ,+5•77 16 I 0 I 16 I 80 

COUPLE I 2.50 I 3.75 I 20.00 I 11.25 I 5.00 I 7.50 I 20.00 I 10.00 I 20.00 I 
I 3.51 I 4.16 1 5.l" I .... 1'1 I 12.90 I 1.32 1 11.96 I lO.26 I 15.09 I 
.--------+--------t--------+--------+--------+---~ ____ +--------+-----___ + ________ + 
I 01 01 31 11 01 11 11 01 01 6 

GROUP I 0.00 I 0.00 1 So.OO I l6.67 1 0.00 I 16.61 I 16.67 I 0.00 I 0.00 I 
I 0.00 I 0.00 I 0.96 I 0."1 I 0.00 I 1.22 I 1.12 I 0.00 I 0.00 I 
+--------+--------+--------~--------+--------+--------+--------+--------.--------+ TOTAL 56 63 3U 215 31 82 Oq 76 106 1031 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
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I 
I 
I 
I 
I 
I 

IS MERCHANT I 
SOLVENT? I AA IAe 

TRANSACTIONAL SEUUENCE PROFILES 

lAC IBA IBB IBC ICA ICB Icc 
13 0 29 bJ I 7 10 17 8 10 

UNKNOWN 8.28 0.00 18.41 40.13 I 4.lt6 6.31 10.63 5.10 6.31 
I 23.21 I 0.00 I 9.32 29.30 I 22.58 I 12.20 I 19.10 I 10.26 1 9."3 I 
+--------.--------+------~-~-------+--------+--------~--- ---t--------+--------t ,-119.03 35 ,+10.83 62 I 268 j552.26d " I 22 I 68 r 184·0656 I 69 I 90 I 

YES. SOLVENT I ".'>6 I 1.91 I 3".16 I 14.H I 2.Bl I 6.61 I 701" I s.SO I H.1tS I 
I 1>2.50 I 96.41 I 66011 I 53.02 I 10.97 I 82.93 ~ 62.92 I SS.46 I 6~.91 I 
t, -- ... __ ... --+_ ------+--------+------- .. -------- +- ... --- ---.--<.#--- --+ ------+-____ + 
I 8 I 1 I 14 I 38 I 2 I " I 1& I I I 6 I 

NOT SOLVENT I 8.89 I 1.11 I 15.56 I 0102.22 I 2.22 I ".4lt I 17.78 I I.ll I 6.67 I 

l--:~;~~-L---::~-l-~-~:~~-!_-:~:~~-l---~:~~_!---::~~-!-~:~:~~-!--~~~-!---::~~! 
TOTAL 56 b3 311 215 31 82 8'1 78 106 

MERCHANT I TRANSACTIONAL SEQUENCE PROFILES 
I 

AVAILABLE I AA IA8 lAC IBA 188 lilt IC4 IC8 ICC 

UNKNOWN 

YES. 
EASILY 

YES. WITH 
DIFFICULTY 

NO 

TOTAL 

2 I 21 I" 1+1.71 8 5 " 9 
2.82 1.41 29.58 19.72 I 9.86 11.27 7.0" 5.63 12.68 

I 3.57 I 1.59 I 6.75 I 6.51 I 22.58 \ 9.71> I 5.1>2 I S.1l I 8."9 \ 
.-------t------t--------+--------' .. -- ---- --+------- .. +-- ------ - +-------- +----... --- + 
I 28 1+,20.72 5" I 222 ,-187.4455 I lit I 't9 ,-116.4432 1+26.64 66 I 70 I 
I 4.15 I 9.15 I 31.63 I 9.32 I 2.31 \ 8.H I S.'02 I U.19 I U.S6 I 
I 50.00 \ 85.71 I 11.38 I 25.58 I 45,16 1 59.76 I 35.96 1 84.62 I 66.04 I 
.--------+-----~--+--------+--------.----~---+~-------+--------+--------+--------+ 
\ 12 \ 6 I 42 I 50 I a I 13 \ 25 I I> I 19 I 
I b.63 I 3.31 I 23.20 I 27.62 I ... "2 I 7.18 I 13.81 I 3.31 1 10.50 I 
I 21.lt3 I '1.52 1 13.50 I 23.26 I 25.81 I 15.85 I 28.09 I 7.69 I 17.92 1 .--______ + ________ + ________ • ________ + ________ + ________ t-------_+ ___ ~ ____ .-_------+ 
1+5.161~1 21 261+29.96 961 21 121 ;nl 21 81 
I 7.41 I 1.06 I 13.16 I 50.79 I 1.06 I 6.35 1 1".29 I 1.06 I 4.23 I 
I 25.00 \ 3.17 I 8.3it t 410.65 I 6.45 t lIt.b3 I 30.31t I 2.56 I 1.55 I 
+--------f--------+-------+--------t-------·t-------- +-------- .... +--------+ ... ------+ 

56 63 311 215 31 82 89 78 106 

OTHER PARTIES I 
IoU lAS 14C 

TRANSACTIONAL SEQUENCE PROFILES 

ISA IS6 lac leA ICB ICC 
--------+-------+--------+-----+-----+--------+-------+--------+------+-----+ 

TOTAL 

18" 

90 

1031 

TOTAL 

11 

590 

181 

189 

1031 

TOTAL 

I 2 t 2 I 3 t 8 til 0 I 2 I 1 I 5 I 2" 
UNKNOWN I 8.33 I 8.33 I 12.50 \ 33.33 I 4017 I 0.00 I 8.33 I •• 17 I 20.83 I 

I 3.57 I 3011 I 0.96 I 3.72 1 3.23 I 0.00 I 2.25 I 1.28 I 4.72 I , -+------+-----+------+--------+--------+--------+-------+------- .. 
I 1 I 1 I 3" 1-19.69 " \ 1 I 4 I a I 2 I 9 I 70 

MANU· I 1.43 I 10.00 1 48.57 I 5.11 I I.H I 5.71 I 11.'>3 I 2.86 I 12.86. I 
FACTURER \ 1.79 t 11.11 \ 10.93 \ 1.86 \ 3.23 I 4.88 I 8.99 I 2.56 I 8.49 I 

+--------+--------+--------+--------+--------+-~------t_-------+--------+--------+ ~ I 2 ,+9.66 27 , 5 I 2 , I) \ I I 3 , " I 0\8 
SELLER 8.33 I 4017 I 56.25 I 10.lt2 I ... 17 I 0.00 I 2.08 I 6.25 I 8.33, 

I 7014 I 3011 I 8.68 I 2.33 I 6.45 \ 0.00 I 1.12 I 3.85 I 3.77 I 
+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 01 II 01 01 01 01 11 11 2\ ;) 

LENDER I 0.00 I 20.00 I 0.00 I 0.00 I 0.00 \ 0.00 I 20.00 I 20.00 I "0.00 1 
i 0.00 I 1.5'1 I 0.00 I 0.00 I 0.00 I 0.00 I 1.12 I 1.21 1 I." 1 + ________ + ________ + ________ + ________ +~ _______ +_------- t--------+--------+-----.--+ 
I a I 0 I " I 1 I a I 1 1 2 I 1 I " I 13 

HOLDER I 0.00 I 0.00 I 30.77 I 7.69 I 0.00 I 7.69 I 15.35' 7.69 I 30.17 1 
I 0.00 I 0.00 I 1.29 I 0.lt7 I 0.00 I 1.22 I 2.25 \ 1.28 I 3.17 \ 
+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 47 I 47 I 233 I 188 I 25 I 67 I 73 I 65 I 77 I 8U 

NO OTHERS I 5.72 I 5.72 I 28.35 I 22.87 I 3.0" I 8.15 I 8.88 I 7.91 \ 9.37 I 
INVOLVED I 83.'13 I 1".60 1 H.92 I 87."" I 80.65 1 81.71 1 82.02 \ 113.33 1 12.M I 

+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I a I a I 1 1 7 \ 1 I 5 I I I a , 0 I 15 

ADVERTISER I 0.00 I 0.00 I 6.107 I "6.67 I 6.67 \ 33.33 I 10.107 \ 0.00 I 0.00 I 
I 0.00 I 0.00 I 0.32 I 3.26 I 3.23 I 6.10 1 1.12 \ 0.00 I 0.00 I 
+--------+--------+--------+--------+--------+--------+--------.--------.--------+ 
I 2 I 3 1 8 1 2 I 1 1 3 1 1 I 2 1 l 1 25 

SERVICE I 8.00 I 12.00 I 32.00 I 8.00 I 4.00 1 12.00 I It.OO I 8.00 I 12.00 1 
AGENCIES 1 3.57 1 ".76 \ 2.57 I 0.93 I 3.23 I 3.66 I 1.12 I 2.56 I 2.83 I 

~--------+--------+--------.--------+--------+--------.---~----.--------+--------. 
SUB DR PRIME I a I 1 I 1 I a I a \ 2 I a I 3 I 2 I 9 
CONTRACTOR<: I 0.00 I 11011 I 11.11 I 0.00 I 0.00 I 22.22 I 0.00 I 33.33 I 22.22 I 

. I 0.00 \ 1.59 I 0.32 I 0.00 \ 0.110 I z.44 I O.OO! ~.a5 I 1.89 I 
• ________ + ______ ~+-_______ .. ---- .... -_-1·-----_--1_ ....... ---_-+__--.... ----+----.. ~--+--------. 

TOTAL 56 63 311 215 31 82 89 10 106 1031 

E 3 



-I 
INITIAL CONTACT I 

TRANSACTIONAL SE~UENCE PROFILES 

IAA lAO lAC ISA ISB IBC ICA ICB ICC 
~-__________ +-_______ +- _______ + ________ + ______ ~_. __ ~ _____ +--------r--------+--------t--------+ 

UNKNOWN 

MAIL 

TELEPHONE 

CONSUMER'S 
HOME 

MERCHANT'S 
PLACE OF 
BUSINESS 

PLAC~ OF 
OTHERPARTV 

SOME OTHER 
LOCATION 

I 16 I I. I 47 I 4b I " I 18 1 2& I 20 I 30 I 
I 7.51 I 2.82 I 22.07 I 21.60 I 1.68 I 8.H I 12.21 I 9.39 I 14.08 I 
I 28.51 I 9.52 I 15.11 I 21.40 I 12.90 I 21.95 I 29.21 I 25.6~ I 28.30 I 

~t_-------~--------.--------.--------.-_______ +--------.--------+--------+--------+ 
I 2 I 3 I 12 ,+10.02 22 1+1•11 H 1+5.20 ]0 1 10 1 7 1 3 I 
I 0.99 1 1.~8 I 5.91 I 60.10 I 6.90 I 110.78 1 4.93 I 3.~5 1 1.106 I 
1 3.51 ! 4.7!> I 3.66 I 5b.H I 4S.lb 1 3b.!i9 I 11.2" 1 8.97 I 2.63 I 
+._------+-------- .... ----.. ,--.j _.----...,.-+-- ------+--------+------+------+------+ 
I 7 1 5 I 24 I 10 I 2 I 5 I 5 1 I> I 8 1 
I 'l.n 1 b.9'" I n.ll 1 13.69 I l.TS I 6.'l4 I 6.'l4 I 8.33 I U.ll I 
I 12.50 1 7.9" I 1.72 1 ".1.5 I 6.~5 I 6.10 1 5.62 I 1.69 I 7.5' I 
f--------+--------+----".-- t---------+--... -----t-------- +------.-+------+---- .. 
1 " 1 1 I 22 I 15 1 1 I 9 I lit I 7 I 12 I 
I ".40 1 7.69 1 H.18 1 16.48 I lola 1 'h89 I 15.38 \ 7.69 I 13.19 1 
1 7.14 1 11.11 I 7.07 I 6.98 I 3.23 1 10.96 1 15.73 I 8.97 I 11.32 I 
i:43.34;~T---;;-r--i;;- (1Tl'lO~i;-i------;-i:62.iiiii;-i:7o.nz;_r----~-i-~--;~-i 
I 5.35 I 10.103 1 H.65 1 3 .... 8 I 2.1" I 3.21 I 7 .... 9 1 9.63 1 13.6~ 1 
I 35.71 I 61.90 I 53.70 I 6.05 I 25.81 I 1 .... 63 I 31.46 I ~o.IS I "B.ll 1 

+--------+--------.~-------+--------.--------.--------+--------+---~----+--------+ I 3 I 1 1 +4.90 20 I I I 1 1 1 1 2 I Ii 1 0 I 
1 10.3'> I 3.45 1 68.97 1 3.45 I 3.~5 I 3.45 1 6.90 I 0.00 I 0.00 I 
I 5.36 I 1.59 I 6.43 I 0.41 I 3.23 1 1.22 I 2.25 I 0.00 I 0.00 I 
+--------+--------+--------+--------+--------+--------+-----~--+--------+--------+ 
1 31 21 81 81 11 31 '" 01 01 
I 10.34 I 6.90 1 27.'9 I 27.59 I 3.45 I 10.34 I 13.19 I 0.00 I 0.00 I 
1 5.36 I 3.17 I 2.~T 1 3.72 I 3.23 1 3.66 I 4."9 I 0.00 I 0.00 I 
.--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I II 01 III 01 01 '" 01 21 21 

NOCONSUMER 1 5.00 1 0.00 1 55.00 I 0.00 I 0.00 I 20.00 I 0.00 I 10.00 I 10.00 I 
INVOLVEO I 1.79 I 0.00 I 3.54 1 0.00 I 0.00 I 4.88 I 0.00 I· .2.56 I 1.89 1 

.--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
TOTAL 56 63 31l 215 31 82 09 78 106 

* Merchant and Consumer 

E 4 

I 
I 
I 

TOTAL I 
213 

203 I 
72 

'H I 
3H I 

29 

29 I 
20 I 

1031 

I 
I 
I 
I 
I 
I 
I 
I 
I 
I 



I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

I 
I 
I 
I 
I 
I 
I 

NATURE OF 
COMPLAINT 

, , 
IU lAB I At 

TRANSACTIONAL SEQUENCE PROFILES 

ISA laa IIlC ICA ICII ICC 
----------~-+--~-----+--------+--------+------~-+--------+--------+--------+-~------+--~--~,-+ 

UNKNOWN 

DECEPTIVE 
PRICING 

PRODUCTSI 
SERVICES 
UNAVAILABLE 

01 11 41 01 01 31 3, Itl I' 
0.00 1 10.25 I 25.00 I 0.00 I 0.00 1 18.75 I 18.15 I 25.00 I (,.25 1 
0.00' 1.59' 1.29 I 0.00 1 0.00' 3.66 1 3.37 I 5.13 I o.'1~' 

.-------~.--------+--------+--------.--------.--------+--------.-~------t--------. 
~ 1 R , l6 t it I L I 5 \-7.94 0 I l2 ! 2 I 

7.69' 15.38 I 30.77 I 7./;>9 I 1.92' 9.62 I 0.00 I 23.08 I 3.B5 I 
I 7.14 1 12.70, 5.14 I 1.86' 3.23' 6010' 0.00 I 15.38 I 1.89 I 
+-------~+--------+--------+_-------+--------+--------.-----___ + ________ t--·-----+ 
I 12 , 7 I -20,81 6 I 11' I I 1 I 13 I " I 2 I 
I 21.05' 12.28 I 10.53' 19.30 I 1.75 1 1.75 I 22.81 I 7.02 I 3.51' 
I 21. 43' 11. 11, I. 93 I 5 • 12' 3 .23' 1 .22 I 14 .61 I 5.13 I 1 • 89 I +-._----wt--------t--------t--------t--------+--------+ ____ ----t--------+--______ + 

MISREPRESENT· , I I I I 6 1 0 , 2 I I I 2 1 ' 0 1 1 I 
ATION AS TO , 7.1" I 7.14 I 42.86 I 0.00' 14.29' 7014 I 14.29 I 0.00 I 101 ... I 
WARRANTIES I 1.79 I 1.59 I 1.93 I 0.00 I 6 .... 5' 1.22' 2.25, 0.00' 0.94' 

.-------~t--------+--------+--------.--------+----~---+-----~--+--------+_-------+ MISREPRESENTS' 3 , 3 1+12.19 67 J 3 , 6 ,+3.08 20 , 3 , ... 1 +4.18 20 , 
BENEFITsr-ROM' 2.33' 2.33' 51.94 I 2.33' ~.65' 15.50 I 2.33 I 3.10 1 15.50 1 
PURCHASE 1 5.36 1 4.76 1 21.54 1 1 .... 0 I 19.35' H.39 1 3.37' 5.13' 18.87 1 

FAILURE 
TO DELIVER 

POOR 
QUALITY 
PRODUCTS 

DIFFERENT 
PRODUCTS 

CHARGING 
HIDDEN 
COSTS 

REFUSAL TO 
TO HONOR 
WARRANTY 

UNDUE 
DELAY WITH 
REPAIRS 

PERFORMING 
UNAUTHORI· 
ZED REPAIRS 

.. -- .-----t-------- t-------- .. -------t ------ -_ .. ----____ t .... ------- + ________ +-_'It ______ .. 
, +3.38 18 , I J 6 ,+3.17 180 , 4 , 5 1 +4,62 H 1 2 I 5 1 
1 6.87 1 0.38' 2.29, 68.70' 1.53' 1.91, 15.65' 0.76' 1.91 J 
, 32.1 ... 1 1.59, 1.93' 83.72' 12.90' 6.10' 46.07' 2.56 1 .... 12 1 
+--------+--------' 5-------+--------+--------+--------.--------+--------+--------+ 
, 3 , 1 t ,85 104 I 3 1 a 1+1.48 22 I 0 , 2 I +2.01 40 , 
I 1.71' 0.57, 59 •• 3, 1.71' 0.00 1 12.51 I 0.00 I 1.1'1 1 22.86 I 
, 5.)6 1 1.59 I 33.4~ 1 l.~o' 0.00' 26.83 1 0.00 I 2.56 1 31.7~ 1 
.--------+--------~-----~--+---~----+--------+----.--- +--------+--------+--------+ I I' 11+2,93 301 01 11+.74 15, 01 01+1•00 91 
I 1.75 1 1.75 I 52.b3 I 0.00 I 1.75 I 2b.32 I 0.00 1 0.00 I 15.79 I 
1 1.79' 1.59' 9./;>5, 0.00 1 3.23 I 18.29 1 0.00 1 0.00 I 8 •• 9 I 
.--------.--------+-----~--+--------~---~----+----~--- +--------+--------.--------. 
, 01+3.16 271 131 0) 6\ 11 01+3.72 251 61 
I 0.00 I H.62 , 16.67 I 0.00 I 7.69' 1.28 J u.OO, 32.05 I 7.69' 
1 0.00' 42.86' 4018 1 0.00, 19.35' 1.22 I 0.00 I 32.05 I 5.66 1 
+------- --+--------- +-- ---- ---+-------..... --------+-_ .... _---.. --------+-.-------+-----... + 
I 5 I 3 , 20 I 1 1 1 1 1 1 7 I 2 , 5 I 
, 11.11 1 6.67, .4 ...... 1 2.22 I 2.22 I ,2.22 I 15.56' ".44 I 11.11 1 
I 8.9} 1 ... 76 I 10.43 1 0.41 1 3.23 \ 1.22 1 1.Sl I 2.56' ... 12' 
4------- #0- ------- +- ------ +------- ... +--------t---------+----... ---+-------+------ t 

3 I 
15.7'1 I 
5.36 , 

1 J 
5.26 , 
1.5'1 I 

3 I 
15.19 1 

0.9b I 

2 , 
10.53 I 

0.93 1 

o , 
0.00 I 
0.00 , 

I I 
5.26 I 
l.l2 , 

7 I 
36.8/0 I 

7.87 I 

I I 
5.26 I 
1.28 I 

I I 
5.26 , 
0.94 , 

+--------+--------.--------.--------+---~----+-----~--.--------+------- .... +---~----+ 
1 I' 21 131 QI 11 11 01 11 61 
I 4.00 I R.OO, 52.00' 0.00 I 4.00 I 4.00' 0.00 1 •• 00 I 24.00, 
, 1.79' 3.17, 4.18 J 0.00 I 3.23, 1.22 I 0.00 I 1.28 I 5.6~ I 
+--------+--------+--------+--------+---~----+--------+------~-+--~-----+--------+ 

FAILURE TO I 41 31 19\ 11 5, 61 91 101 21 
GIVEAGAEED' 6.15 I 4.62 I 29.23 J 10.77 I 7.69 I 9.l3' 13.B5, 15.38 I 3.08 I 
REFUND '1.14 I 4.76 1 6.11 I 3.26 I 16.13 1 1.32 1 10.1L 1 12.82 I 1.89 I 
COLLECTION 
OR HARAAss. 
MENT 
PROBLEM 

RECEIVING 
UNSOLICITED 
MERCHANDISE 

APPEARANCE 
OF ILLEGAL 
DEALINGS 

SUGGESTING 
UNNECESSARY 
REPAIRS 

+------- -+- --- .... ---. ------+-- .... - ---+---_ ... _-- +----- ... - ... +------.... -+-- ... - -- -- ... --- ... ----+ 
, 0 I 2 , 1 I . 0 I I I 0 , l 1+1.48 10 I 2 1 
, 0.00 I 10.53 I 5.26 I 0.00 I 5.26 I 0.00' 15.19 I $2.63 I 10.53 I 
, 0.00' 3.17 I 0.32 I 0.00' 3.23 I 0.00 I 3.37 I 12.82 I 1.89: 
t--------+--------+--------t--------t--------+-------- .-.... ---- .... ~+--------+--------+ 
, 01 01 I' 01 01 vi 'I 01 01 
J 0.00 I 0.00 I lOo.oo 1 0.00 I 0.00' 0.00 I o.OU I 0.00 I 0.00 I 
I 0.00 I 0.00 I 0.32 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 
+--------+--------+--------t--------+--------.--------t--------+--------+--------+ 
, 01 I, 01 II 21 01 01 ill 01 
I 0.00 I 25.00, 0.00 I 25.00 J 50.00 I 0.00 I 0.00' 0.00 1 0.00 I 
, 0.00 I 1.59 I 0.00 1 0.'107 I 6.~5' 0.00 I 0.00 I 0.00' 0.00, t-------- _+-- ------- ...... -----+-_., -- .-+ --------t-------+-------+------+ ------+ 
, 01 11 11 01 01 01 a' 0' 01 
, 0.00 I 50.00 I 50.00 I 0.00' 0.00 I 0.00' 0.00' 0.00 I 0.00' 
1 0.00 I 1.59 I 0.32 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I \).00 I 
+-_______ + ________ +--------+---~----t-----_--+-----_--+- -------t--------+--------+ 

MISHAP WITH I 0 , 0 , 0 I 0 , 0 , 0 I 1 I 0 I 1 I 
MERCHANDISE I 0.00 I 0.00 I 0.00 I 0.00 1 0.00, 0.00 I 50.00 \ 0.00 1 50.00 1 
SURRENOERED' 0.00 I 0.00 I 0.00 I 0.00' 0.00 I 0.00 I 1.12' 0.00 I 0.'1"" 

FAILURETO +--------+--------+--------+--------+--------+--------+--------~-------t--------+ 
DELIVER AND I 0 1 Q , 0 I 3 , 0 I 0 I a I 0 I 2 I 
POOR QUALITY' 0.00 I 0.00 I 0.00 1 bO.OO I 0.00' 0.00' 0.00 I 0.00 1 40.00 I 
MERCHANDISE' 0.00 1 0 .. 00' 0.00 I 1 .... 0 I 0..00 I 0.00 I Q.OO' 0.00' 1.89 I 

~--------~--------t--------+--------.--------t--------~--------+--------~----~---+ MERCHANT I I I 0 , 1 I 0 I 0 , 0 , 0 , 1 , I I 
MISREPRESLENTS, 25.00' 0.00 I 25.00 I 0.00 1 0.00 I 0.00 1 0.00' 25.00 I 25.00 I 
OWNAFFIIA· 1 1.1~ I 0.00 I 0.32' 0.00 1 O.O:! I 0.00' 0.00 I 1.28 \ 0.'14 I TIONS ' • ________ + ________ +- _______ +-_______ + ________ + ________ + ________ + ________ + ________ + 

lOTAL 56 63 311 215 31 82 89 78 106 

E 5 

tOtAL 

16 

57 

14 

129 

262 

175 

57 

.5 

19 

25 

b5 

19 

2 

2 

5 

1031 



I TRANSACTIONAL SEQUENCE PROFILES 
PRIMARV MEDIUM\ 

1.IoA lAB lAC ISA IBB IBC ICA Ica ICC ____________ .-~ ____ ~_+--------+--------.--------+-------_. __ ~ ____ w.-_------+--------+------~-+ 
UNKNOWN 

LABE~ING, 
PACKAGING 

MAIL 

PAMPHLETS. 
CIRCULARS 

PERIODICALS 

YELLOW 
PAGES 

TV, RADIO 

LO I 10 I .H 1+17.53 45 I 2. I LL I 15 I 1 I 2.0 I 
b.b2 I b.b2 I 20.53 I 29.80 I 1.32 I 1.28 I 9.9l I "'.b4 I 13.25 I 

I 17.8b I 15.B7 I 9.97 I 20.93 I b."~ I 13.41 I lb.85 I 8.97 I 18.81 I 
.-~----~-.-------~.--------.--------.--------+--------+--------+--------+--------+ 
I 3 I 8 I +6.27"" I 0 I 0 I 0 I 2 I 1 I 1 I 
I • 5.08 I Il.56 I 74.5B I 0.00 I 0.00 I 0.00 I 3.39 I 1.69 I 1.69 I 
I 5.la I 12.70 I 1".15 I 0.00 I 0.00 1 0.00 I 2.25 I 1.28 I 0.910 I + ________ + ________ t ________ • ________ ._~ ______ .--w----w+--------t--------+--------+ 

II 31 b 1+5.72 37 1+1.36 10 I 101 51 31 31 
1.28 1 3.85 1 7.69 I "1."'''' 1 12.8~ 1 12.82 1 b.41 1 3.85 I 3.85 I 

I 1.79 I 4.76 I 1.93 I 17.21 I 32.210 I 12.20 I 5.b2 I 3.85 1 2.83 I 
+-~----~-+--------.--------.--------.--------+--------+--------.-----~--+--------+ 

" I 3 I 8 I 10 I 1 I 3 I " I 2. I 5 I 
10.00 I 7.50 I 20.00 I 25.00 I 2.50 I 7.50 I 10.00 I 5.;)0 I 12.50 I 

I 7014 I 4.76 I 2.57 I ".65 I 3.23 I 3,66 I "'."9 I 2.56 I ".72 I 
.--------+--------.--------+-----~--+-~------+--------+----~---+-----~--.--------+ 

9 I 9 I 26 I ~'4.66 />0 I ~ 1+8.48 29 I 9 I 13 I S I 
5.33 I 5.33 I 15.38 I 35.50 I 3.55 I 17.16 I 5.33 I 7.69 I 4.73 I 

I 16.07 I 14.29 I 8.36 I 27.91 I 19.J5 I 35.37 I 10.11 I 16.67 I 7.55 I 
t--------.--------t----~---t~-------t--------t--------t--------t--------+--------t 
I 11 01 ~I 11 01 01 11 01 11 
I 12.50 I 0.00 I 50.00 I 12.50 I 0.00 I 0.00 I 12.51) I 0.00 I 12.50 I 
I 1.19 I 0.00 I 1.29 I O.H I O.OO! 0.00 I 1.12 I 0.00 1 0.94 I 
+~ ______ +---__ ---+_-------+--------+------~-.--------t--______ +--------+--------+ 
I 11 ()I 91 51 11 51 JI 21 11 
I 4.11 I 0.00 I 37.50 I 2~.83 I 4.17 1 20.83 I 0.00 I 8.33 I ~.17 I 
I 1.79 I 0.00 I 2.89 I 2.33 I 3.23 I 6010 I 0.00 I 2.56 I 0.94 I 
+--------+--------+--------+--------+--------+--------+--------+-----~--+--------+ 

DEFECTIVE I 1 I il I 5 I il I 0 I 0 I Q I 0 I 1 I 
PERFORMANCE I 14.29 I O.OC I 71.43 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 1"'.29 I 
OF PRODUCT I 1.79 I 0.00 I 1.61 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.9" I 

~--------+--------.--------+--------+--------~--------~--------+--------+--------+ 
I 01 11 51 Jill 21 21 31 11 

WRITTEN I 0.00 I 6.67 I 33.33 I (1.00 I b.bl I n.33 I 13.33 I 20.00 I 6.61 I 
GUARANTEE I 0.00 I 1.59 I 1.61 I 0.00 I 3.n I 2.44 I 2.25 I 3.85 I 0.9" I 

+ ________ + ________ ~-----_--+--------+-------_t------M-~-------+--------+------_~+ 
ORAL I 23 I 2" 1~90.881 61 I 5" I 8 I lui "8 I 37 I 57 I 
REPRESENTA· 1 5.32 I 5.56 I 31.21 I 12.50 I I.B5 I 4.63 1 n.lL I 8.56 1 13ol'l I 
TION I 41.07 I 38010 I 51.17 I 25.12 I 25.81 I H.39 I 53.93 I 41 ....... I 53.17 I 

+-------~+--------+--------+--------+--------+---~----+----~---+--------+--------+ 
3 1 ~ I 12 I 3 I 2 I 2 I 3 I 10 I 8 I 

TELEPHONE b.25 I 10.42 I 25.00 I 6.25 I 4.11 I ~.17 I 6.25 I 20.83 I 16.67 I 
5.36 I 7.94 1 3.86 I 1.40 I b.45 I z.,,~ I 3.37 I 12.62 I 1.55 I 

+--------+--------~--------+--------+--------*-----"--t--------+--------t--------+ 
TOTAL 56 63 Jll 215 31 82 89 78 106 

DOL~ARS INVOLVED I TRANSACTIONAL SEQUENCE PROFILES 

IAA lAB lAC 16A 18B 18C ICA Ica Icc 
·------------+--------+--------~--------t--------+--------+---~----t--------+--------t--------+ 

I 9 1-15.40 4 I 62 1-36.85 9 I 2 1-15.09 3 I ~3 I 12 I 21 I 
UNKNOWN 1 b.67 I 2.96 I 45.93 I 6.67 I 1.48 I 2.22 I 9.63 I 8.89 I 15.56 I 

I 16.07 I 6.35 1 19.9" I ".19 I 6.45 I 3.66 I H.61 I 15.38 I 19.81 I 
+ ------+------t--------+--------t _ ...... ----- ... ------- -+--- -- --- +------- -+- .. -----t 
I 4 I 5 I II 1-10.17 0 I 4 I 1 I 5 I 3 I 5 I 

ZERO I 10.53 I 13.16 I 28.95 I 0.00 I 10.53 I 2.63 I 13.16 I 7.89 I 13.16 I 
I 7.14 I 1.94 I 3.54 1 0.00 I 12.90 I 1.22 I 5.62 1 3.85 I ".72 I 
+-----~ +--------+------ --+ --------+--------+--------+-- -- - --- +----- - ... -+- ------... + 
I b I 8 I H I +16.61 9 I 2 I +6.15 6 I 1 I 5 1 -6.83 a I 

UNDERS5 I q.84 I 13.11 I 39.34 I H.1S I 3.28 I q.8" I 1.6" I 8.20 I 0.00 I 
1 10.71 I 12.70 I 7.72 I 4.19 I 6.45 I 7.32 I 1.12 I b.41 I 0.00 I +--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 3 I 10 I 27 I b4 I 5 I 19 I 6 I 4 1 3 I 

$6-20 I 2.13 1 1.09 I 19.15 I "5.39 I 3.55 I 13.48 I ".26 I 2.84 I 2.13 I 
I 5.3!> 1 15.87 I 8.68 I 29.71 1 lb.~3 1 23.17 1 6.'" I 5.13 I 2.83 1 t--------f--------+--------+--------+--------.--------+--------.------__ t ________ + 
I 141 l61 631 571 61 211 161 111 lsi 

$20-100 1 6.22 I loll I 2B.00 I 25.33 I 2..61 I 9.33 I 1.11 I 1.510 I 6.61 I 
I 25.00 1 25.40 1 20.26 I 26.51 I 19.35 I 25.61 I 11.98 I 21.79 I 1".15 I 
+--------t--------+--------+--------+--------t--------+--------t--------t--------t 

13 1 16 I b .. I 43 I 10 I 1ft I 21 I 15 I 20 1 
$100-500 5.96 I 7.34 I 29.36 I 1'l.72 I 4.59 I 7.34 I 9.63 I 6.88 1 9.17 I 

I 23.21 I 25.40 I 20.58 I 20.00 1 32.26 I 19.51 I 23.60 I 19.23 I la.81 I 
+--------t--------+--------+--------+--------+--------+--------+--------+--------+ 
I 4 ,-12.13 3 I 4b I 21 I 2 I 10 I 17 I 12 I 21 I 

$500-2,000 I 2.94 I 2.21 I 33.82 I 15.,,4 1 1.41 I 7.35 I 12.50 I 8.82 I 15."'" I 
I 1.1~ I 4.16 I 14.1'l 1 q.71 I 6."'5 I 12.20 1 1'l.lO I 15.36 1 1Q.81 I 
+--------+-----.... ----- t--------- t--------+--------t--------+------t-----,-- .. 
I 1 I 1 I 13 I 1 \ I 0 I 6 I 8 I 1 I +5. ~6 Z a I 

$2.000-10.000 I 1.4Q 1 1.4Q I 19.40 I 16.42 I 0.00 I 8.Qb I n.94 I 10.4S I 29.85 I 
I 1.19 I 1.59 I 4.18 I 5.12 I 0.00 I 7.32 I 8.99 I 8.91 I 18.87 I 
+--------+--------t--------.------~-+--------+--------+--------+--------t--------+ 
I 21 01 11 LI 01 01 21 31 11 

$10,000-60,000 I 20.00 I 0.00 I 10.00 I 10.00 I 0.00 I 0.00 I 2.0.00 I 30.00 I 10.00 I 
I 3.51 I 0.00 I 0.32 I o.H I 0.00 I 0.00 I 2.25 I 3.85 I 0.9" 1 

---+--------+--------t--------+--------t--------~·-------t--------}--------t--------t 
TOTAL 56· 63 311 215 31 82 89 78 106 
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I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 
I 

SOURCE OF .1 TRANSACTIONAL SEQUENCE PROFILES 
COMPLAINT I 

IAA 1;'1\ IAt 11\;' IllS lilt 1<'4 Its ICC I - - •• --.---.... +----___ _ ...... _ .. ..J. ____ fo-------- +_ ... ______ +_ .... ___ - __ + ________ + ________ .. --... ----+----- t 

o I 0 I +2.48 lit I 0 1 all 1 a I 1 1 a 1 
UNKNOWN 0.00 1 0.00 I 87.50 I 0.00 I 0.00 I 6.25 I 0.00 I 6.25 I 0.00 I 

0.1)0 I 0.00 I ".50 I 0.00 I 0.00 \ t.22 \ 0.00 \ t.28 \ 0.00 I .... -_ .... __ w_. ________ + _______ ... t ____ .... __ .... + ________ + ________ t--------~------t--------t 
1 53 I 61 I 267 I 1 a 7 I 26 I 68 \ 81 I $ 6 \ 96 I 

ONE CONSUMER I s.n I 6.82 I 29.83 I 20.d9 I 2.91 I 7.60 I 9.05 I 6.26 I 10.13 I 
I 94.64 I 96.83 I 85.85 I 86.98 I 83.87 I 82.93 I 91.al' 71.19 I 90.57 I 

SEVEI1AL 

ANO'rHEA 
MERCHANT 

ANO'rHEA 
AGENCY 

TOTAL 

+--------.--------+----~ __ .... +--------+--------t-----... __ .--------f--~----+--------+ 
I 3 I 2 I II> I 26 I 5 I 8 , 6 I 8 I a I 
1 3.66 1 2.44 t L9.51 I ll.n t 6.LO t 9.16 I l.n I 9.16 1 9.76 t 
I 5.31> I 3.17 I 5.14 I 12.09 I 16013 I '1.16 J 6.710 I 10.26 I 7.55 I 
+--------+-------~+--------+--------+--------+--~-----+--------+--------+--------+ 
J 01 01 01 II 01 01 21 2\ 01 
I 0.00 I 0.00 I 0.00 I 20.00 I 0.00 I 0.00 I 40.00 I '00.00 I 0.00 I 
I 0.00 I 0.00 I 0.00 I 0.47 I 0.00 I 0.00 I 2.25 I 2.56 I 0.00 I 
.--------.--------+--------+--------.-----... --.-----.... --t--------+--------+--------. 
I a I 0 I I" I I I a I 5 , a I +1.09 11 I 2 I 
I 0.00 I 0.00 I ~Z.~2 I 3.03 I 0.00 I 15.15' 0.00 I 33.33 I 6.06 I 
I 0.00 I 0.00 I 10.50 I O.H I 0.00 I 6.l\) I 0.00 I l'I.l0 I 1.89 I 
.-.... ------.. - ... ------+---..... --- .... - :-----+-- ... ----- fr ....... -_ ... -- t--------- .. -------+-----... -+ 

56 63 311 U5 az 89 78 106 

RELIEF SOUGHT \ 
IAA lAS lAC. 

TRANSACTIONAL SE~UENCE PROFILES 

IliA IB8 IBC leA IC8 ICC 
------------ .. --------+-~------t--------+--------+-- ... -----+--------+--------.---_____ + ________ + 

I 5 I 6 I 25 I 13 I 1 I lO I/'I 11 1 lZ I 
UNKNOWN I 5.49 I 6.59 I 27.47 I 14.2'1 I 3.30 I 10.99 I 6.59 I 12.09 I 13.19 I 

I s.n I '1.52 I a.aIr I 6.05 I 9.68 I lZ.20 I 6.7" I 1".10 I l1.n I 
+----... --~--------+--------+--------~--------+--------+--------+------ ... -+--------+ 
1 01 01 11 01 01 01 01 01 21 

NONE I 0.00 I 0.00 I 33.33 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 66.67 I 
I 0.00 I 0.00 I 0.l2 I 0.00' 0.00' 0.00 1 0.00 I 0.00 I 1.89 1 
+--------+--------.--------+--------t--------+-------- .------~-+--------+--------+ 
I 11 21 4/ 21 21 "I 01 31 21 

AOIiICEONLY I 5.eo I 10.00 I 20.00 I 10.00 I 10.00 I 20.00 I 0.00 I 15.00 I 10.00 I 
I 1.79 I 3.17 I 1.29 I 0.93 I 6.45 I 4.88 I 0.00 I 3085 I 1.09 I 
t- ------+-------- t-----t--------+----- ... --+-------- ..... --.. ---- t-------.. +-------- .. 

PERFORMANCE' 10 I 10 I ~6 I 5'1 I 5 I II I 27 I 10 I 29 I 
ASPROMISED I 8.37 I ' .. 65 1 H.Io0 I 27.44 I 2.ll 1 !;'12 I 12.56 I 10.65 I 1:h49 I 

I 32.14 I 15.67 I 14.19 I Z7.H I l6ol3 I 13.H I 30.34 I 12.S2 I 27.36 I 
.--------~--------~--------~--------~---~----.-~------.--------~--------.--------+ , 01 01+7.16181-6.4901 01 51 21 01 101 

EXCHANGE I 0.00 I 0.00 I 62. 07, 0.00 j 0.00 I 17.24 1 6.90 I 0.00 I 13.79 I 
I 0.00' 0.00 I 5.7'l' 0.00 I 0.00 I 6010 I 2.25 I 0.00' 3.77 I 
+--------t--------+--------.--------+~-------+--------f_ -------+---- ... ---. ~-~----+ 

14 I 25 I 121 I 111 I 12. I 36 I 40 I 30 )"62.95 32 I 
REFUND 3.33, 5.910 I 28.7't I 26.37 I 2.85 I s.55 I 9.50 I 7.13 I 7.60 I 

25.00 I 3'1.68 I 38.91 I 51.63 I 38.71 1 43.9Q I 410.9" I 311 .... 6 I 30.LQ I 
+--------+--------t--------+--------+--------+--------+--------+--------+--------+ 

MOI~EV I 2 I 2 I 1~ 1-13.18 l I a I 1 I 1 I 3 I 10 1 
TOCOVEA I 4.8B I .... 88 I 36.59 I 2.H I 0.00 I 2."'" I 17.07 I 7.32 I ZIt.39 I 
LO!'SES I 3.57 I 3.17 1 ".8~ I 0.lt1 I 0.00 I 1.22 1 1.1I1 1 3,S5 I 9.lt3 I 

f-------- +'--------+-----... - +--------+--------+-------- t-----... -- ... +-------+"- ~ .. -----. 
INVES71GATION I 13 I 18 I n ,-62.52 3 1 B 1 12 ,-25.5 3 I 20 ,-37.45 13 I 
FOFIPUBLIC I 8.07 I liol8 I ',4.10 I 1.86' 4.97 I 7."'5 I 1.86 I 12.102 I 8.07 I 
BE~IEFIT 1 23.21 I 28.57 I 22.83 I 1 .... 0 I 25.81 I lIt.b) I 3.37 I 25.64 I 12.26 I 

t--------+--------+--------+--------.--------+--------t----~---+--------+- ... ------+ 
NO INDIVIOUAL I a I 0 I 8 I I I a I 2 I 0 I 1 I 1 I 
COMPLAINT I 0.00 1 0.00 I 61.54 I 1.69 I 0.00 I 15.38 I a.oo I 7.69 I 7.69 I 

I 0.00 I 0.00 J 2.57 1 0.47 I 0.00 I 2.41. I 0.00 I 1.28 I o.~ I 
+-------+------ (--------+---- ---+--------+--------+-.... ------+-------+------+ 
I 3 I 0 I 2 I +4.79 25 I 1 I 1 I 10 I a I 1 I 

PAENRoFROERFMuANNDCE I Soli I 0.00 I S.H 1 67.57 I 2.10 I 2.70 I 10.S1 I 0.00 I 2.10 I 
I 5.36 I 0.00 I 0.64 I 11.63 I 3.23 I 1.22 I .... 109 I 0.00 I 0.94 I 
+--------+--------+--------+-------~.--------t--------+_---~---+--------+--------+ 

TOTAL 50 63 311 215 31 82 89 78 106 

* From the Consumer 
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AGENCY I TRANSACTIONAL SE~UENCE PROFI LES 
ACTION I 

IAA lAS lAC ISA las IBC leA les ICC TOTAL 
------------+--------+--------+--------t--------+-------~+--------+--------+--------+--------+ 

I 1 I 3 I 2 I 4 I +,72 4 I 5 I 1 I 1 I 3 I 24 
uNKNOWN I 1,,17 I 12.50 I 8.33 I 16.67 I lb.67 I 20.63 I 4.11 I 4.17 I 12.50 I 

I 1.79 I 4.76 I 0.64 I 1.86 I 12.90 I 6.10 I 1.12 I 1.28 I 2.83 I 
+ ________ + ________ +- _______ ~---_----+--------+--------+--------+--------t--------+ 
I 3 I 7 I I') I 12 I 4 I 7 I 4 I 6 I 3 I 65 

JUST AOVICE I 4.62 I 10.77 I 29.23 I 16.46 I 6.\5 I 10.77 I 6ol5 I 9.23 I 4.62 I 
TOCONSUMER I 5.36 I ll.ll I 6.11 I 5.58 I 12.90 I 8.54 I 4.49 I 7.69 I 2.B3 I 

+--------+--------t--------+--------t--------+--------t--------t--------+--------+ 
TNE I III 151 551 461 51 101 111 III 211 IQI 

JUS I V STf. I 5.76 I 7.85 I 28.80 I 2'>.06 I 2.62 I 5.24 I 8.90 I 5.76 I 10.99 I 
GATION I 19.64 I 23.81 I 17.68 I 21.40 I 16.13 I 12.20 I 19.10 I 14.10 I 19.81 I 

+--------+--------+--------+--------+- -------+--------+--------+--------+--------+ 
INVESTIGATION I 7 I 4 I 19 I 33 I 2 I 8 I 8 I 3 I 10 1 94 
FOR PUBLIC I 7.45 I 4.26 I 20.21 I 35.11 I 2.13 I 8.51 I 8.51 I 3.\9 I 10.64 I 
BENEFIT I 12.50 I 6.35 I 6011 I 15.35 I 6.45 I 9.76 I S.99 I 3.85 I 9.43 I 

+--------t--------+--------+--------+--------t--------+--------+--------+--------t 
I 5 I 3 I 41 I 29 I 6 I 10 I 5 I 8 I 12 I 119 

JUSTREFERRALI 4.20 I 2.52 I H.45 I 24.31 I 5.0~ I 8.40 I ~.zo I 6.72 I 10.08 I 
I 8.93 I 4.76 I 13.18 I 13.49 I 19.35 I 12.20 I 5.62 I 10.26 I 11.32 I 
.-------.------+-------+--j2-----+--------.--------+--------.'-------+-------.' 

NONLITIGATtDI 25 I 26 I 123 (10,09;s I 6 I 29 I 37 I 40 I 41 I 385 
RESOLUTION' I 6.49 I 6.75 I 31.95 I 15.06 I 1.56 I 7.53 I 9.61 I 10.39 I 10.65 I 

I 44.6~ I 41.27 I H.55 I 26.Q8 I 19.35 I 35.37 I 41.,'7 I 51.26 I 38.68 I 
t--------+--------.--------t--------+--------+--------+------- +--------+--------+ 

FORMAL I 1 I I I 13 I 5 I 3 I 4 I 3 I 3 I 6 I 39 
CIVIL I 2.56 I 2.56 I 33.33 I 12.112 I 7.69 I 10.26 I 7.69 I 7.69 I 15.38 I 
PROCEEDINGS I 1.79 I 1. ~q I 1,,18 I 2.33 I 9.68 I ~.S8 I 3.37 I ).85 I 5.66 I 

FORMAL 
CRIMINAL 
PROCEEDINGS 

ACTION 
PENOING 
IN AGENCY 

NOTHING 

+--------t--------+--------+--------+--------+--------+--------+----,---t--------+ 
I 0 I 0 I 15 I 20 I 1 I 2 I 5 I 2 I 3 I 
I 0.00 I 0.00 I 31.25 I 41.67 I 2.08 I 4.17 I 10.42 I 4.1' I 6.25 I 
I 0.00 I 0.00 I ~.82 I 9.30 I 3.2) I 2.44 I 5.62 I 2.51>! 2.83 I 
to-.. ----- - .. ------- ..... --- ... - ---t--------+ - _______ + ________ -t--______ _ +.~.,b ____ + .... ------- + 
I 01 11 41 31 01 41 21 11 11 
I 0.00 I 6.l5 I 25.00 I 18.75 I 0.00 1 25.00 I 12.50 I 6.25 I 6.25 I 
I 0.00 I 1.59 I 1.29 I I.~O I 0.00 I 4.88 I l.25 I 1.28 I 0.94 I 
+--------+--------+--------t--------+--------+--------+--------t--------+--------t 
I l I " I 19 I 3 I 0 I 2 I 5 I 3 I 3 I 
I 5.13 I 5.13 I 48.72 I 7.69 I 0.00 I 5.13 I 12.82 I 7.69 I 7.69 I 
I 3.57 I 3.17 I 0.11 I 1 ... 0 1 0.00 I 2.44 I 5.62 I 3.85 I 2.83 I 
+--------t--------t--------t--------t--------t--------+--------+--------+--------+ 

INVESTIGATION I I I I I I I 2 I 0 I 1 I z I 0 1 3 I 
AND ADVICE I 9.09 I 9.09 I 9.09 I 18.18 I 0.00 I 9.09 I IS.10 I 0.00 I Z7.27 I 

I 1.79 I 1.~9 I 0.32 I 0.93 I 0.00 I 1.22 I 2.25 i 0.00 I 2.83 I 
.--------+-------~+--------.--------+--------+--------+--------+--------t--------+ 

TOTAL 56 h, 311 215 31 U2 89 78 106 

RESULTS OF ACTION: TRANSACTIONAL Se~UENCE PROFILES 

IAA IA8 lAC IBA IB8 I se leA ICS ICC 
------~-----+--------+--------+--------.--------+--------+--------~-------+--------.--------+ 

UNKNOWN 

NONE IN 
AGENCY 

ADMINI­
STRATIVE 
CONSENT 
OROER 

ADMINI 
STRATIVE 
ORDER 

I 4 I 6 I 25 I 19 I 4 I 10 I II I " I 8 I 
I 4.40 I 6.59 I 27.47 I 20.88 I 4.40 I 10.99 I 12.09 I 4.40 I 8.79 I 
1 7.14 I 9.52 I 8.04 I 8.84 I 12.90 I 12.20 I 12.36 I 5.13 I 7.55 1 
.--------t--------.--------t--------.--------t--------t--------t--------+--------+ 
I 24 I 30 I 144 I ~4 I 17 I H I 38 I 29 I 51 I 
I 5.32 I 6.65 I 31.93 I 18.63 I 3.77 I 7.54 I 8.43 I 6.43 I 11.31 I 
I 42.86 I 47.62 I 46.30 I 39.07 I 54.84 I H.~6 I "2.70 I 37.18 I 48011 I 
+--------+--------+--------+--------+--------+--------+--------+--------t--------+ 
I 21 I 19 I 97 I 81 I 7 I 31 I 34 I 37 I 37 I 
I 5.77 I 5.22 I 26.65 I 22.25 I 1.92 I 8.52 I 9.34 I 10016 I 10.16 I 
I 37.50 I 30.16 I 31.19 I 37.67 I 22.58 I 37.80 I 38.20 I 41.44 I 34.91 I 
+--------+--------t--------+--------+--------+--------+--------+--------+--------+ 
I 11 01 21 II 11 2: 01 01 01 
I 14.29 I 0.00 I 28.57 I 14.29 I 1".29 I 28.57 I 0.00 I 0.00 I 0.00 I 
I 1.79 I 0.00 I 0.6" I 0.47 I 3.23 I 2.44 I 0.00 I 0.00 I 0.00 I 
+--------+--------ta-------t--------+--------+--------t--------+--------t--------+ 
I " I 8 I 20 1 5 I I I 2 I 2 I 5 I 6 I 

~~~~LLEMENT I 7.55 I 15.09 I 37.74 I 9.43 I 1.89 I 3.77 I 3.77 I ~.43 I 1l.32 I 
1 7.1'" I 12.70 I 6.43 I 2.33 I 3.21 I 2."" I 2.25 I I"ott I 5.66 I 

CIVIL 
JUOGMENT 

C'lIMINAL 
GUILTY 
PLEA 

.. --------.. -------- .. -------- .. -------- .. - _______ ~,-- -. ____ +--_ -.,.. +--'100_ ---t------ t 

I 11 01 71 31 01 01 II 11 11 
I 7.14 I 0.00 I 50.00 I 21.43 I 0.00 I 0.00 I 7.1~ I 7.1" I 7.1" I 
I 1.79 I 0.00 I 2.25 I 1.40 I 0.00 I 0.00 I 1.12 I 1.28 I 0.9~ I 
t------- -+ --------+-------+-------- t-------,· .. -------- t-------- t-- ------+-------- .. 
I 1 I 0 I 16 I 22 I 1 I 3 I 3 I 2 I J I 
I 1.96 I 0.00 I 31.37 I 43.1~ I 1.96 I 5.88 I 5.Hd I 3.92 I 5.88 I 
I 1.79 I 0.00 I 5.14 t 10.23 I 3.23 I 3.66 I 3.37 I 2.56 I 2.83 I 
.--------+--------t-------- .. --------~--------+--------+--------.--------~------t 

TOTAL ~6 63 311 215 31 82 89 78 106 
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RELIEF OBTAINED I 
IoU lAB lAC 

TRANSACTIONAL SE~UENCE PAOFILES 

18A IBB 18C leA IC8 ICC 
--~---------.--------+~-------+--------t-----~--+--------t--~-----+-------~+--------+--------. 11 liZ I ~9 I 48 I 8 I 1 5 I Hill I 33 I 
UNKNOWN 5.;!1 I 5.6'1 I 23.22 I 22.15 I 3.79 I 1.11 I 11.)7 I 5.21 I 15.6~ I 

I 19.6~ I 19.05 I 15.76 I 22.33 1 25.81 I 18.29 I 26.97 I 1~.10 I 31.13 I 
+-- ----- -t .... --- .... --- +_ ... ----- .... ----...... -t--_ ...... ---+-- ----- +-... ------t------__ tH _______ t 

11 I 12 I ~b I 36 I ~ I 13 I U I 5 I 9 I 
NONE 7.103 I 8.11 I 31.08 I 2~.3Z I 2.70 I 8.78 I 8.U I 3.3ft I 11.08 I 

I 19,6" I 1'),05 I 110.79 I 16.H I 12.90 I 15.85 I 13.48 I 6.'" I 8,"9 I .--------t ... ---.... ---.--------+--------+--------+--------.-_______ • ____ M ___ + ____ ~ ___ + 
I 3 I 4 I 33 1-18.63 .. I ~ I 4 I .. I 12 I 9 I 

ADVICEONLY I 3.90 I S.l9 I ~2.86 I 5.19 I 5.19 I 5.19 I 5.19 I 15.58 1 tl.b9 I 
I 5.36 I 6.35 I 10.61 I 1.86 I 12.90 I ~.88 I ~."9 I 15.38 I 8.'19 I 
.--------+--------+--------+--------+--------+--------+--------+--------+--------+ 

PERFORMANCE I 9 I 7 1 20 1+18•60 40 I a I 6 I 15 I 5 I 11 I 
ADPROMISED I 7.96 I 6.19 I 11.70 I 35."0 I 0.00 I S.H I 13.27 I ..... 2 I 9.73 1 

I 16.01 1 11.11' 6.lt3 I 18.60 I 0.00 I 1.32 I 16.85 I 6.H 1 10.38 I 
+--------+--------~-------~+--------.----~---+--------+--------+----~---.---~---~. , 01 01 111 01 II 51 21 11 31 

EXCHANGE I 0.00 I 0.00' H.83 I 0.00' ".35 I 21.H I 8.70 I .... 35 1 13.0'1 I 

REFUND 

MONEY TO 
COVER 
LOSSES 

1 0.00 I 0.00 I 3.SIt 1 0.00 I 3.23 I 10.10 1 l.ZS 1 l.a I 2.63 1 

.--------+--------~--------.--~-----t--------t---~----.--------+----~--~.---~---~+ 13 I 16 , 64 1 56 1 8 t It t 21 I 18 1 t q 1 
5.51 1 6.78 1 21.12 1 23.73 I 3.3'1 1 0.90 I 8.90' 7.63' 8.05 I 

, 23.21 I 25.40 1 ZO.58 I 26.05' 25.81 I 2$.61' 23.60 , 23.00 / 11.92 1 
• ------- -+- ... --- --- t----"--·· ... +------_ ... +--------+-- ... .,.---- +- -_ ... --_ .. +---- ...... --i"-------+ 
, 11 01 8' a' 01 0' 0' a' 31 
I 8.33' 0.00 I 66.1.7 1 0.00 1 0.00 1 0.00 1 0.00 1 0.00 I 25.00 1 
I 1.79 1 0.00 I 2.57' 0.00 I 0.00 I 0.00' 0.00' O.PO' 2.83 1 
+--------+--------+---.... ---.+--------+--------+---~----t--~-----+_-------t-------~+ 

INVESTIGATION, S , 9 , U I 16 I 5 , 11 ,-12.31 l' IS 1 a 1 
FOR PUBLIC I ~.50 1 8.1I 1 36.9~ I 1"."1 I It.50' 9.91 1 0.90 I 13.51 I 1.21 I 
BENEFIT 1 8.93, H.Z9 1 13.13 I 7.44 I 16.13' 13."1 1 1.12 1 19.23 I 7.S5, 

~--------+-----~--+--------+--------+-~------+--------t--------+--------+---.. ---+ 

NO INDI- O 1 o I 10 1 a I a 1 1 I 0 1 0 , 1 , 
VIDUAL 0.00 1 0.00 1 83.33 , 0.00 1 0.00 1 8.33 I 0.00 1 0.00 I 0.33 I 
COMPLAINT 0.00 I 0.00 , 3.22 , 0.00 , 0.00 1 1.22 I 0.00 I 0.00 I O.9~ I 

+---w----+-----~--+---_----+ __ ----~-+-_------+-_-----_+-_____ ~_+__------+-_------+ 
CASE 1 1 1 I 18 I 10 1 1 I s , 7 1 1 I 7 1 
PENDING 1.96 1 1.96 , 35.29 , 19.61 I 1.96 , 9.90 , 13.73 I 1.96 I 13.73 I 

1.19 , 1.59 1 5.19 I 4.65 I 3.n I 6.10 1 1.81 I 1.2.8 1 6.60 I 
+ ________ + ________ +~---_---+ __ ------+_--_----.---_-ft--+_--_____ +-~ ______ +---_----+ 

PERFORMANCE 1 ° 1 0 I a 1 3 I a I 1 1 1 1 0 I 0 1 

ANDAEFUND I 0.00' 0.00 1 0.00' 60.00 I 0.00 I 20.00 1 20.00' O.PO' 0.00 I 
I 0.00 I 0.00 I 0.00 I 1.,,0' 0.00 I 1.22 I 1.12' 0.00 I 0.00' 
.--------+--------+--------+--------+--------+~---~ ___ .--------f-~---~ __ +--------+ 

REFUND I 1 I 1 I 5 1 2 1 0 1 a , a , 1 I 0 I 
AND I 10.00 I 10.00 I 50,00 I 20.00 I 0.00 1 0.00 1 0.00 I 10.00 1 0.00 1 
INVESTIGATION, 1.79 / 1.59, 1.6l I 0.93 I 0.00 1 0.00' 0.00 I 1.28 I 0.00, 

alLLING 
ADJUST­
MENT 

STOP 
HARRAS5-
MENT 

RELEASE 
FROM 
CONTRACT 
(REFUNDI 

.--------+--------+----~---.---~----+--------.----~---+--------+--------+----~---+ 
I I' 11 ~l 01 a' a' 11 61 11 
I 7.14 I 7.11, I 28.57 I 0.00 I 0.00' 0,00' 7.1~ 1 "Z.811 I 7.1 .. , 
, 1.79 / 1.59 1 1,29' 0.00 1 0.00' 0.00 I 1.1;! I 7.69 I 0,9'1 1 

+--------.----~---+--------+--------+--------+----~---+--------+--------+--------+ I 01 01 0/ 01 01 01 01 21 01 
/ 0.00 I 0.00' 0.00 I 0.00' 0.00 I 0.00 I 0.00' 100.00 I 0,00' 
I 0.00 I 0.00 I 0.00 I (1.00 1 0.00 I 0.00 I 0.00 I 2.56 / 0.00 I 
t--------+--------+---u----t--------+--~ _____ +--------+_-----~-+--------+~~------. 
( 0/ 01 21 01 01 0/ 01 11 2' 
, (l.00 I 0.00, 40.00 I 0.00 1 0.00 I 0.00 I 0.00 I 20.00 I 40.00 I 
, 0.00 I 0.00 I O.M' 0.00 1 0.00 I 0.00 1 0.00' 1.28 I 1.a9 I 
t-------~+--------.--------+--------.--------+--------t---~---~+_-------.--------+ RETURN OF' 0 , 0 I a I 0 , 0 , a I 1 1 a 1 0 I 

MERCHANDISE I 0.00 1 0.00 1 0.00 I 0.00 I 0.00 I 0.00 / 100.00 I 0.00 I 0.00 1 
SURRENDERED I 0.00' 0.00 1 0.00 I 0.00 I 0.00 1 0.00 I 1.12 I 0.00 1 0.00 I 

t--------+------~·+_-------+-------~._-----~-.-------_~ _______ ~+--~-----+--------t 
TOTAL 56 63 311 215 31 82 78 106 

E 9 

TOTAL 

211 

17 

113 

23 

12 

111 

12 

51 

10 

5 

1031 



MERCHANT I TRANSACTIONAL SEOUENCE PROFILES 

RESPONSE I AA I AS I At I BA I BB I Be leA I CB Icc I TOTAL 
______ ~ _____ + ________ +--------+--------.--------+--------.--------t--------+--------.--------~ 

I ~ I 5 I 32 I 13 I 'I I 17 1-16.69 3 I 5 I 11 I 99 
UNKNOWN I 4.0~ I 5.05 I 32.32 I 13.13 I 9.09 I 17.17 I 3.03 I 5.05 I 11.11 I 

I 7.1~ I 7.94 I 10.29 I 6.05 I 29.03 I ,u.73 I 3.37 I 6.~1 I 10.38 I 
+ _______ -+-------- t--- ---- +----.... ---+------- ... +-- .------+-------- t--------+------- .. 
I 9 I 1 I lit 1+7,77 63 I 2 I IS I 18 I 3 I 13 I 159 

IGNORES I 5.70 I 0.63 I 21.52 I 39.87 I 1.27 I 9."9 I 11.39 I 1.90 I 8.23 I 
CONTACT I 16.07 I 1.59 I 10.93 I 29.30 I 6.~5 I 18.29 I 20.22 I 3.85 I 12.26 I 

+--------+--------+--------+--------+--------+---- ~,·-+--------t--------+--------+ 
It 212 11 I 1 I 11 1+2,49 43 I 2 I 4 I +4.61 1) I 1 I 3 I q 1 

SKIPS OUT I 12.09 I 1.10 I 12.09 I 107.25 I 2.20 I ~.~O I 16.48 I 1.10 I 3.30 I 
I 19.6'" I 1.59 I 3.54 I 20.00 I 6.45 I .... 88 I 16.65 I 1.28 I 2.63 I + ________ t ________ +- _______ t ________ + ________ t ________ +_-------t--------+--------+ 

a I a I 3 I +1.18 9 I I I 2 I ... I 1 I a I 20 
BANKRUPTCY 0.00 I 0.00 I 15.00 I 45.00 I 5.00 I 10.00 I 20.00 I 5.00 I 0.00 I 

I 0.00 I 0.00 I 0.96 I 4.19 I 3.23 I 2.~4 I "'."''1 I 1.28 I 0.00 I 
.------- -+-------- .... -- -----+--------+-------- .. -------- .... - ... -----+--------+-----+ 

ARGUES I 5 I 2 1+19,38 55 I 3 I ... I 6 I 8 I 2 1+6.68 22 I 107 
PRODUCT I ~.67 I 1.87 1 51.40 I 2.80 I 3.7't I 5.61 I 7.46 I 1.87 I 20.56 I 
CLAIMS I 8.93 I 3.17 I 17.68 I 1.~0 I 12.90 I 1.32 I 8.'19 I 2.56 I 20.75 I 

.. -------+--------+--... ----+-------+--------+------- .... ------+ ... ------+-------+ 
ARGUEr. I 51+2.84 211 101 11 ~I 11 31+3.66 221 61 al 
PRICE I 6.17 I 25.93 I 22.22 I 1.23 I ~.94 I 1.23 I 3.70 I 27.16 I 7."1 I 
CLAIMS I 8.93 I 33.33 I 5.79 I O.H 1 12.90 I 1.22 I 3.37 I 28.21 I 5.66 I 

t--------+--------+--------~·------_+_-------t---- ... ---+--------+--------t--------+ 
DELAYS I 9 I 2 I 35 1+7.95 38 I " I 16 I 15 I 6 I 10 I 135 
TAKING I 6.67 I 1.48 I 25.93 I 28.15 1 2.96 I 11.85 I 11.11 I 4."" I 7.101 I 
ACTION I 16.07 I 3.17 I 11.25 I 17.67 I 12.90 I 19.51 I 16.65 I 7.69 I 9."3 I 

DISCLAIMS 
KNOWLEDGE 

REFERS TO 
THIRD PARTY 

TAKES 
CORRECTIVE 
ACTION 

HARRAS& 
MENTSOR 
THREATS 
ARGUES 
CONTRACT 
IMPLEMENTA­
TION 
REFUSAL 
TO GIVE 
REFUND 

DENIES 
ADVERTISED 
CLAIMS 

~--------+--------.-----~--+--------+--------.--------+--------+--------+--------+ 

I I I> I 16 I 2 0 I 2 I " I " 1 10 I 
2.22 I 13.33 I 35.56 I ......... 0.00 I 4.104 I 8.89 I 8.89 I 22.22 I 
1.79 I 9.52 I 5.1" I 0.93 0.00 I 2.~~ I 4."''1 I 5.13 I 9."3 I 

~--------~-------+--------+--------+--------+--------+--------+----.---+--------+ 

I 01 21 Bill 11 01 31 01 41 
I 0.00 I 10.53 I 102.11 I 5.26 I 5.26 I 0.00 1 15.79 I 0.00 1 21.05 I 
I 0.00 I 3.17 I 2.57 I 0."1 I 3.23 I 0.00 I 3.37 I 0.00 I 3.77 I 
~-----~-+--------+--------+--------.--------+--------.--------~-------+--------+ I 10 I 21 I 79 l+l~5740 l-l~21 3 I 15 1-3Z43 12 I 25 I 2" I 
I 4.37 I 9.17 I H.50 I 17.47 I 1.31 I 6.55 I 5.24 I 10.92 I 10.4B I 
I 11.86 I 33.33 I 25."0 I 16.60 I 9.68 I 16.29 I 13.48 I 32.05 I 22.64 I 
+--------+--------t--------+--------.--------+--------+--------+--------~--------+ 
I 01 01 21 01 01 11 01 31 11 
I 0.00 I 0.00 I 2B.57 I 0.00.1 0.00 I 14.29 I 0.00 I "2.86 I 1".29' 
I 0.00 I 0.00 I 0.6'" I 0.00 I 0.00 I 1.22 I 0.00 I 3.85 I 0.9~ I 
+--------+--------+--------+--------+--------+--------+--------+--------+--------+ 
I 0 I a I 5 ,I a I 0 I 1 I 2 I a I 0 I 
I 0.00 I 0.00 I 62.50 I 0.00 I 0.00 I 12.50 I 25.00 I 0.00 I 0.00 I 
, 0.00 I 0.00 I 1.61 I 0.00 I 0.00 I 1.22 I 2.25 I 0.00 I 0.00 I t------·,t-------+-------+-------+--------t--------+-------- ~----__ +--------+ 
, 11 01 11 21 01 11 11 ... , 11 
I 9.09 f 0.00 I 9.09 I 18.18 I 0.00 I 9.09 I 9.09 I 36.36 I 9.09 I 
1 1.79 I 0.00 I 0.32 I 0.93 I 0.00 I 1.22 I 1.12 I 5.13 I 0.94 I t--------t·.-------+--------+--------+-------- t--------+--------+--------+--------+ 
I 1 , 2 I 12 I a I 1 I 1 I 1 I 2 I 1 I 
I 1,.76 I 9.52 I 57'!4! 0.00 1 4.76 \ 10.76 I 10.76 I 9.52 I 4.76 I 
I 1.79 I 3.17 I 3.66 I 0.00 I 3.23 I 1.22 I 1.12 I 2.56 I 0.910 I 
+--------+- ... ------+--------+--------+------ --+-- ------+------- ... +-------+-------- • 

TOTAL 56 63 311 215 31 82 89 18 106 
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PRODUCT OR I 

SERVICE I 
11 

- - .. 

12 13 

- - - - - - - -
TABLE E·2. TWO·WAY CROSS·TABULATIONS BY NETWORK CLUSTER MEMBERSHIP 

14 15 16 

NETWORK CLUSTER PROFILES 
I 

17 18 19 110 III 

- - - - -
112 113 114 TOTAL 

-------------+---.-----+-------+--------+--------+--------+--------+--------+-------+-------+-------+--------+------+--------+-------+ 
! 0 I a I 0 I a I a I a J 1 I 3 I 1 J 1 I 2 I a I 2 I 0 1 10 

UNKNOWN I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 10.00 I )0.00 1 10.00 I 10.00 I 20.00 I 0.00 I 20.00 i 0.00 I 
J 0.00 J 0.00 I 0.00 J 0.00 J 0.00 J 0.00 J 0.B6 I 2.50 J 3.10 I 0.B9 I 9.52 I 0.00 I 1.10\ J 0.00 I 
+--------+---_ .. ---+--------+--.. _----+-------+--------+--------+------+-----+----.. ---+-------+--------+--------+------+ 

AUTOMOBILES I 18 I 5 I 0 I 5 I 0 I 0 I 9 I It I 0 1-7.35 0 I 0 I a 1+6·62 21 1 9 I 71 
AND OTHER I 25.35 I 1.CIt I 0.00 I 7.0~ I 0.00 I 0.00 I 12.68 I 5.63 I 0.00 I 0.00 I 0.00 I 0.00 I 29.58 I 12.68 I 
VENICLES I 9.05 I 5.95 I 0.00 I 9.~?'> I 0.00 I 0.00 I 7.76 1 3.33 I 0.00 I 0.00 I 0.00 I 0.00 1 1B.26 1 8.26 1 

+--------+--------+--------+-------+--------+--------+--------~-------+-------+--------+-------+-------+--------+------+ 
I 11 I 3 1 0 1 +1.91 8 I 0 I 0 I 7 I 1 I 0 I 3 I a I 1 I 1 I 2 I 37 

AUTOMOTIVE J 29.73! B.ll I 0.00 I 21.62 I 0.00 I 0.00 I 1Q.92 I 2.70 I 0.00 I B.ll I 0.00 I 2.70 J 2.70 1 5.H I 
PRODllCTS I 5.53 I 3.57 I 0.00 I 15.09 I 0.00 J 0.00 J 6.03 I 0.B3 J 0.00 I 2.68 I 0.00 I 2.13 I 0.87 I 1.83 I 

+- --- .. --+--.----+-------+--------+------+--------+-------~----+-----+_------+_-------+------- t--------+------+ 
1-14.53 1 J 6 I 3 I 3 I 0 I a I 0\ I 9 I 1 I lit I 3 I 7 I 3 I 2 I 56 
I 1.19 I 10.71 I 5.36 I 5.36 I 0.00 I 0.00 I 7.lIt I 16.07 I 1.79 1 25.00 I 5.36 I 12.50 I 5.36 1 3.57 I 
I v.50 I 7.10\ I 18.75 I 5.66 I 0.00 I 0.00 I 3.1t5 I 7.~50 1 3.70 I 12.50 I IIt.29 I 1~.B9 I 2.61 I 1.B3 1 
+--------+_----+-------+--------t·-------+--------+-------+-----t·-----+------+-------+------+_-------+------+ 

BOOKS, 
RECORDINGS 
AND 
PERIODICALS 

I 20 I 0\ I a I 1 I 1 I 2 I 7 I 9 I 1 I 2 I 3 I It I 1 I 3 I 58 
I 34.1t8 I 6.90 I 0.00 i 1.72 I 1.72 1 3.ItS I 12.07 I 15.!i-2 I 1.72 I 3.1t5 I 5.17 I 6.90 I 1.72 I 5.17 I 
I 10.05 1 1t.16 1 0.00 I 1.B9 I 9.09 I 1'0.29 I 6.03 I 7.50 I 3.70 I 1.19 I 1,..29 I 8.51 I 0.87 I 2.75 I 
+-------+------+---",---+--------+--------+-----+------+-------+-------+--------+-------+--------+--------+-----+ 

FOOD, PER· 
SONALCARE 
AND RELATED 
ITEMS 

I It I 3 I 0 I 2. I a i a I 0 1 1 I a I It 1 0 I 0 1 1 1 2 I 17 
I 23,531 17.65 I 0.00 I 11.16 I 0.00 I 0.00 1 0.00 I 5.88 I 0.00 I 23.53 I o.CO I 0 .• 00 I 5.8B I 1l.1~ I 
I 2.01 I 3.57 I 0.00 I 3.17 I 0.00 I 0.00 I 0.00 1 0.83 I 0.00 I 3.51 1 0.00 I 0.00 1 0.87 I 1.83 I . 

GARDEN 
PRODUCTS 

. +--------+--------+-----.. --+-------+--------+--------+------i-----+----+-------+--------+--------+--------+--------+ 
I 3 I 3 I a I a I a I +.40 3 I 1 I 1 1 0 I 2 I 0 I 1 I a I a I 14 
1 21.43 I 21.103 I 0.00 I 0.00 I 0.00 I 21.103.1 1.lIt 1 7.11t I 0.00 I 11t.29 I 0.00 I 7.lIt I 0.00 I 0.00 I 
I 1 •. 51 1 3.57 I 0.00 I 0.00 I 0.00 I 21.43 1 0.86 1 1'.83 1 0.00 1 1.79 I 0.00 I 2.ll I 0.00 I 0.00 1 

HEALTH 
PRODUCTS 

+_-------+_------+--------+--------+-----t------+-----+-------+------+-----+--------+--------+--------+--------+ 
1 Ita I 10 I- 1 1 11 I 3 1 a 1 16 I IB I 0 I 13 I a 1 6 I 12 I 11 1 lit 1 
I 2B.37 I 7.09 I 0.71 1 7.80 1 2.13 I 0.00 1 11.35 I 12.77 I 0.00 I 9.22 I 0.00 I 4.26 I 8.51 1 1.BO 1 
I 20.10 1 11.90 1 6.25 1 20.75 I 27.27 1 0.00 I 13.19 1 15.00 I 0.1l0 I 11.61 I 0.00 I 12.77 I 10.43 I 10.09 I 

HOME 
FURNISHINGS 

+---.. --+-----+-------+-----.--+--------+--------+--------+-------+-----=-- t--------+--------+--------+_-------+--------+ 
I 11 1 It I a 1 5 I 0 I 1 I 2 I 9 I 3 1 8 I 2 I 2 I 2 I 3 I 52 
I 21.15 I 7.69 I 0.00 I 9.62 1 0.00 1 1.92 I 3.B5 I 17.31 I 5.77 I 15.38 1 3.B5 I 3.B5 I 3.85 I 5.77 I 
I 5.531 4.76 I 0.00 I 9.431 0.001 7.lIt I 1.72 I 7.50 I 11.11 1 7.10\ I 9.52 I ~.26 1 1.74 I 2.75 I 

JEWELRY, 
WATCHES 

+----+-----+------+-----+------+--------+-----t--------+--------+_-------+--------+--------t--------+--------+ 
I 4 I 2 I 1 I 2 1 1 I ! I 2 1 1 I 0 I B I a 1 1 I 1 1 2 I 32 
I 12.50 I 6.25 I 3.13 I 6.25 I 3.13 I 3.13 I 6.25 I 21.88 I 0.00 1 25.00 I 0.00 I 3.13 I 3.13 I 6.25 I 

OUTDOOR, 
RECREA· 
TIONGOODS I 2.01 I 2.38 I 6.25 I 3.71 I 9.09 I 1.10\ I 1.72 I 5.83 I 0.00 I 7.14 I 0.00 I 2.13 1 0.B7 1 1.B3 I 

+--------+------+--------+--------+--------~--------+-------t--------+-------+_-------+--------+--------t--------+--------+ 
I 15 I a I 0 I 4 I 1 I 1 I 8 I It 1 0 I 10 I a I 2 I 1 1 0 I 46 
I 32.61 I Q.OO I 0.00 I 8.70 I 2.17 I 2.11 I 17.39 I B.70 I 0.00 I 21.74 I 0.00 I 1t.35 I 2.17 I 0.00 I 
1 7.54 I 0.00 I 0.00 I 7.55 I 9.09 1 7.11t 1 6.90 I ~.33 I 0.00 I B.93 I 0.00 I 4.26 I 0.87 I 0.00 I 

WEARING 
APPAREL 

+--------+_-------T--------+-------+-------+--------+--------t--------+--------+--------+--------+--------t--------+--------+ 
TOTAL 199 8-4 16 53 11 a 116 120 27 112 21 47 115 109 10 ... 4 



txJ 

I-' 
N 

PRODUCT OR SERVICE 

(continued) 
1 .. _-- ---------( 12 13 14 I!J 16 \I 8 19 110 III Il2 113 114 

2 -,- ------3-1------0-1------0- i ------0 -r-----i- i ---- -- 4 -I----rj----o-t------j-t------(j- r------r- r------r;-t------i;- i LANDI 
REAL 
ESTATE 

8.00 I l2.00 I 0.00 I 0.00 I 0.00 I ~.OO I 16.00 I 4.00 I 0.00 I 12.00 I 0.00 I ~.OO I 24.00 I 16.00 I 
1.0L I '3.51 I 0.00 I 0.00 I 0.00 I 1.1~ I 3.45 I 0.63 I 0.00 I 2.66 I 0.00 I 2.13 I 5.22 I 3.67 I 

APPLIANCE 
AND 
EQUIPMENT 
REPAIRS 

+--------+--------+--------+--------+--------+--------+--------f--------+--------+--------+--------+--------+--------+--------+ 
I 12 I 2 I 3 I 0 I 2 I 0 I 9 I 6 I 0 I 3 I 0 I 5 I 7 , 6 I 
, <!l.82 I 3.M I 5.45 I 0.00 I 3.64 I 0.00' 16.36 I 10.91 I 0.00 I 5.~5 I 0.00 I 9.09 I 12.73 I 10.91 I 
I 6.03 I 2.36 I 16.15 I 0.00 I 16.16 I 0.00 I 7.7& I 5.00 I 0.00 I 2.68 I 0.00 I 10.6~ I 6.09 I 5.50' 
+--------+--------+--------+--------+--------+-------- .. --------. --------+-------+-----+-------+------_.-+-------+--------+ 

AUTOMOBILE 
OR OTHER 
VEHICLE 
RELATED 

I 22 I 1 I 2 I 5 I }. I a I 19 I 5 I a I 5 I 0 I 4 I 10 I 10 I 
I 24.44 I 1.78 I 2.22 I 5.56 I 1.11 I 0.00 I 21.11 1 5.56 I 0.00 I 5.56 I 0.00'1 4.H I li.U I 11.11 I 
I 1l.06 I 8.33 I 12.50 I 9.43 I 9.09 I 0.00 I 16.38 I 4.17 I 0.00 I 1t.1t6 I O.OCi I 8.51 I 8.10 I 9.17 I 
+--------+--------+--------+--------+--------+--------+--------.--------+--------+--------+--------~--------+--------+--------+ 

BUSINESS 1-7.56 0 I 7 I 0 I 1 I 0 1 0 i 5 I 0 I +.99 9 I 1 I 4 'j 4 I 3 I 0 I 
OPPOR- I 0.00 I 20.59 I 0.00 I 2.94 I 0.00 1 0.00 I 14.71 I 0.00 I 26.41 I 2.94 I 11.76 I 11.76 I 6.82 I 0.00 I 
TUNITIES I 0.00 I 8.33 I 0.00 I 1.89 I 0.00 I 0.00 I 4.31 I 0.0 I 33.33 I 0.89 I 19.05 I 8.51 I 2.61 I 0.00 I 

+-------+-- ------+--------+-------- ,~--------+--------+-----t-------+-------+--------+-.-------+ -------.-+-------- +--------+ 
I 1 I 3 I 0 1 0 I 0 I 1 I 0 I 0 I +.45 4 I 0 1 2 I 2 I 2 I 0 I 

EDUCATIONAL I 6.67 1 lO.oo I 0.00 I 0.00 I 0.00 1 6.61 I 0.00 I 0.00 I 26.67 I 0.00 I 13.33 I 13.:n I u.:n 1 0.00 I 
I 0.50 I 3.57 1 0.00 I 0.00 1 0.00 I 7.14 I 0.00 I 0.00 I 14.81 I 0.00 I 9.52 I 4.26 I 1.71t I 0.00 I 
+--------+------+-------+--------+-------+------+-------t----+------+--------+--------+--------+--------+--------+ 
I 01 21 01 01 01 01 21 01 21 01 11 01 31 01 

EMPLOYMENT I 0.00 I 20.00 I 0.00 I 0,,00 I 0.00 I 0.00 I 20.00 I 0.00 I 20.00 1 0.00 I 10.00 I 0.00 I 10.00 I 0.00 I 
I 0.00 I 2.38 I 0.00 I 0.00 I 0.00 I 0.00 I ,1.72 I 0.00 I 7.41 I 0.00 I 4.76 I 0.00 I 2.61 I 0.00 I 
+--------+------+--------+-------.--------+------+------t--------+------+------+-._------+--------+-.-----,--+--------+ 

FINANCIAL, 
INCLUDING 

1 01 31 01 01 01 01 01 31 01 31 01 01 31 61 
I 0.00 I 16.67 I 0.00 I 0.00 I O.GO 1 0.')0 I 0.00 I 16.67 I 0.00 I 16.67 I 0.00 I 0.00 I 16.67 I 33.33 I 

LOANS I 0.00 I 3.!>7 1 0.00 1 0.00 I 0.00 I O.JO I 0.00 I 2.50 I 0.00 I 2.68 I 0.00 I 0.00 1 2.61 1 5.50 1 
+--------+------- t-------+------+-------.--------.----r-------+------+--------+--------+--------+---------+------+ 

HOUSE 
RELATED 

I 161 51 21 41 21 01 81+9•75 271 11 121 01 01 171 161 
I 16.07 I 4.46 I 1.79 I 3.57 I 1.79 I 0.00 I 7.1-\ I 24.11 1 0.89 I 10.'/1 1 0.00 I 0.00 I 15.18 1 14.291 
1 9.05 1 5.95 1 12.50 I 7.55 I 18.18 1 0.00 I 6.90 1 22.50 1 3.70 I 10.71 1 0.00 I 0.00 1 14.711 1 14.68 I 
+--------+--------t--------+--------+--------+-------- .. ---------t--------+--------+--------+--------+--------t--------+-------+ 

HOUSING 
LOCATOR 

1 21 11 11 11 01 01 01 01 01 11 01 01 ~I 11 
I 22.22 I il.ll I ll.ll I 11.11 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 11.11 I 0.00 I 0.00 1 22.£Z I 11.11 I 
1 1.01 I 1.19 I 6.25 I 1.89 I 0.00 I 0.00 1 0.00 1 0.00 I 0.00 1 0.89 I 0.00 1 0.00 1 1. H 1 0.92 1 +--------+------+-------+--______ + _______ .. -_______ + ________ ~------+--------+--------+--------+-,------t------+------+ 

MOVING 
AND STORAGE 

1 01 01 01 01 01 01 21 01 01 11 01 01 21 11 
I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 33.33 I 0.00 I 0.00 1 16.67 1 0.00 I 0.00 I :H.:n I 16.61 I 
I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 1 1.72 I 0.00 I 0.00 I 0.89 1 0.00 I 0.00 I 1.74 I 0.92 I 
+--------+------- t--------+--------+-------+--------+-.------+------- .--------.-------.--------+-------+--------+-----+ 

PHOTO-
GRAPHIC 

I 0 I 0 / 0 I 0 I 0 I 0 I 0 I 3 I 0 I +1.70 7 I 0 I 0 J 1 I " I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 20.00 I 0.00 I 46.67 I 0.00 I 0.00 I 6.67 I 26.67 I 
I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 2.50 I 0.00 I 6.25 I 0.00 1 0.00 I 0.87 I 3.67 I +--______ + ________ + _______ • ________ + ________ +--------+-.-------+--------+------- >--------+--------+--------t--------t--------+ 

TOTAL 199 84 16 53 11 14 116 120 27 112 21 It7 115 109 

- - - - - - - - •• - - - - - - - - -

TOTAL 
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PRODUCT OR SERVICE 
(continued) 

NETWORK CLUSTER PROFILES 

11 12 13 14 I" 16 17 8 19 110 III 112 III 11lt 
---------- -"-------.-------~----___ ... ----____ .&. ________ +-_______ 4- ________ ,I .~- 4_ -- -~. .. ___ 4___ ----4-___ ~.~ ___ .. --------+. 
PUBLISHING 1 a I a / a / a I a 1 1 1 1 1 a I 1 2 1 I 0 I 1 / It I 
AND 1 0.00 1 0.00 1 0.00 / 0.00 1 0.00 I 9.09 I 9.09 I 0.00 I 9.09 18.18 9.09 I 0.00 I 9.09 I 36.36' 
MARKETING I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 1 1.11t I 0.86 1 0.00 I 3.10 I 1.19 I 1t.16 I 0.00 / 0.87 1 3.67 I 

.+-------- .... ------+--------+--------+-------+--------+-----+-------+----+------+--------+-------+--------+---------+ 
I It 1 7 1 0 1 1 I a I 3 I 2 I 1 I 3 I a I 3 I 2 1 8 I +4.13 15 / 

SELF· / 8.16 I lIt.29 I 0.00 I 2.01t I 0.00 I 6.12 I 1t.08 I 2.01t 1 6.1Z 1 0(,00 I f •• 12 1 1t.08 I 16.33 I 30.61 I 
IMPROVEMENT 1 Z.Ol I 8.33 I 0.00 I 1.69 I 0.00 I 21.1t3 I 1.12 I 0.83 I 11.11 1 0.00 1 14.Z9 / 1t.26 / 6.9b 1 13.76 I 

SHIPPING 
AND 
TRAVEL 

YARD 
RELATED 

CARE 
SERVICES 

CHARITY 

CONTEST 

COLLECnON 
AGENCY 

CREDIT 
REPORTING 

ANIMAL 
RELATED 

RECREA· 
TIONAL 

TOTAL 

.i------+-----+--------+------+--------+------+-----.-----+-----+--------+--------+--------.--------+-------_. 
I 31 21 11 01 01 01 51 It/ 01 41 01 01 21 01 
I H.29 1 9.52 1 4.76 I 0.00 I 0.00 / 0.00 / 23.81 I 19.05 I 0.00 I 19.05 1 0.00 I 0.00 I 9.52 I 0.00 1 
I 1.51 I 2.38 1 6.25 1 0.00 I 0.00 I 0.00 I 't.31 I 3.33 I 0.00 I 3.57! 0.00 I 0.00 1 1. TIt / 0.00 / 
.+-------.... ----+-------.-----+-------+-------+-----+------+-----+-.,._-----+--------+--------+-------- .... -------+ 
I 01 01 01 01 01 01 01 11 01 21 0/ 01 11 01 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 25.01) / 0.00 1 50.00 1 0 .. 00 I 0.00 / Z5.00 1 0.00 1 
I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 / 0.00 I 0.83 I 0.00 I 1.79 I 0.00 I 0.00 I '0.07 I 0.00 I 

..... -----+----+-------.-=----+------+------+----+--------+-------+--------+-------.-+--------.... -------+--------+ 
I 0/ 01 1/ 01 01 01 01' 01 01 01 01 01 Di 41 
I 0.00 I 0.00 1 20.00 I 0.00 I 0.00 1 0.00 I 0.00 1 0.00 1 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 80.00 1 
I 0.00 I 0.00 I 6.25 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I O.C,j I 0.00 I 0.00 I 0.00 I 0.00 ~ 3.67 I 
.+-----+------+-----~ .... ------+-----+------,--+----.... ------+------+-------+-------+---~--+------+-----+ 
I 11 01 01 01 01 01 01 01 01 01 01 01 01 01 
1 100.00 I 0.00 I 0.00 1 0.00 I 0.00 1 O.C)O I 0.00 I 0.00 1 0.00 1 0.00 I 0.00 1 0.00 1 0.00 I 0.00 I 
1 0.50 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 
.+------+-----+------+--------+-------.... ----+------.... ------- ... ----- .... ------+-------+----+-------. + 
I 01 01 01 :>1 .01 01 11 01 01 21 01 zi 01 01 
1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 20.00 I 0.00 I 0.00 I 1t0.00 I 0.00 I 1t0.DO 1 0.00 I 0.00 I 
1 0.00 I 0.00 I 0.00 1 0.00 1 0.00 1 0.00 I 0.86 I 0.00 I 0.00 I 1.79 I 0.00 1 Io.Z6> 1 0.00 1 0.00 I 
.+-------+-----+-------+-------+----+-------+------~------+------+----_ .. +--------.;.------+------+-----. 
I 01 01 01 01 01 01 01 01 01 0/ 01 01 11 41 
I 0.00 I 0.00 1 0.00 1 0.00 1 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 / 0.00 / 0.00 I 20.00 1 80.00 I 
I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 / 0.00 I 0.00 1 0.87 I 3.67 I 
.• -----+-----+------+--. ~---+--------+--------+------+------+-----~-------+--------+-------- .... -----+-----..... + 
I 01 01 01 01 01 01 11 01 01 t'l 01 ul 11 01 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 50.00 I 0.00 1 0.00 I 0.00 I 0.00 1 0.00 I 50.00 I 0.00 I 
/ 0.00 I 0.00 1 ~.OO I 0.00 I 0.00 1 0.00 1 0.86 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 1 0.87 1 0.00 I 

-+ _____ +-----+-------+------+--------+-------+------+--------+------+-------T---~----+-----+------+----+ 
I "'I 11 01 01 01 01 01 11 01 11 01 01 0/ 0/ 
I 57.14 I Lo\.2:9 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 14.29 I O.OO! 110.29 1 0.00 1 0.00 1 0.00 1 0.00 I 
I 2.01 I 1.19 I 0.00 I 0.00 I 0.00 I 0.00 / 0.00 1 0.83 I 0.00 I 0.89 I 0.00 I 0.00 1 0.00 1 0.00 I 
-+-----+------+-------+--------+--------+--------+--------+--------+----.-+------+--------+------.... -----+------+ 
I 31 11 11 01 01 01 01 21 11 01 01 3! 01 01 
I 27.27 1 9.09 I 9.09 I 0.00 I 0.00 I 0.00 1 0.00 1 .8.lIl 1 9.09 I 0.00 1 0.00 1 27.27 j 0.00 I 0.00 1 
1 1.51 I 1.19 1 6.251 0.00 I 0.00 1 0.00 I 0.00 f 1.67 I 3.70 1 0.00 I 0.00 I 6.38 I 0.00 I 0.00 I 
.+--------+-----+-------+--------+--------+--------+-------.. r-----+----+--------+--------+-------- .... -----+-----+ 

199 81t 16 53 11 1, n6 lZO Z1 11Z 21 ,.7 115 109 

-
TOTAL 

11 

21 

5 

5 

5 

2 

7 

11 

10¥. 



CONSUMER'S SEX II NETWORK CLUSTER PROFILES 

11 12 13 14 IS 16 17 18 19 110 III 112 113 114 II TOTAL 
---------+---- -- _ .. + -------+-------- +-- ------+-------- +--------+------- - +-------+-------+--------+--------+-------+--------+------ +' 

I 2:0 I 7 I 3 I 5 I a I 2 I 8 I 9 I 1 I S I a I 2 I 7 I 10 I 79 
UNKNOWN I 25.32 I 8.B6 I 3.80 I 6.33 I 0.0:) I 2.53 I 10.13 I 11.39 I 1.27 I 6.33 I 0.00 I 2.53 I 8.86 I 12.66 I 

I 10.05 I 8.33 I 18.75 I 9.'>3 I 0.00 I H.29 I 6.90 I 7.50 I 3.70 I 4.46 I 0.00 I 4.26 I 6.09 I 9017 I 
+-------+--------+-------+--------+--------+--------+--------i------+-------+--------+------+--------+--------+--------+ 
I 88 I 31 I 3 I 19 I 8 I 4 I 42 I 53 I 9 I 52 I 12 I 19 I 36 I It1 I 417 

FEMALE I 21.10 I 7.lt3 I 0.72 I 4.56 I 1.92 I 0.96 I 10.07 I 12.71 I 2.16 I 12.47 I 2.88 I 4.56 I 8.63 I 9.83 I 
I 44.22 I 36.90 I 18.75 I 35.85 I 72.73 I 28.51 I 36.21 I ~.17 I 33.33 I 46.43 I 57.l'o I 40.43 I 31.30 I 37.61 I 
+--------+--------+--------+-------+--------+----_._--+-------- +-------+-----+-------- +-------+-------- .. --------+------- .. 
I 81 I 39 I 10 I 23 I 2 I 6 I 60 I 51 I 15 I 48 I 6 I 20 I 57' I 44 I 46Z 

MALE I 17.53 I 8.," I 2.16 I 4.98 I 0.lt3 I 1.30 I lZ.99 I 11.04 I 3.25,,1 10.39 I 1.30 I '0.33 I lZ.34 I 9.52 I 
I 0\0.70 I It6.<4>3 I 62.50 I H.40 I 18.18 I 42.86 I 51.72 I It2 .• 50 I 55.56 I 42.86 I 28.57 I 4Z.55 I 49.57 I 40.37 I 
+ ________ +--------+-------- +--------+--------+-------+-------- +---, -,-+-.------+-------- +--------+-------- +--------+-------- t 
I 8 I 7 I a I 5 I 1 I 1 I 6 I '6 I . 2 I 7 I Z I 6 I 1 .. I 13 I 78 

COUPLE I 10.26 I B.97 I 0.00 I 6.'H I 1.28 I 1.Z8 I 7.69 I 7.69 I 2.56 J 8.97 I 2.56 I 7.69 I 17.95 I 16.67 I 
I 4.02 I 8.33 I 0.00 I 9.43 I 9.09 I 7.14 I 5.17 I 5.00 I 7.41 I 6.25 I 9.52 I 12.77 I 12.17 I 11.93 I 
+--____ +-------+--------+------+-------+--------,+-------+-------- t-------+------- +--------+-------.-+------'--t-------+ 
I 21 01 01 11 01 11 a'' 11 01 01 11 01 11 11 8 

GROUP I 25.00 I 0.00 I 0.00 I 12.50 I 0.00 I 1Z.50 I 0.00 I '12.50 I 0.00 I 0.00 I 12.50 J 0.00 I lZ.50 I 12.50 I 
I 1.01 I 0.00 I 0.00 I 1.B9 I 0.00 I 7.14 I 0.00 I 0.B3 I 0.00 I 0.00 I 4.76 I 0.00 I 0.87 I 0.92 I 
t-------+--------+--------+------+--------+-------+-------+-------+------+------+-------t--------+--------+--------+ 

TOTAL 199 8'0 ~6 53 11 1'0 116 120 27 112 21 47 115 109 10'0" 

IS MERCHANT I NETWORK CLUSTER PROFILES 
I II> 19 110 III 112 113 114 I 

SOLVENT? 11 12 13 14 15 ___ I~ ______ !:-------;--~----+.--------+--------+------~-+--------+--------+--------+ 
• ________ + ______ +-------+------+-.. ------+---- + 10 ' 31 I 9 I 34 I 5 I 4 I 13 I 12 I 

I 1B I 7 I 3 I 9 I a I a 6~ I 6 41 19 87 I 5.77 I 21.79 I 3.21 I 2.56 I 8.33 I 7.69 I 

UNKNOWN \ 1~:~; I ::~~ I 1!=~~ I 1!:!~ \ g:gg I 7:14! _ 8:~: __ ~5:83_!--~~.:::-!...-:~.:~~-!--:::~,~-~---~:~=-!--==:~~_!--11:01-! 
+-----+------+------·--+------+--------r----~~-I- - 104 -209.5378 1-77.9812 1-292.4353 1-63.35 9 I 39 I 95 I 91 I 
I 178 I 66 I a3 I 43 I 10 1 12 91 9 73 I 1 50 I 6 61 I 1.12 I 4.86 I 11.85 I 11.35 I 

YES SOLVENT I 22.19 I 8.23 I 1.62' 5.36 'I 1.~~ II 7!'~7: 89'66 65'00 I 44:44' 41:32 I 42.86 I 82.98 I 82.61 I 83.'09 I 
, I 89.45 I 78.51' I 81.25 I 81.13 90. • • _: ___ +--------+--------+-.. ------+--------+--------+-------+ 

+-------+--------+--------+--------+------~-+--------+------;---- 11 I 6 I 25 I 1 I 4 I 1 I 6 I 
,-13.95 3 I 11 I a I 1 I 1 I 2 3~ I 2.33 12.19 I 6.98 I 29.01 I 8.1'0 I It.65 , 8.11t I 6.98 I 

NOT SOLVENT I ~'~i I t~:r~ \ ~:g~ ~ t:!~ \ ~:~~ I 14:Z9 I 1.72 9.17! 22.22 !--::.:::-L-~~:::-!---~.:~=-L--~.:~~-L-~50-! 
+----~-+-----+-------+-------+ .. -------+-------+---~ H.l ----~;~- -----;;- 11Z 21 41 115 109 

199 81t 16 53 11 lit TOTAL 

- - - - - - - - - - -.- - - - - -

TOTAL 

156 

802 

86 

10'0" 

•• 



- - - - - - - - - - - - - - - - - -

OTHER PARTIESI NETWORK CLUSTER PROFILES 
I 
11 12 13 I~ 15 16 17 18 19 110 III IL2 113 IL4 ----------+-------+-----+-------+------+--------+-------- .-------- .. _ .... ______ .&.- ______ .&. ________ ..L ________ &. ________ • ________ ", ________ ~ 

I 21 01 11 01 01 01 31 41 31 31 01 01 51 Itl 
UNKNOWN 

MANU­
FACTURER 

SELLER 

LENDER 

HOLDER 

NO OTHERS 
INVOLVED 

I 8.00 \ 0.00 I 4.00 I 0.00 \ 0.00 \ 0.00 \ 12.00 \ 16.00 I 12.00 \ 12.00 \ 0.00 I 0.00 I 20.00 I 16.00 I 
I 1.01 I 0.100 I 6.25 I 0.00 I 0.00 I 0.00 I 2.59 I 3.33! 11011 I 2.68 I 0.00 I 0.00 I 4.35 I 3.67 I +------+------+--------+--------+--------+--------+--.------ f--------+-------+-------_ + ________ + ________ +-_______ +-_______ + 
I 21 I 7 I a \ 7 i 2 I 1 I 8 I 4 I . 0 \ 2 \ 1 I 1 I 9 I 5 1 
I 30.B8 I 10.29 I 0.00 I 10.29 I 2.94 I 1.47 I 11.76 I 5.B8 I 0.00 I 2.94 I 1.47 I 1.47 I 13.2~ \ 7.35 I 
I 10.55 I 8.3" 1 0.00 I 13.21 I 18.18 \ 7.1~ I 6.90 I 3.33 \ 0.00 I 1.79 \ 4.76 1 2013 1 7.83 I 4.59 I 
+------+----.-+------+------ .,-+-------- +----- ---+-------- f- -------+--------+ --------+--------+--------+-------+--______ + 
I HILI 11 81 21 11 51 21 11 41 11 11 51 31 
I 28.57 I 2.0It 1 2.04 I 16.33 1 4.08 I 2.01t I 10.20 I 4.08 I 2. 0It I 8.16 I 2.04 I 2.0~ I 10.20 I 6.12 I 
I 7.0~ I 1.19 \ 6.25 I 15.09 I 18.18 I 7.lIt I ~.31 I 1.67 I 3.70 I 3.57 I 4.76 I 2.13! 4.35 I 2.75 I +-------+------__ + ________ + _______ + ________ + ________ +-_------f--------+-------+--------+--------+-------+--------+-------+ 
I 01 01 0\ 01 01 01 11 01 01 01 01 01 21 31 
I 0.00 I 0.00 II 0.00 I 0.00 I 0.00 I 0.00 I 16.67 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 33.33 I 50.00 I 
1 0.00 1 0.00 1 0.00 1 0.00 I 0.00 1 0.00 I 0.86 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 1.H 1 2.75 1 
+--------+--------+--------+--------+--------+--------+--------t-------+--------+--------+--------+------+------- f-----+ 
1 2 I 3 I 0 I 0 I 0 I 0 I' 1 I 0 I 0 I 1 I 0 1 0 I 6 1 1 I 
I H.29 I 21.43 I 0.00 1 0.00 I 0.00 I 0.00 I 7.14 I 0.00 I 0.00 1 7.14 I 0.00 I 0.00 1 1t2.86 I 7.1 .. 1 
I 1.01 I 3.51 I 0.00 I 0.00 I 0.00 1 0.00 1 0.86 I 0.00 J 0.00 1 0.89 I 0.00 I 0.00 I 5.22 I 0.92 1 
+------__ +---_____ +-------+-------+--------+--------+-------- i---•• ----+----:--+--------+--.------+-------+--------+-------+ 
1 151 I /)6 1 11 \ 38 1 6 I 11 1 94 I 107 I 22 I 95 I 19 I ~2 I 83 J 89 I 
I 18.11 I 7.91 I 1.32 I 4.56 I 0.72 I 1.32 I 11.27 I 12.83 I 2.64 I 11.39 I 2.28 I 5.04 I 9.95 I 10.67 I 
\ 75.88 \ 78.57 \ 61l.75 \ 71.70 I 54.55 J 78.57 I 81.03 I 89.17 \ 81.48 I 84.82 I 90.~8 \ 89.36 \ 72.17 I 81.65 I 
+--------+-----+--------+--------+---.-----+------+----<-----+------+--------+-------+-------+------+-----" 
\ 01 .. I 21 01 01 0\ 0: 11 1\ 61 01 21 0\ 01 

ADVERTISER I 0.00 I 25.00 1 12.50 I 0.00 I 0.00 I 0.00 I 0.00 I 6.25 I 6.25 I 37.50 I 0.00 I 12.50 I 0.00 I 0.00 I 

SERVICE 
AGENCIES 

\ 0.00 I 4.76 I 12.50 I 0.00 I 0.00 I 0.00 I 0.00' 0.83 1 3.70 I 5.36 \ O.OO! 4.26 I 0.00 \ 0.00 \ 
+--------+---_. ---+--------+--------+--------+--------+------.-----.. +-----+-------+--------+-------+--------+------+ 
\ 8\ 2\ 01 0\ 1\ 01 3 2\ 0\ 11 01 1\ 41 2\ 
\ 33.33 I 8.33 \ 0.00\ 0.00 I 4.17 I 0.00 I 12.50: 8.33 I 0.00 \ 4.17 I 0.00 \ 4.17 I 16.67 \ 8.33 \ 
\ 4.02. 2.38 I 0.00 I 0.00 \ 9.09 \ 0.00 \ 2.59 1.67 I 0.00 \ 0.89 \ 0.00 \ 2.13 \ 3.48 1 1.83 \ 
+---_____ +--.. -___ +--------+-------+-------+--------+------f------+-------+-------+--------+--------+--------+-------+ 
\ 1\ 11 1\ 01 0\ 11 1 0\ 0\ 01 01 01 1\ 21 

~g~~~:6',!~~S \ 12.50 1 12.50 I 12.~0 I 0.00 1 D.DO \ 12.50 \ 12.50 0.00 \ 0.00 \ O.OO! 0.00 I 0.00 1 12.50 I 25.00 1 
\ 0.!l0 \ 1.19 I 6 • ..:!5 \ 0.00 \ 0.00 I 7.14 i 0.8h 0.00 I O.OO! 0.00 I 0.00 1 0.00 I 0.87 I 1.83 \ 
+-_______ +-______ +--------+ --------+--------+------- I ,------+-------+--------.--------+--------+---------+--------+ 

TOTAL 199 84 16 53 11 lit 116 120 27 112 21 ~7 115 109 

-

TOTAl 

25 

68 

~9 

6 

lit 

16 

8 

10~4 



-

-------------------"'...,. 

* INITIAL CONTACT I 
NETWORK CLUSTER PROFILES 

11 12 13 14 15 16 17 16 19 110 III 112 113 I lit I ------------+-------+------+-------+--------+--------+--------+------ t-------+-----+--------+---____ + ________ + ________ + _____ + 
UNKNOWN 

MAIL 

I 37 I 14 I 1 I a I It I 3 I 13 29 I 7 I 28 I 8 I 5 I 29 1+16.54 28 I 
I 17.;:~ I 6.54 I 0.47 I 3.74 I 1.87 I l.40 I 6.07 I 13.55 I 3.27 I 13.08 I 3.74 I 2.34 I 13 .. 55 I 13.08 I 
I 18.59 I 16.67 I 6.25 I 15.09 I 36.36 I 21.43 I 11.21 24.17 I 25.93 I 25.00 I 38.10 I 10.64 I 25.22 I 25.69 I + ________ + _______ + ________ + ________ + __ --___ +-________ +----___ f-------- +-______ +-_______ + ________ + ________ + ________ +-___ + 
1-36.77111 171 11 41 11. 31 13 421 131+23.75 531 81 111-22.83 51 121 
I 5.67 I 8.76 I 0.52 I 2.06 I 0.52 I 1.55 I 6.70! 21.65 I 6.70 I 27.32 I 4.12 I 5.67 I 2.58 I 6.19 I 
I 5.53 I 20.24 I 6.25 I 7.55 I 9.09 I 21-43 I 11.21 35.00 I 48.15 I 47.32 I 38.10 I 23.100 I ~,.35 I 11.01 I 
+--------+ .. ------+--------+-------+--------+-------+-----+-------+--------+--------+----.----+-------+----.----+-------+ 
I 10 I 5 1+1•04 4 I 3 I 1 I 2 I 12 j 13 I 1 I 4 I 1 I 3 I 8 I 10 I 

TELEPHONE I 12.99 I 6.49 I 5.19 I 3.90 I 1.30 I 2.60 I 15.58 I 16.88 I 1.30 I 5.19 I 1.30 I 3.90 I 11).39 I 12.99 I 
I 5.03 I 5.95 I 25.00 I 5.66 I 9.09 I 14.29 I 10.310 10.83 I 3.70 I 3.57 I 4.76 I 6.38 I 1~.96 I 9 0 17 I 
.+------+-------+--------+-------+-------+-------+-----+------+-----+-------+--------+-------+-------+-----+ 
I 14 I 12 I 2 I -5.01 0 I 2 I 0 I 10 -18.6 5 I 1 I 13 I 2 I • 7 I 12 I 11 I 

CONSUMEH'S I 15.38 I 13.19 I 2.20 I 0.00 I 2.20 I 0.00 i 10.99 I 5.109 I 1.10 I 110.29 I 2.20 I 7.69 I 13.19 I 12.09 I 
HOMI: I 7.04 I 110.29 I 12.50 I 0.00 I 18.18 I 0.00 I 8.62 I 4.17 I 3.70 I 11.61 I 9.52 I 14.89 I 1.0.103 I 10.09 I 

.+_------+_------+--------+--------+-------+-------+-------1"------+----+------+-----+--------+_-._-----+------+ 
MERCHANT'S I 104 I 30 I 6 I 28 1-11.13 1 1-10.97 2 I 61t 192.82 24 1-22.67 3 1-64.06 8 1-19.37 1 I 17 I 58 I ItS I 
PLACE; OF I 26.60 I 7.67 I 1.53 I 7.16 I 0.26 I 0.51 I 16.37 I 6.14 I 0.77 I 2.05 I 0.Z6 I 1t.35 I lIt.83 I 11.51 I 
BUS~NESS I 52.26 I 35.71 I 37.50 I 52.83 I 9.09 I H.29 I 55.17 I 20.00 J 11.11 I 7.l4t I 1t.76 I 36.17 J 50.1t3 I Itl.2ft J 

,+_------+------+-------+-------+--------+--.------+_----------+----+----,--+-------<1._------+--._----+----+ 
PLACE OF I 9 I 1 I 1 I +1.29 7 I 2 I 1 I 1 3 I 0 I 1 I 0 I 2 I 0 I 1 I 
OTHIER PARTY I 31.03 I 3.45 I 3.45 I 24.14 I 6.90 I 3.45 I 3.1t5 10.lIt I 0.00 I 3.45 I O.OO! 6.90 I 0.00 I 3.1t5 J 

SOME OTHER 
LOCATION 

I 1t.52 I 1.19 I 6.25 I 13.21 I 18.ta I 7.14 I 0.86 2.50 I 0.00 I 0.89 I 0.00 I 4.:n. I 0.00 I 0.92 I 
.+--------+--------+--------+--------+-------+-------+---_ ..... ------+------+------+------+ .. _--- '---+-.-.. -----+--------+ 

31 51 11 11 01 11 3 31 21 51 11 21 01 11 
10.71 I 11.86 I 3.57 I 3.57 I 0.00 I 3.57 I 10.11 10.71 I 7.14 I 17.86 I 3.57 I 7.lit I 0.00 I 3.57 J 

I 1.51 J 5.95 I 6.25 I 1.89 I 0.00 I 7.14 I 2.59 2.50 I 1.ltl I It.1t6 I 4.16 I 4.26! 0.00 I 0.92 I 
.+--------+-----+-------+-------+-------+--------+------~-----+-------+------+-------+-----_ .. _+--------+--------+ 
I +2.76 11 I 0 I 0 I 2 I 0 I +.31 2 I 0 1 I 0 I 0 I 0 I 0 I 3 I 1 I 

NO CONSUMER I 55.00 I 0.00 I 0.00 I 10.00 I 0.00 I 10.00 I 0.00 5.00 I 0.00 I 0.00 I 0.00 I 0.,00 I 15.00 I 5.00 I 
INVOLVED I 5.53 I 0.00 I 0.00 I 3.77 I 0.00 I lIt.29 I 0.00 I 0.83 I 0.00 I 0.00 I 0.00 I 0.00 I 2.61 I 0.92 I 

.+---.----+--------+--------+--------+--------+--------+--------~-----~-+--------+--------+--------+--------+--------+--------+ 
TOTAL 199 810 16 53 11 lit I 116 120 27 112 21 47 115 109 

* Merchant and Consumer 

•• - - - - - - - - - - - - - - - -

TOTAL 

211t 

191t 

11 

91 

391 

29 

28 

20 

101t4 

-







- - - - - - - - - - - - - - - - - -
NATURE OF 

NETWORK CLUSTER' PROFILES 
COMPLAINT 

11 12 13 14 l5 16 11 16 19 no \11 nZ 113 I Lit II 
---------... -------+-------+--------+-------... -------+--------+-------i-------+------+--------... ----~---+-----... --+-------+------- ... ' 

UNKNOWN 

DECEPTIVE 
PRICING 

1 31 31 01 01 01 01 31 01 01 01 01 11 Itl 01 
I 21."3 I 21.43 I 0.00 I 0.00 I 0.00 I 0.00' 21.1tl I 0.00 I 0.00 I 0.00 I 0.00 I 1.1At I 28.57 I 0.00 I 
1 1.51 1 3.51 I 0.00 1 0.00 I 0.00 1 0.00 1 2.59 1 0.00 I 0.00 1 0.00 1 0.00 I 2.13 1 3.At8 I 0.00 I -lI-------+----+-------+--------+--------+--------+------+--__ ... ____ +-_____ +-______ "_+-_____ +- _______ + ________ + 
I 12 I 2 1 3 I a I a I 2 1 10 I 2 1 a 1 4 1 a I 2 I 2 I 8 1 
1 25.53 I 4.26 1 6.38 1 0.00 1 0.00 I 4.26 1 21.28 1 4.26 I 0.00 1 8.51 1 0.00 1 .... 26 1 ... 26 1 17.02 1 
l 6.03 I 2.38 I L8.15 I 0.00 I 0.00 I 11t.29 I 8.62 I 1.61 I 0.00 I 3.51 I 0.00 I 4.26 I 1.H I 1.3'" I 
"+--------+------+-------+-------+--,-----+-----.. -+-~---.------- ... ------+-----+--------+--------+--------+--------+ 

PRODUCTS/ 1 1 I 2 I 4 I 0 I a I a I 8 I +3,54 19 I 1 1 7 1 2 1 2 I 6 I 7 I 
SERVICES I 1.69 I 3.39 I 6.78 I 0.00 I 0.00 I 0.00 1 13.56 I 32.20 I 1.69 I 11.86 I 3.39 I 3.39 I 10.11 I 11.86 I 
UNfNAILABLE I 0.50 I 2.38 I 25.00 I 0.00 1 O.tI\) 1 0.00 1 6.90 I 15.83 I 3.70 1 6.25 I 9.52 1 .... 26 I 5.22 1 6 .... 2 I 

+------... -----+-------+--------+--------+-------+------i------+------+------+--------+--------+-------- .... -------+ 
MISREPRESENT. I 5 I a I a 1 2 I 0 I a I ... I 1 1 0 1 a 1 0 1 2 I 2 1 5 I 
ATIONASTO 1 23.81 I 0.00 I 0.00 I 9.5Z I 0.00 I 0.00 1 19.05 1 4.76 1 0.00 1 0.00 I 0.00 1 9.52 1 9.52 I 23.81 I 
WARRANTIES 1 2.51 1 0.00 1 0.00 1 3.11 1 0.00 I 0.00 I 3."'5 I 0.83 I 0.00 I 0.00 I 0.00 I At.26 I 1.14 I 1t.59 I 

....... -----+-----+--_ ..... _--+--------.. -------+-----+------+--------+----+-------+-------+-------+-------+------+ 
MISREPRESENTS 1 +7.3532 I +4.17 31 I 0 1 +2.59 15 1 1 1 1 1 8 1 2 I 3 I 1 1 a I 1 1 +5.82 7.3 1 4 I 
BENEFITS I Z5.00 I 24.22 I 0.00 I 11.72 I 0.78 1 5 .... 7 I 6.25 1 1.56 I 2.3't 1 0.18 I 0.00 I 0.111 I 11.91 I 3.13 I 
FROM PURCHASE I 16.08 I 36.91.) 1 0.00 I 2B.30 I 9.09 I 50.00 I 6.90 I 1.61 1 ll.l1 I 0.89 I 0.00 I 2.13 I 20.00 I 3.61 I 

FAILURE 
TODEUVER 

POOR 
QUALITY 
PRODUCTS 

DIFFERENT 
PRODUCTS 

CHAflGING 
HIDDEN 
COSTS 

REFUSAL 
TO HONOR 
WARRANTY 

.+----+-----+__----+-----+------+------+-----t-------+----+--------+--------+-------+--------+-------+ 
I a I 1 I a I 1 I 1 I 0 I 4 \+2.70 70 1 +1.02 20 1+2.70 91 I +.71 19 I 2 I 6 ,+4.34 20 I 
1 3.29 I 0.101 I 0.00 I 0.41 I O.H I 0.00 1 1.65 1 28.81 I 8.23 I 31 .... 5 1 1.82 I 0.82 I 2.41 I 8.23 1 
I It.02 I 1.19 I 0.00 I 1.89 I 9.09 I 0.00 I 3.lt5 I 58.33 1 H.OT 1 81.25 1 90.48 1 4.26 1 5.22 I 18.35 I 
+----+----+--------+--------+-------+-------... -----+--------+-------+-------+------+-------+------+-----+ 
1+5.61761+3.17111 51+1.97 191+.8711 21 "'( 51 01 It O( 01+4.44 381 21 
1 43.18 1 9'.66 I 2.810 I 10.80 I 3.98 I l.lIt 1 2.27 I 2.84 I 0.00 1 0.51 I 0.00 I 0.00 1 21.59 I l.lIt 1 
I 38.19 1 20.21t I 31.25 1 35.85 I 63.6'" I H,Z9 1 3.lt5 I 4.17 I 0.00 I 0.89 I 0.00 I 0.00 I 33.00\ I 1.83 I 
+-... ---t-----+------+--.-----+--------+-------+----i-------+-------+--------+--------+-------+-------+-----+ 
I +6.02 26 I 10 I 1 1 7 I 1 I 1 1 2 I 1 I a 1 0 I 0 I a I 1 1 a 1 
I 46.43 1 11.86 1 1.79 1 12.50 I 1.79 1 1.19 1 3.51 1.79 1 0.00 1 0.00 1 0.00 1 0.00 1 1Z.50 I 0.00 I 
I 13.07 1 11.90 I 6.25 I 13.21 I 9.09 I 1.l't 1 1.12! 0.83 1 0.00 I 0.00 I 0.00 I 0.00 I 6.09 I 0.00 I .+----__ ._-:>_. _____ +--------... -------+----"----+------+-----+-------+-----+--------+--------+--------+--------+-----C> 
I 1 I 7. I 2 I a I a I 0 I +5.34 3Z ; a I a 1 0 I a I 7 I 2 I +4.02 23 I 
I 9.33 I 2.61 I 2.67 I 0.00 I 0.00 I 0.00 I "'2.67 0.00 1 0.00 I 0.00 1 0.00 I 9.33 1 2.67 1 30.67 I 
I 3.52 I 2.38 I 12.50 1 0.00 I 0.00 I 0.00 I 27.59! 0.00 I 0.00 1 0.00 I 0.00 I lAt.89 I 1.14 I Zl.10 I 
.+-----+----+-------+-------t--------.... -----t-----·.-+-----+----+------+--------+-------t-------.. -------.. 
1 13 I ... I a 1 3 1 0 I a 1 It 2 I a I 2 I 0 I 3 I 8 I 6 I 
i 28.89 I 8.89 I 0.00 I 6.61 I 0.00 1 0.00 I 8.89 .... 44 I 0.00 I 10.44 I 0.00 I 6.67 I 17.111 I 13.33 I 
1 6.53 1 4.76 I 0.00 I 5.66 I 0.00 I 0.00 1 3 .... 5 1.67 1 0.00 I 1.79 I 0.00 I 6.38 1 6.96 I 5.50 I 
-+---____ .. -----~._+_------+-------+--------+--------+-------..... -------+-----+------+------+-------t-------+---... 

TOTAL 199 8't 16 53 H 1... 116 120 21 112 21 47 US 109 

-

TOTAL 

59 

21 

128 

243 

116 

56 

15 



tr1 

f-' 
00 

-

NATURE OF 

COMPLAINT 

(continued) 

UNDUE 
DELAY WITH 
REPAIRS 

PERFORMING 
UNAUTHORI-
ZED REPAIRS 

FAILURE TO 
GIVE AGREED 
REFUND 

COLLECTION 
OR HARRASS-
MENT PROBLEM 

RECEIVING 
UNSOLICITED 
MERCHANDISE 

APPEARANCE 
OF ILLEGAL 
DEALINGS 

SUGGESTING 
UNNECESSARY 
REPAIRS 

I 
11 12 13 14 15 16 17 8 i9 flO iu tI2 113 I lit 

-~--------~--------~--------~--------+------.- .--------+--------+--------+--------+--------+--------+--------+ 
31 01 01 11 01 01 11 61 01 21 01 01 11 51 

15.79 I 0.00 I 0.00 I 5.26 I 0.00 I 0.00 1 5.26 1 31.58 I 0.00 I 10.53 1 0.00 1 0.00 I 5.26 / 26.32 I 
I 1.51 1 0.00 1 0.00 I 1.89 I 0.00 1 0.00 I 0.86 I 5.00 1 0.00 1 1.79 I 0.00 1 0.00 1 0.87 I 4.59 I 
+--------+-------+--------+--------+--------+--------+-------t-----___ +--------+--------+--------+--------+--------+--------+ 
I 21 2/ 11 11 II 01 91 01 01 01 01 51 31 21 
I 7.69 I 7.69 I 3.85 I 3.85 I 3.85! 0.00 I 34.62 I 0.00 I 0.00 I 0.00 1 0.00 I 19.23 1 11.54 I 7.69 I 
I 1.01 I 2.38 I 6.25 I 1.89 I 9.09 I 0.00 I 7.76 I 0.00 I 0.00 I 0.00 I 0.00 1 10.64 1 2.61 I 1.83 I 
+-------+-----+--------+--------+--------+--------+------- ~--.. -----+ -------- +--------+--------+--------+--------+--------+ 
I 10 1 9 1 0 1 4 1 a I 2 1 18 1 10 I 2 1 1 1 0 1 15 1 6 1 13 1 
I ll.ll 1 10.00 1 0.00 I 1t.1t4 1 0.00 I 2.22 1 20.00' ll.ll 1 2.22 I 1.11 I 0.00 1 16.67 I 6.67 I IIt.it4 I 
/ 5.03 1 10.71 I 0.00 1 7.55! 0.00 I 14.29 I 15.52 1 8.33 I 7.ltl I 0.89 I 0.00 I 31.91 I 5.22 I 11.9:1 I 
+--------+--------+-------+--------+--------+--------+-------~--------+-.-------+--------+--------+--------+--------+------_._+ 
I 0 I Q 1 a 1 0 I a I 0 1 5 ' 1 1 0 1 a 1 0 1 4 1 3 I +2.50 11~ I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 20.83 ~ 1t.17 1 0.00 1 0.00 1 0.00 I 16.67 I 12.50 I 1t5.83i I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 1t.31 0.83 I 0.00 1 0.00 I 0.00 I 8.51 I 2.61 I 10.09 I 
+-------+-----+----+--------+-------+--------+-------l----____ +--------+--------+--------+--------+--------+------__ + 
I 01 01 01 01 01 01 1 01 01 01 01 21 01 11 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 25.00 0.00 I 0.00 I 0.00 1 0.00 1 50.00 I 0.00 I 25.00 I 
/ 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.86 0.00 I 0.00 I 0.00 1 0.00 1 4.26 1 0.00 I 0.92 I 
+-------+------+------+--------+--------+--------+-------- ._-------+--------+--------+--------+-------- +--------+--------+ 
I 01 01 01 01 01 01 2 01 11 01 01 11 01 01 

'I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 50.00 0.00 I 25.00 1 0.00 I 0.00 1 25.00 I 0.00 I 0.00 I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 1.72 0.00 I 3.70 I 0.00 I 0.00 I 2.13 I 0.00 I 0.00 I 
+-------+------+--------+--------+--------+--------+--------.--------+--------+--------+--------+--------+--------+--------+ 

11 01 01 01 01 01 1 01 01 01 01 01 01 01 
50.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 50.00 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 

0.50 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.86 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 
+--------+-------+--------+--------+--------+-------+--------.--------+--------+--------+--------+--------+--------+--------+ 

01 01 01 01 01 01 0 0/ 01 01 01 01 11 11 
MISHAP~lcirsE 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 50.00 I 50.00 I 
~J~~~~DERED I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I OeOO I 0.00 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.87 / 0.92 I 

+--------+--------+--------+--------+--------+-_.,-'._---+------._-------+--------+--------+--------+--------+--------+-------+ 
FAILURE TO I 0 I 0 I 0 I 0 I 0 I 0 I 0 a I a I 3 I 0 I 0 I 2 I 0 I 
DELIVER AND I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 i 0.00 I 0.00 I 60.00 I 0.00 I 0.00 I 40.00 I 0.00 I 
POOR QUALITY I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 0.00 I 0.00 I 2.68 I 0.00 I 0.00 I 1.H I 0.00 I 
MERCHANDISE +--------+--------+--------+--------+--------+------+---------------+------+--------+--------+--------+-------+--------+ 
MERCHANT I 0 1 1 I 0 1 0 I 0 I 0 I 0 1 1 0 1 0 I 0 I 0 I 1 I 1 1 
MISREPRESENTS I 0.00 I 25.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00' 25.00 I 0.00 I 0.00 I 0.00 I 0.00 I 25.00 I 25.00 I 
OWN AFFILIA· I 0.00 I 1.19 1 0.00 I 0.00 I 0.00 I 0.00 I 0.00 0.93 I 0.00 I 0.00 1 0.00 I 0.00 I 0.87 I 0.92 I 
TIONS +-______ +--------+--------+--------+--------+--------+-------~-------+-------+-------+--------+--------+--------+--------+ 

TOTAL 
199 84 16 53 11 14 116 120 21 112 21 47 115 109 

- - - - - - - - - - - - - - - - -

TOTAl 

19 

26 

90 

24 

4 

4 

2 

2 

5 

1044 

-



- - - - - .. - - - - - - - - - - - -

PRIMARY MEDIUM I NETWORK CLUSTER PROFILES 

11 12 13 14 15 16 17 8 19 110 III 112 113 114 II 
. _____________ + ________ +--------+--------+--------+--------+--------t----------------+--------+--------+--------+--------+_-------+--------+ 

UNKNOWN 

LABELING, 
PACKAGING 

MAIL 

PAMPHLETS, 
CIRCULARS 

I 29 I 7 I 2 I 5 I 0 I 1 I 13 7.5 I 3 I lit I 5 I 4 I 21 I 15 I 
I 18.83 I f •• 55 I L.30 I 3.25 I 0.00 I 0.65 I 8.44 16.Z3 I 1.95 I 15.58 I 3.25 I 2.60 I 13.610 I 9.74 I 
I 14.57 I 8.33 I L2.50 I 9.'t3 I 0.00 I 7.L4 I 11.21 20.83 I 11.11 I 21.'>3 1 23.81 I 8.51 I 18.26 I 13.76 I 
i ----+------ -+-.. ---'---+-------- t-------- .... -------+---------------+-------+-------+-------._+--------+-------+-------+ 
1+4.14 311 01 11+1.53 el 21 11 8 .2j 01 11 01 II 21 21 
I 52.SIt I 0.00 I 1.69 1 13.56 1 3.39 I 1.69 I 13.56 3.39 I 0.00 I 1.69 I 0.00 I 1.69 I 3.39 I 3.39 I 
1 15.58 1 0.00 I 6.2<; I 15.09 I 18.18 I 7.14 I 6.90 1.67 I 0.00 I 0.89 I 0.00 I 2.13 I 1.11t I 1.83 I + ________ + ______ + ________ + ________ + ________ + ________ +_-------+---,-----+-----+_-----.--t_--------+--------+--------t_-------+ 
I 4 I 4 1 1 1 1 I 0 I .2 I 9 I 12 1 3 I +6.90 18 I 2 I 8 I 3 I 7 I 
I 5.41 I 5.~1 1 1.35 I 1.35 I 0.00 I 2:.70 1 12.16 I 16.22 I 4.05 I 24.;12 I 2.70 I 10.81 1 4.05! 9.46 1 
I 2.01 I 't.76 I 6.25 I 1.89 I O.OO! l't.29 I 7.76 I 10.00 1 11.11 I 16.07 1 9.52 I 17.02 I 2.61 I 6.it2 I + ________ + ________ +_-------+ ________ +----.----+--------+------i-----+_-----' +-----.---t_--------t_--------.... -------+--------+ 

4 I 4 I 0 I 2 I 1 I 0 I 5 I 10 I 0 I 5 I 0 I 2 I 5 I 3 I 
9.76 I 9.16 I 0.00 I 4.88 I 2.41. I 0.00 I 12.20 I 24.39 I 0.00 I 12.20 I 0.00 I 4.88 I 12.20 I 1.32 I 

I 2.01 I 4.16 I 0.00 I 3.77 I 9.09 I 0.00 I 4.31 I 8.33 I 0.00 I 10.46 I 0.00 I It.26 I 4.35 I 2.15 I 
+ ______ +_ ..... ____ + _______ + ________ + ________ +-______ + ______ - ... ----.!r--.~"')"p ...... -+_-------+------+-------+--------+-------+ 

U I 19 I 3 I 7 I 0 I 3 I 20 I 25 I 8 J 26 I 7 I 4 I 15 I 9 I 
PERIODICALS 10.43 I ll.66 I 1.84 I ... 29 I 0.00 I 1.84 I 12.27 I 15.34 I 4.91 I 15.95 I 4.29 I 2.45 I 9.20 I 5.52 I 

I 8.54' Z2.62 1 18.15 j 13.21 I 0.00 I 21.43 I 11.24 1 20.83 I 29.63 I 23.21 I 33.33 I 8.51 I 13.010 I 8.26 1 

YELLOW 
PAGES 

TV, RADIO 

+ ______ +_-----+--------~--------t_-------+_-----+--------t_-------+-------t_-------+-------+--------+-------+-------t_ 
I 31 01 01 II 01 01 01 31 01 01 01 01 11 01 
I 37.50 1 0.00 I 0.00 1 12.50 I 0.00 I 0.00 I 0.00 I 37.50 I 0.00 I 0.00 1 0.00 1 0.00 I 12.50 I 0.00 I 
I 1.51 I 0.00 I 0.00 I 1.89 I 0.00 I 0.00 I 0.00 I 2.~ I 0.00 I 0.00 I 0.00 I 0.00 I 0.87 I 0.00 I 
t_--------+-------+--_------+-------+-------t--------+--------~------+_-----t_--------+--------+------+_-------t_--------t_ 
1 2 I 5 I 0 1 2 I 0 1 +.40 4 I 0 I 2 1 0 I 4 I 0 1 4 I 1 1 1 I 
1 8.00 I 20.00 I 0.00 I 8.00 I 0.00 I 16.00 I 0.00 I 8.00 I 0.00 I 16.00 I 0.00 I 16.00 I 4.00 I 4.00 I 
I 1.01 1 5.95 I 0.00 I 3.17 I 0.00 I 28.51 I 0.00 I 1.67 I 0.00 I 3.57 I 0.00 I 8.51 I 0.81 I 0.92 I 
t_------- .... ------+-------- t_--------+-------- .... -------+--------+-------t_-------+------+--------+-------- .... -------+----' .--- t_ 

DEFECTIVE I 4 I 0 I 0 I 1 1 0 I 0 I 0 1 1 I 0 I 0 I 0 I 0 I 3 I 0 I 
PERFORMANCE I 44.44 I 0.00 I 0.00 I 11.11 I 0.00 I 0.00 I 0.00 I 11.11 I 0.00 1 0.00 I 0.00 1 0.00 I 33.33 1 0.00 I 
OF PRODUCT I 2.01 I 0.00 \ 0.00 1 1.89 \ 0.00 I 0.00 I O.();) I 0.83 I 0.00 I 0.00 1 0.00 1 0.00 I 2.61 \ 1).00 \ 

+--------~--------t_--------t_--------+--------+--------+--------i-------+--------t_--------+--------t_--------t---------+---- ---+ 
\ 31 01 11 21 01 01 3\ 11 0\ 01 01 01 11 .. I 

~~~V:~TEE 1 20.00 I 0.00 I 6.67 I 13.33 \ 0.00 I 0.00 I 20.00 I 6.61 \ 0.00 I 0.00 I 0.00 I 0.00 1 6.67 I 26.67 I 
I 1.51 \ 0.00 I 6.25 1 3.77 \ 0.00 I 0.00 I 2.59 I 0.83 \ 0.00 1 0.00 I 0.00 I 0.00 I 0.87 I 3.67 1 
+ ________ +-_______ +-------t---------+--------t---------t-~-------i-------+--------t_--------+--------t_--------+--------+--------+ 

ORAL 1+58.79 96 I 43 I 5 I 23 I 7 1 3 ! 50 J66.35 34 I 13 I 31 I 7 I 22 I 55 I 59 1 
REPRESENTA- I 21.43 I 9.60 I 1.12 I 5.13 I 1.56 I 0.67 I 11.16 I 7.59 I 2.90 I 6.92 I 1.56 1 ~.91 I 12.28 1 B.LT I 
TION I 48.24 \ 51.19 I 31.25 1 43.40 I 63.64 I 21.'t3 I 43.10 I 28.33 I 1t8.15 1 .27.68 I 33.33 I 46.81 1 47.83 1 54.13 \ 

t_--------+-------+--------t---------t---------+------.. -+-------i-------t_-------t_--------+--------+-------+--------t_---.. ---+ 
6\ 21 31 11 11 01 81 51 01 31 01 21 81 91 

12.50 I 4.17 I 6.25 1 2.08 I 2.08 I 0.00 I 16.67 I 10.42 I 0.00 1 6.25 I 0.00 I 4.17 1 16.61 1 18.7\: I 
I 3.02 I 2.38 \ 18.75 I 1.89 I 9.09 \ 0.00 I 6.90 I 't.11 I 0.00 1 2.68 1 0.00 I 't.26 I 6.96 I 8~26 I 
+ ________ +--------+--------+--------+--------+-------.-+--------i-------+-------+--------t_--------+--------t_--------+--------+ 

199 84 16 53 11 14 116 120 27 112 21 47 U5 109 

TELEPHONE 

TOTAL 

-

TOTAL 

154 

59 

74 

163 

8 

25 

9 

15 

1044 



I?=:I 

N 
o 

-

DOLLARS INVOLVEDI NETWORK CLUSTER PROFILES 
I 
11 12 13 14 15 16 17 _ 18 19 110 III 112 113 114 I 

---------+------+-------t----------+--------+--------+--------+------i------___ +-------+--_---+--------+--------+--------+-------+ 
I 27 I 13 I 1 1+5.58 140 I 2 I 3 I 10 I 8 I 1 I 7 I 2 I 4 I +8.84 26 I 10 I 

UNKNOWN I 19.85 I 9.56 I 0.74 I 10.29 I 1.47 I 2.21 I 7.35 I 5.88 I 0.74 I 5.15 1 1.H I 2.9" I 19.12 I 13.24 1 
1 13.57 I 15.48 I 6.25 I 26.42 I 18.18 I 21.43 I 8.62 I 6.67 I 3.70 I 6.l5 I 9.52 I 8.51 I 22.61 I 16.51 I +------+------+------+--------i---------+--------f .------+--------+-------+--------+--------~--------+----____ + ________ + 
I " I 3 I 1 I a I a 1 a I +3.82 1 L I 3 I 0 I 1 I a I 3 I 6 1 +3.54 12 I 

ZERO I 9.09 I 6.82 I 2.27 I 0.00 I 0.00 I 0.00 I 25.00 I 6.82 I 0.00 I 2.on I 0.00 I 6.82 I 13.64 I 27.27 I 
I 2.01 I 3.57 I 6.25 I 0.00 I 0.00 I 0.00 I 9.48 I 2.50 I 0.00 1 0.89 I 0.00 I 6.38 I 5.22 I 11.01 I 
+--------+--------+-------+--------+--------+--------+--------+--------+-------f--------+--------+--------+--------+--------+ 
I 17 I 2 I 1 I 6 I 2 I 0 I 10 I 6 I 1 I 4 I 2 I 3 I 2 I 3 I 

UNDER $5 I l8.S11 3.39 I 1.69 I 10.17 I 3.39 I 0.00 I 16.95 I 10.17 I 1.69 I 6.18 I 3.39 I 5.08 I 3.39 I 5.08 I 
I 8.54 I 2.38 I 6.25 I 11.32 I 18.18 I 0.00 I 8.62 I 5.00 I 3.70 I 3.57 I 9.52 I 6.38 I 1.14 I 2.75 I 
+-------+--------+-------+--------+--------+--_._----+-------+-------+-------.. +----.----+--------+--------+--------+--------+ 
I 17 I 13 I 4 I 8 I 0 I 2 I 17 I 25 I 4 1+11.,8 36 I 3 I 6 I 5 I 1 I 

$5-20 I 11.56 I 8.810 I 2,,72 I 5.44 I 0.00 I 1.36 I 11.56 I 17.01 I 2.72 I 2".49 I 2.0" I 4.08 I 3."0 I 10.76 I 
I 8.54 I 15.48 I 25.00 I 15.09 I 0.00 I 14.29 I 1".66 I 20.83 I 1'0.8'1 I 32.110 I H.29 I 12.77 I ".35 I 6.42 I 
+-------+-------+-------+--------+--------+--------+------_..: .... ------+------._-+--------+--------+-------.. +--------+--------+ 
I 53 I 16 I 2 I 6 I 3 I 1 I 31 I 31 I 7 I 26 I 6 I 10 I 19 I 18 I 

$20-100 I 23.14 I 6.99 I 0.87 I 2.62 I 1.31 I 0.4" I 13.54 I 13.5'01 3.06 I 11.35 I 2.62 I 10.31 I 8.30 I 1.116 I 
I 26.63 I 19.05 I 12.50 I 11.32 I 21.27 I 7.14 I 26.72 I 25.113 I 2!.i.93 I 23.21 I 28.57 I 21.28 I 16.52 I 16.51 I 
+-------+------+-------+-------t--------+--------+--------+--------+--------+-----+--------+--------+--------+--------+ 
I 35 I 19 I 4 I 10 I '0 I 4 I 28 I 29 I 6 I 22 I 3 I 15 I 18 I 25 I 

$100-500 I 15.77 I 8.56 I l'.80! 4.50 I 1.80 I 1.80 I 12.61 I 13.06 I 2.70 I 9.91 I 1.35 I 6.16 I 8.11 I 11.26 I 
I 17.59 I 22.62 I 25.00 I 18.87 I 36.36 I 28.57 I Zit.l1t I 24.17 I 22.22 I 19.64 1 110.29 I 31091 I 15.65 I 22.9" I 
+------+--------+------+-------+--------+--------+--------+--------+--------+-------+--------+--------+--------+--------+ 
I 36 I 8 I 3 I 8 I 0 I 2 I 7 I 13 I 3 I 12 I 2 I 5 I +9.57 21 I 11 I 

$500-2,000 I 21.48 I 6.11 I 2.29 I 6.11 I 0.00 I 1.53 I 5.3" I 9.92 I 2.29 I 9.16 I 1.53 I 3.82 I 16.03 I 8.401 
I 18.09 I 9.52 I 18.75 I 15.09 I 0.00 1 1'0.29 I 6.03 I '10.83 I 11.11 I 10.71 I 9.52 I 10.610 I 18.26 I 10.09 1 

roUl 

136 

59 

141 

229 

222 

131 

+-------+-------+-------+--------+--------+--------+--------+-------,._+------+--------+--------+--,------+-------+-------+ 
10 I 9 I 0 I 1 I a I 2 I 2 I '3 I 5 I 4 I 2 I 1 I +4.56 17 I to 1 66 

$2,000-10,000 I 15.15 I 13.610 I 0.00 I 1.52 I 0.00 I 3.03 I 3.03 i 4.51j I 7.58 I 6.06 1 3.03 I 1.52 1 25.76 I 15.15 I 
I 5.03 I 10.71 I 0.00 I 1.69 I 0.00 I 14.29 I 1.12 I 2.50 I 18.52 I 3._57 I 9.52 I 2.13 I 14.78 I 9.17 I 
+-_______ + ______ + ________ + ________ + ________ + ________ + __ ------+_-------+-------+------+-----,t--------t--------t-----+ 
I 0 I 1 I 0 I 0 I a I 0 I 0 , 2 I 0 I 0 I 1 I 0 1 1 1 5 I 10 

$10,000-50.000 0.00 I 10.00 1 0.00 1 0.00 1 0.00 I 0.00 I 0.00 20.00 I 0.00 I 0.00 I 10.00 I 0.00 I 10.00 I 50.00 1 
1 0.00 I 1.19 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1.67 I 0.00 I 0.00 I 4.76 I 0.00 I 0.87 I 1t.59 1 +-______ + ______ +-______ + ________ + ________ + _______ + _______ +_-------t--------+--------+--------+--------+--------+--------+ 

TOTAL 199 810 16 53 II lit 116 120 21 112 21 ~7 U5 109 IGH 

- - - - - - - - - - - - - - - - - -



- - - - - - - - - - - - - - - ., - -
MERCHANT I NETWORK CLUSTER PROFILES 

AVAILABLE I 
11 IZ 13 lit 15 16 11 18 19 110 III lIZ 113 11tt i 

_________ -+ _____ + ______ + _____ t_------- t_-------+--------+-------+-------t--------t_--------t_-------- t_------.--+---.-----,+------.. 
I 10 I 9 I 1 I 7 I a I a I 9 I 4 I Z 1 7 I 5 I 6 I 'lIlt 1 

UNKNOWN 1 13.70 I U!.33 I 1.:n I 9.59 I 0.00 I 0.00 I 12.33 I 5.48 I 2.74 I 9.59 1 6.85 1 8.22 I 12.33 I 5.1t8 I 

TOTAL 

13 

I 5.03 I 10.71 I 6.25 i 13.21 I 0.00 I 0.00 I 7.76 I 3.33 I 1.ltl 1 6.25 1 23.81 I 12.11 I 7.83 1 3.1',1 I 
+ _____ +-----+------.~--------+--------+--------+--------t--------+-----+-------t_-------+--------+--~-----+--______ + 
I 138 I Sit I 10 I 36 I 8 I 9 I 86 I 43 I 8 1-114.882& 1-37•18 It I 32 1 11 I 12 I 

YES, EASILY I 22.89 1 8.96 1 1.66 1 5.91 I 1.33 I 1.1t9 I IIt.26 7.13 I 1.33 I 4.31 I 0.66 I 5.31 I 12.11 I 11.9It I 
I 69.35 I M.2? I 62.50 I 47.9Z 1 72.73 I 64.29 I lit. lit 35.83 I 29.63 I 23.21 I 19.05 I 68.09 I 66.96 I 66.06 I 
+------t_-----+------+--------+--------+--------+--------t------.-------+-------+----____ t_-------+-.. ______ .+--------t_ 
I 31 I 1 I 3 I 8 I 3 I 5 I 17 1-10

.
35

Z6 q 5 I 32 I It I 4 I 18 1 21 I 
YES, WITH I 16.67 I 3.76 I 1.61 I 1t.30 I 1.61 I 2.69 I 9.11t 1 15.05 I 2.69 I 17.20 I 2.15 I 2.15 I 9.68 I 11.29 I 
DIFFICULTY I 15.56 1 8.33 I 18.15 I 15.09 1 27.21 I 35.71 I IIt.66 1 23.33 1 18.52 1 29.57 1 19.05 I 8.51 I 15.65 I 19.21 1 

+--------+--.-----+-------+--------+--------+--------+--------1-------+-------+ ______ +--------.----____ +------__ +_---____ + 
I 20 I lit 1 2 I 2 I a I a I It 1+6·45 45 I +1.82 12 1+17.10 It 7 I 8 I 5 I 11 I 12 I 

NO 1 10.99 I 7.69 1 1.10 I 1.10 I 0.00 I 0.00 I 2.20 I 21t.73 I 6.59 I 25.82 1 4.1t0 I 2.75 ~ 6.01t 1 6.59 I 
I 10.05 I 16.67 I 12.50 I 3.11 I 0.00 I 0.00 I 3.1t5 I 31.50 I "'It." I U.96 I 38.10 I 10.61t I 9.57 I 11.01 I 
+ ______ +-_______ +--------+--------t---------t---------t---------~------t_--------+_-------+--------+--------+--------t---------+ 

TOTAL 199 81t 16 53 11 lit 116 120 27 112 21 47 US 109 

SOURCE OF NETWORK CLUSTER PROFILES 
I 

COMPLAINT * I 
11 12 13 lit 15 16 11 18 19 110 III 112 113 IH 

--------+------+------+------+--------+--------+._------+------+-------+--------+--------+--------+-------+--------+--------+ 
UNKNOWN 

I +2.98 11 I 1 I a I 2 1 0 I 1 I 0 1 0 1 a I 0 I 0 1 0 1 1 I 2 1 
I 61.11 1 5.56 I 0.00 1 11.11 I 0.00 I 5.56 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 5.56 I 11.11 I 
I 5.53 I 1.19 I 0.00 I 3.77 I 0.00 I 7.14 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 1 0.87 I 1.83 I 
+-------+--------+-------+--------+-------+--------+_------+--------+-------+--------t_--------+--------t_----~o-+_------t_ 
I 172 I 69 I 15 I itS I 9 I 9 I 107 I 109 I 21 I 96 I Zl I "'5 I 91 I 92 I 

ONECONSUMERI 18.96 I 7.61 I 1.65 I 4.96 I 0.99 1 0.99 I H.80 1 12.02 I 2.32 I 10.58 I 2.32 I "'.96 I 10.69 I 10.14 I 

SEVERAL 

ANOTHER 
MERCHANT 

ANOTHER 
AGENCY 

TOTAL 

1 86."'3 I 82.11t I 93.75 I 81t.91 1 81.82 I 6"'.29 I 92.H I 90.83 I 17.78 I 85.11 I 100.00 I 95.74 I 81t.35 I BIt.40 I 
t-------+--------+--------+--------+--------+--------+------t--------+-------+--------+--------+-------+------+-----+ 
I 8 I 11 I 1 I 1 I 2 I 0 I 7 ; 10 J 6 I 15 I 0 I 2 I 13 I 7 I 
I 9.64 I 13.25 I 1.20 I 1.20 I 2.4l I 0.00 I 8.43 I 12.05 I 7.23 I 18.07 1 0.00 I 2.U 1 1.5.66 I 8.43 1 
1 4.0Z I 13.10 I 6.25 1 1.89 I 18.18 I 0.00 I 6.03 j 8.33 I 22.22 I 13.39 I (\.00 I ~.26 I 11.30 I 6.1t2 I 
t_--------+-------+--------t_-------+--------+--------t_------ .... -----+------+--------+---... --t_--------t--------+----+ 
1 01 01 01 01 01 01 01 11 01 11 01 01 11 11 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 i 25.00 I 0.00 I 25.00 I 0.00 I 0.00 I 25.00 I 25.00 I 
I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 0.83 I 0.00 I 0.89 I 0.00 I 0.00 I 0.87 I 0.92 I 
+--------+--------+--------+--------+-------+--------+--------.-------+_------t_--------+--------+--------+--------+--------+ 
I 8 I 3 I 0 I 5 I 0 I +.40 "I 2 . 0 I 0 I 0 I 0 I 0 I 3 I 7 I 
I 25.00 I 9.38 I 0.00 I 15.63 I 0.00 I 12.50 I 6.25 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 9.38 I 21.88 I 
I "'.02 I 3.57 I 0.00 I 9.43 I 0.00 I 28.57 I 1.72, 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 2.61 I 6."'2 I 
+-----___ + ________ +--------+--------t_--------+--------+--------+--------t---------t-------+--------+--------+--------+--------+ 

199 84 16 53 11 lit 116 120 27 112 21 't7 115 109 

'I: 
From the Consumer 

603 

186 

182 

TOT At. 

18 

907 

83 

32 

1044 



t'1 

N 
N 

-

.~----------,--~ 

RELIEF SOUGHTI 
I 

NETWORK CLUSTER PROFILES 

11 12 13 I~ 15 16 11 Is 19 110 III 112 113 Il~ I 
------------+--------+--------+-------+--------+--------+-----_._-+--------+-------+-------+------+--------+------+--------+-------+ 

I 15 I 10 I a I 6 I 1 I 0 I 14 I 6 I ~ I 7 I 1 I 8 I l~ I 20 I 
1 1~.15 1 9.~3 1 0.00 I 5.66 I 0.94 I 0.00 I 13.21 I 5.66 I 3.77 I 6.60 I 0.94 I 7.55 I 13.21 1 18.81 I 
I 1.54 I 11.90 I 0.00 1 11.32 I 9.09 I 0.00 I 12.01 I 5.00 I 14.81 I 6.25 I It.76 1 11.02 1 12.11 I 18.35 I 

UNKNOWN 
+-_____ + _______ + _______ + ________ + ______ t _______ + _______ +--_____ ~----+_----+_------+-----+_-------+-------+ 
I 01 11 01 01 01 01 01 01 01 01 01 01 21 01 
I 0.00 1 33.33 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 66.61 I 0.00 I 
I 0.00 I 1.19 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I O.QO I 0.00 I 0.00 I 0.00 I 0.00 I 1.H I 0.00 I 

NONE 

+_------+-----+_-------+--------+-----+_------+------+--------+-----+-------+--------+--------t--------+------+ 
I 21 31 11 01 01, 01 31 11 11 11 OJ 11 31 11 

ADVICEONLY I 11.16 I 11.65 I 5.88 I 0.00 I 0.00 I 0.00 I 17.65 I 5.88 I 5~88 I 5.88 I 0.00 I 5.88 I 1'1.65 I 5.88 I 
I 1.01 I 3.51 I &.25 I 0.00 I 0.00 I 0.00 I 2.59 I 0.83 I 3.10 I 0.89 I 0.00 I 2.13 I 2.61 I 0.9Z I +-_______ +_-----+--------t------+-----+--------+--~·----+---- --+_----,·.,,----___ +-____ t ________ + ________ t _____ + 

PERFORMANCEI ~3 I 8 I 2 I It I 1 I 0 I 14 1~10. 14 38 I 6 I 25 I 6 I 4 I 29 I 31 I 
ASPROMISED I 20.38 I 3.19 I 0.95 I 1.90 I O.ltl I 0.00 I h.H I 18.01 I 2.84 I 11.85 I 2.84 I 1.90 I 13.11t 1 1".69 I 

I 21.61 I 9.52 I 12.50 I 1.55 I 9.09 I 0.00 I 12.01 I 31.61 I 22.22 I 22.~2 I 28.51 I 8.51 I 25.22 I 28.H I 
+_-----+_----+-------+-------t-----+---._-+-----+------/f------+-------+--------+--------+_-------+------+ 

EXCHANGE 

REFUND 

MONEY 
TO COVER 
LOSSES 

I +4.07 1~ I 2 I 0 1+1,13 5 I , I 1 I 0 I 0 I 0 I 0 I 0 I 0 I 5 I 2 I 
I <\6.61 1 6.67 I 0.00 I 16.61 I 3.33 I 3.33 I 0.00 I 0.00 I 0.00 I 0.00 I (hOO I 0.00 I 16.61 I 6.61 I 
I 7.04 I 2.38 I 0.00 I 9.0 I 9.09 I 7.1~ I 0.00 I 0.00 I 0.00 I 0.00 I 0.1I0 I 0.00 I It.35 I 1.83 I 
+----+-----+------+--------+----+-----+-----+ .. -------+------+-------+--------.. --------t-------+-------+ 
I 75 I ~ I 8 I 15 I 5 I 8 I 52 1~23,02 Sit I 13 I 60 I 11 I 25 1-54,63 30 I 33 I 
I 17.,.8 I 9.32 I 1.66 I 3.50 I 1.11 I 1.66 I 12.l.? I 12.59 I 3.03 I 13.99 I 2.56 I S.IH I 6.99 I 1.69 I 
I 3-'.69 I H.62 I 50.00 I 28.30 I ,.5.,.5 I 51.1~ I "".83 I ~5.00 I 48.15 I 53.57 I 52.38 I 53.1'1 I 26.09 i 30.28 I 
+------+------+--------+--------+--------+------.-------+-------+--------+_-------+--------+--------t--------+-------+ 
I 6 I 2 I 0 I ~ I 0 I a I 4 I 1 I 0 I 2 I a I a I ~~,B9 14 I 6 I 
I 19.51 I 4.88 I 0.00 I 9.16 I 0.00 I 0.00 I 9.16 I 2.~4 I 0.00 I 4.68 I 0.00 1 0.00 I 300·.15 I 1~.63 I 
I ".02 I 2.36 I 0.00 I 7.55 I 0.00 I 0.00 I 3.~5 I 0.83 I 0.00 I 1.19 1 0.00 I 0.00 I 12.il I 5.50 I 
+-_._--+-----+-----+----+------+-------.-------+------+------+-------+--------+--------+------.-----+ 

INVESTIGATION 33 I 16 I 5 I 16 I 3 I 5 I 28 i 11 1-6·98 0 1-22,45 4 I 0 I 9 I 16 I 14 I 
FOR PUBLIC I 2006:) I 10.00 I 3.13 I 10.00 I 1.68 I 3.13 I 17.50 I 6.88 I 0.00 I 2.50 I 0.00 I 5.63 I 10.00 I 8.15 I 
BENEFIT I 16.5[1 I 19.05 I 31.25 I 30.19 I 21'.27! 35.71 I 2<\.10\ I 9.11 I 0.00 I 3.51 I 0.00 I 19.15 I 13.91 I 12.6-\ I 

-t------+-----.-------+------+-------+--------+---~-+-----+_------+_------+--------+------t--------+-------.. 
NO INDIVIDUALI 1 I 2 I 0 I 1 I 0 I 0 I 0 I 0 I 0 I 0 I 0 I 0 I 2 i 0 I 
COMPLAIN- I 58.33 I 16.67 I 0.00 I 8.33 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 16.61 I 0.00 I 

1 I 3.52 I 2.38 I 0.00 I 1.89 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 1.1't 1 0.00 I 
+-----+-----+------+--------+-------+--------+------+-----+------+-----+-------+-------+--------+-----+ 

PERfORMANCE I 2 I 0 I 0 I 2 I 0 I 0 I 1 r1.03 9 I 3 1+2.25 13 I +.42 3 I 0 I 0 I 2 I 
ANDREFUND I 5.11 I 0.00 I 0.00 I 5.11 I 0.00 I 0.00 I 2.86 I 25.11 I 8.51 I 31.14 I 8.51 I 0.00 I 0.00 I 5.11 I 

I 1.01 I 0.00 I 0.00 I 3.71 I 0.00 I 0.00 I 0~86 I 7.50 I H.ll I 11.61 I 10\.29 I CI.OO I 0.00 I 1.83 I 
+_-----+------+-------+--------+-------+--------+--------~-----+_-----_----+-------t--------+--------+-----+ 

TOTAL 199 84 16 53 11 14 116 120 21 112 21 It1 115 109 

- - - - - - - - - - - - - - - - -

TOTAL 

106 

3 

17 

211 

30 

,.29 

41 

160 

12 

35 

-



- - - - - - - - - - - - - - - - - -

AGENCY I NETWORK eLUSTER PROFILES 
ACTION I 

11 12 13 I... 15 16 11 18 19 110 III 112 il3 IH I TOTAL -----------+_-----+-----+------+------+--------+------1 --+---~---~f;~.----+-------+_-------+-------+_-------+---___ + 
I 5 I 1 I a I a I a I a I 8 I :< I 1 I 2 I a I 1 I 4 I a I 21t 

UNKNOWN I 20.83 I .... 11 I 0.00 I 0.00 I 0.00 I 0.00 I 33.33 I 8.n l 't.17 I 8.33 I 0.00 I .... 17 I 16.67 I 0.00 I 
I 2.51 I 1.19 I 0.00 I 0.00 I 0.00 I 0.00 I 6.90 I 1.61 1 3.10 I 1.79 I 0.00 I 2.13 I 3.48 I 0.00 I 
-+--------+-------+-------+--------+-------+--------+-------+--------+--------+-------+-------+-------+--------+-------+ 

JUST ADVICE I 12 I 5 i 2 I 2 I 0 I 2 I 12 I 3 I 1 I 0 I 3 I 1 I It I 8 i 63 
TOCONSUMER I 19.05 I 7.9'" I 3.17 I 3011 I 0.00 I 3.17 I 19.05 I 't.76 I 1.59 I 12.70 I 4.76 I 1.59 I 6.35 I 12.1'0 I 

I 6.03 I 5.95 I 12.50 I 3.77 I 0.00 I 1 .... 29 I 10.H I 2.50 I 3.70 I 7.H I 1 .... 29 I 2.13 I 3.'t8 I 1.3'" I 
-.-.------+-----+_----+------+.-------+-------+-----t------+------+------+-------+--------+--------+--------+ 

JUSTINVESTI- I 28 I IS I 4 I 8 I 2 I 2 I 20 I 35 1 2 I 20 I 2 I 10 I 2Z I 16 I 189 
GATION I H.8l I 9.52 I 2.12 I .... 23 I 1.06 I 1.06 I 10.58 I 18.52 I 1.06 I 10.58 I 1.06 I 5.29.1 11.6 ... I 8.H I 

I H.07 I 21 .... 3 I 25.00 I 15.09 I 18.18 I 1 .... 29 I 11.2'" I 29.17 I 7.ltl I 17.86 I 9.52 I 21.28 I ).9.13 I 1 .... 68 I 
_+ _____ u_ +-____ +-_____ +-------+--------+--------+-------+------+ ______ +_-------+-------+------+--------+_------+ 

INVESTIGATION I H I 11 I 1 I 1 I a I a I 6 I 13 I 5 I 18 I 3 I 3 I 9 I 5 I 119 
FOR PUBLIC I 15.73 I 12.36 I 1.12 I 1.12 I 0.00 I 0.00 I 6.lIt I IIt.61 I 5.62 I 20.22 I 3.37 I 3.37 I 10.11 I 5.62 I 
BENI:FIT I 7.0'" I 13.10 I 6.25 I 1.89 I 0.00 I 0.00 I 5.17 I 10.83 I 18.52 I 16.07 I 1 .... 29 I b.38 I 7.83 I .... 59 I 

-+------+----+-------+------+--------+-------+-------+-------+------+-------+-------+-.-------+--------+-------+ 
JUST I 2 ... I 11 I 3 I 8 I a I 2 I 12 I 11 I 5 I 13 i 4 I ... I 15 I 9 I 121 
REFE~RAL I 19.83 I 9.09 I 2 .... 8 I 6.61 I 0.00 I 1.65 I 9.92 I 9.09 I .... 13 I 10.TIt I 3~31 I 3.31 I 12 .... 0 I 7 ....... I 

I 12.06 I 13.10 I 18.75 I 15.09 I 0.00 I 1 .... 29 I 10.H I 9.11 I 18.52 I 11.61 I 19.05 I 8.51 I 13.04 I 8.26 I 
~-------+-------+-------+------+--------+-----~-+------+--------+------+--------+--------+------+-----+-----+ 

NON-LITIGATED I 85 I 24 I ... I 22 I 8 I 6 I 50 I ... 1 I 8 I 33 I ... I 23 I ...... I 60 I ... 12 
RESOLUTION I 20.63 I 5.83 I 0.97 I 5.34 I 1.91t I 1 .... 6 I 12.11t I 9.95 I 1.94 I 8.01 I 0.97 I 5.58 I 10.68 I 14.56 I 

I "'2.71 I 28.57 I 25.00 I U.51 I 72.73 I "'2.86 I "'3./.0 I 3 .... 17 I 29.63 I 29.46 I 19.05 I 48.94 I 38.26 i 55.05 I 
~-------+-----+-----+-------+------+_------+_--.--+-------+_------t-.------+--------+------+------+-----.. 

FORMAL I 9 I 3 I 1 I 2 I 0 I 1 I 3 I 2 I Q I ... I 0 I 3 I 6 I l I 31 
CIVIL I 24.32 I 8.11 I 2.70 I S.U I 0.00 I 2.70 I 8.11 I 5 .... 1 I OdlO I 10.81 I 0.00 i 8.11 I 16.22 I 8.l! I 
PROCEEDINGS I 4.52 I 3.57 I 6.25 I 3.17 I 0.00 I 7.1'" I 2.59 I 1.67 I 0.00 I 3.51 I 0.00 I 6.38 I 5.22 I 2.15 I 

~------+-------+-------+-------+-----+--------+--------+------+------+-------+--------+-------+-----------+ 
FORMAL I 9 I 4 I 0 I 3 I 0 I a I 1 I ... I 5 I 9 I ... I 1 I 3 I 2 I 45 
CRIMINAL I 20.00 I 8.89 I 0.00 I 6.61 I 0.00 I 0.00 I 2.22 I 8.89 I 11.11 I 20.00 I 8.89 I 2.22 I 6.67 I ....... 4 I 
PROCEEDINGS I 4.52 I .... 76 I 0.00 I 5.66 I 0.00 t 0.00 I 0.86 I 3.33 I 18.52 I 8.0ft I 19.05 I 2.13 I 2.61 I 1.83 I 

-+-------+-----+-----+-------+-------+--------+--------+-------+-----+--------+--------+--------+--------+------+ 
ACTION I a I ... I 1 I 3 I a I 01 1 I 1 I a I 2 I 1 I a I 4 I a I 17 
PENDING I 0.00 I 23.53 I 5.88 I 11.65 I 0.00 I 0.00 I 5.88 I 5.88 I 0.00 I 11.16 t 5.88 I 0.00 I 23.!53 t 0.00 I 
IN AGENCY I 0.00 I 4.76 I 6.25 I 5.66 I 0.00 I 0.00 I 0.86 I 0.83 I 0.00 I 1.19 I 4.76 I 0.00 I 3 .... 8 I 0.00 I 

-+-------+_------+--------+--------.. -------+_-----+-----t------+-----+-------+--------.. -------+-----+_----+ 
I 10 I 3 I a I 4 I 1 I 1 I 2 I 5 I 0 I 2 I 0 I 1 I 3 I ... I 

NOTHING I 27.78 I 8.33 I 0.00 I 11.11 I 2.78 I 2.78 I 5.56 I 13.89 I 0.00 I 5.56 I 0.00 I 2.18 I 8.33 I 11.11 I 
I 5.03 I 3.57 I 0.00 I 1.55 I 9.09 t 1.14 I 1.12 I .... 17 t 0.00 I 1.79 I 0.00 I 2.11 I 2.61 I 3.67 t 
-+-------+------+_------+-------+-------+--------+------t-----+-----+_----+------.. -----+-------+_---+ 

INVESTI- I 3 I a I a I a lot 0 I 1 I 3 I 0 I 1 I a I a lit 2 I 11 
GATION AND I 27.27 I 0.00 t 0.00 I 0.00 I 0.00 I 0.00 I 9.09 I 21.27 I 0.00 I 9.09 I 0.00 I 0.00 I 9.09 I lU.18 I 
ADVICE I 1.51 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.86 I 2.50 I 0.00 I 0.89 I 0.00 I 0.00 J 0.87 I 1.83 I 

_+_-------+------+-------+-------+------+--------+-----_f------+-----+-----+-------+------- .. -----+------+ 
TOTAL 199 8... 16 53 11 l"t 116 120 21 112 21 47 115 109 10" 



RESULTS OF ACTION\ 

/1 \2 13 \4 \5 16 

NETWORK CLUSTER PROFILES 

\1 18 /9 /10 III 112 113 

-

-----------4---------.. --------.. -------- .. --------+-------- .. -. ------+--------t---------.. ----*"------__ .. --------+--------+--------*"-------t-
UNKNOWN 

NONE IN 
AGENCY 

ADMINI· 
STRATIVE 
CONSENT 
ORDER 

ADMINI­
STRATIVE 
ORDER 

CIVIL 
SETTLE· 
MENT 

CIVIL 
JUDGMENT 

CRIMINAL 
GUILTY 
PLEA 

I 19 I 6 I 0 I 6 I 0 I 2 I 10 \ 12 I 1 \ 12 I 1 I ~ I 10 I ~ I 
I 2l.8~ I 6.90 I 0.00 I 6.90 I 0.00 I 2.30 I ll.49 I 13.79 I 1.15 I 13.19 I 1.n I ~.60 I 1l.~9 I ~.60 \ 
I 9.55 I 1.14 I 0.00 I 1l.l2 I 0.00 I 110.29 I 8.62 I 10.00 I 3.70 1 10.11 I 10.16 I 8.51 I 8.10 \ 3.61 I 

-.. --------+--------t---------t---------t---------+--------*"--------+--------+--------*"--------.. --------*"------__ + ____ ----+--------t-
69 I 38 I 11 1 23 I 3 1 6 I 56 1 ~2 I 10 1 51 \ 13 1 11 I 5~ \ ~O I 

19.65 I 8.39 I 2.43 I 5.08 1 0.66 I 1.32 I 12.36 I 9.27 I 2.21 1 11.26 1 2.87 I 3.15 I 11.92 I 8.83 \ 
I 4At.72 I 4!>.24 I 68.15 I ~3.40 I 27.21 I 102.8(, 1 48.28 I 35.00 I 31.~ I 45.54 I 61.90 I 36.17 I ~6,96 \ 36.70 I 

-+- ------- t-- -------t--------- t---------+--------+-------- t--------- t------*"------*"-------- .. --------t--------- t---------+--------+ 
I 66 I 24 I 4 I 11 I 1 I 6 I 39 I 53 I ~ I ~O I 5 \ 22 I H! Sit I 
I 11.28 I 6.28 I 1.05 I 4.45 I 1.83 I 1.57 I 10.21 I 13.87 I 1.05 \ 10.4T I 1.31 \ 5.76 I 10.13 1 H.H I 
I 33.11 I 28.51 \ 25.00 I 32.08 I 63.64 I 42.86 I 33.62 I 4~.17 I 1~./jl I 35.11 I 23.81 I 106.81 I 35.65 I 49.H \ 
+--------t---------+--------+--------t---------~-------- .. --------+------+--------+--------+--------+--------*"--------+--------.. 

1 I 2 I 0 I 1 1 0 I 0 I 0 I; 1 I 01 0 I 1 I 1 I 1 I 0 \ 
12.50 I 25.00 I 0.00 I 12.50 I 0.00 I 0.00 I 0.00 I 12.50 I 0.00 I 0.00 I 12.50 I 12.50 I 12.50 I 0.00 I 

I 0.50 I 2.38 I 0.00 I 1.89 I 0.00 I 0.00 I 0.00 I 0.83 I 0.00 I 0.00 I 4.16 I 2.13 I 0.81 I 0.00 I 
t---------+--------+--------+--------+-------- .. -------.-.. --------t--------+--------+--------+--------t---------+--------+--------+ 
1 12 I 5 I 0 I 3 1 1 I CI 1 11 I 4 I 3 I 1 I 0 I 2 I 6 I 6 I 
I 22.22 I 9.26 I 0.00 I 5.56 1 1.85 I 0.00 I 20.37 I ~.41 I 5.56 1 1.85 I 0.00 I 3.10 I ll.ll 1 11.11 I 
I 6.03 I 5.95 I 0.00 I 5.66 I 9.09 I 0.00 I 9.48 I 3.33 I 11.11 I 0.89 I 0.00 I 4.26 \ 5.22 \ 5.50 I 
.. -------- +--------+--------+--------+--------+---------+ --------+ - •• ------+--~----+--------+--------+--------+-------- t---------+ 
I 4\ 11 1\ 1\ 0\ 01 01 01 01 3\ 01 01 11 2\ 
I 30.17 I 1.69 I 1.69 I 1.69 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 23.08 I 0.00 I 0.00 I 1.69 1 15.38 I 
I 2.01 I 1.19 I 6.25 I 1.89 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 \ 2.68 I 0.00 I 0.00 I 0.81 I 1.83 \ 

... --------+--------.. --------+--------.. --------+--------+.--------+--------+--------.. --------+--------.. ----- -- ~ +-~------*"--------+ 
I 8 I 8 I 0 I 2 I 0 I 0 I 0 I 8 I +.92 9 I 5 I 1 I 1 I 2 I 3 I 
I 11.02 I 11.02 I 0.00 I 4.26 I 0.00 I 0.00 I 0.00 I 11.02 I 19.15 I 10.64 I 2.13 I 2.13 I 4.26/ 6.38/ 
I 4.02 I 9.52 I 0.00 i 3.71 I 0.00 I 0.00 I 0.00 \ 6.61 I 33.33 I 4.46 I 4.16 I 2.13 I 1.11> I 2.15 I 
.t---------+--------+--.------+--------+--------+--------*"--------+-------- .. --------+--------+--------+-------- .. -------- .. --------+ 

TOTAL 199 84 16 53 11 14 116 120 21 il2 21 41 115 109 

- - - - - - - - - - - - - - - - -

TOTAL 

81 

453 

382 

8 

13 

-



-

t:t:l 

N 
In 

- - - - - - - -'- - - - .. - - - -

NETWORK CLUSTER PROFILES 

RELIEF OBTAINEDI 

11 12 13 14 15 16 17 8 19 110 III 112 113 1110 II 
------+-----+_-----+_-----f------'---+------+--------+_------.. ------+------+------+--------+-------+-------+-----+ 
UNKNOWN 

NONE 

ADVICE 
ONLY 

I 33 I 17 I 3 I 9 I 0 I 2 I 23 I 210 I (. I 26 I 5 I 10 I 31 I 19 I 
I 15.87 I 8.17 I 1.44 I 4.33 D 0.00 I 0.96 I 11.06 I 11.54 I 2.86 I 12.50 I 2.40 I 4.81 I 14.90 I 9.13 I 
I 16.58 I 20.24 I 18.75 I 16.98 I 0.00 I 14.29 I 19.83 I 20.00 I 22.22 I 23.21 I 23.81 I 21.26 I 26.96 I 17.103 I 
.+----+_------t------f---------+--------+--------+------~----+_------_-----+_------+-------+-------+------ f-
I 26 I lit I 1 I 11 I 1 I 3 I 22 I 15 I 3 I 25 I 7 I 3 I 10 I 6 I 
I 17.69 I 9.52 I 0.68 J 7.48 I 0.6B I 2004 I 14.97 1 10.20 I 2.04 I 17.01 I 10.76 I 2.0lt I 6.80 I 4.08 I 
I 13.07 I 16.67 I 6.25 I 20.75 I 9.09 I 21.It] I IB.97 I 12.50 I 11.11 I 22.32 I 33.33 I 6.38 I 8.70 I 5.50 I 
+-------+--------+--------+--------+-------+--------+------~------+------+-------+-------.-------+-------+-----+ 
J 20 I 5 I 3 I 4 I 1 I 0 I 10 I 2 I 0 I 4 I 0 I 3 I 10 I 10\ I 
I 26.32 I 6.58 I 3.95 I 5.26 I 1.32 I 0.00 I 13.16 I 2.63 I 0.00 I 5.26 I 0.00 I 3.95 I 13.16 I 18.102 I 
I 10.05 I 5.95 I 18.75 I 7.55 I 9.09 I 0.00 I 8.62 I 1.67 I 0.00 I 3.57 I 0.00 I 6.38 I 8.70 I 12.810 I 
,+--------+--------+--------f---------f---------t--------+--------~-----+_----- .... ----+_-------+-------+--------+--------+ 

PERFORMANCE 18 I 3 I 0 I 2 I 2 I 0 I 6 I +9.96 26 I 2 I 15 I 10 I 2 I 15 I 15 I 
AS PROMISED 16.36 I 2.73 I 0.00 I 1.B2 I 1.82 I 0.00 I 5.45 I 23.64 I 1.82 I 13.6'0 I 3.64 I 1.B2 I 13.610 I 13.610 I 

• 9.05 I 3.57 I 0.00 I 3.17 I 18.1B I 0.00 I 5.17 I 21.67 I 7.ltl I 13.39 I 19.05 I 4.26 I 13.01t I 13.76 I 
+--------+------+--------+--------f--------+--------+_-------.-----+--------+_------+--------f---------+_------+-----+ 
I 10 I 2 I a I 4 I a I 0 I 1 I a I a I 0 I a I 0 I 2 I 3 I 

EXCHANGE I 45.45 I 9.09 I 0.00 I IB.1B I 0.00 I 0.00 I 1t.55 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 9.09 1 13.61t I 

REFUND 

MONEY 
TO COVER 
LOSSES 

I 5.03 1 2.36 I 0.00 1 7.55 I 0.00 I 0.00 I 0.B6 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 1.74 I 2.75 I 
f--------+-------+--------+--------+-------+--------+------~ _______ t_-----+------+--------+_-----+--------+------':. 
1 45 1 IB 1 2 I 10 I 6 I 2 I 32 37 1 8 I 29 I 2 I 16 I 20 I 22 I 
I 18.07 I 7.23 I 0.80 I 1t.02 I 2.ltl I 0.80 I 12.05 14.86 I 3.21 1 11.65 I O.BO 1 6.B I 8.03 I B.81t I 
I 22.61 I 21.1t3 I 12.50 I 18.87 I 510.55 I 110.29 I 27.59! 30.B3 I 29.63 I 25.89 I 9.52 I 34.01t I 17.39 1 20.18 I 
+--------+-------+-------+--------+--------+-------+--------<--------+--------f---------+------+------t_-------+-------+ 
I 51 01 01 21 11 01 0 11 01 01 01 01 31 01 
I 41.67 I 0.00 I 0.00 I 16.67 I B.ll I 0.00 I 0.00 I 8.33 I 0.00 I 0.00 I 0.00 I 0.00 I 25.00 I 0.00 I 
I 2.51 I 0.00 I 0.00 I 3.77 I 9.09 I 0.00 I 0.00 0.83 I 0.00 I 0.00 I 0.00 I 0.00 I 2.61 1 0.00 1 
+--------+--------+--------+--------f--------~-------+--------.--------+------+_-------+-------+-------+--------+_-------+ 

-

TOTAl 

208 

lit? 

16 

110 

22 

2109 

12 

INVESTIGATION 21 I lit I It I 8 I 0 I 5 1 H B I 5 I 6 I 0 I 5 I 8 I 12 I 110 
FOR PUBLIC 19.09 I 12.73 I 3.64 I 7.27 I 0.00 I 4.55 I 12.73 7.27 I 4.55 I 5.105 I 0.00 I .. 55 I 7.27 I 10.91 I 
BENEFIT I 10.55 I 16.67 I 25.00 I 15.09 I 0.00 I 35.71 I 12.07 6.67 I 16.52 I 5.36 I 0.00 I 10.61t I 6.96 I 1l.01 I 

+-------+_------+_------+-------~9-------+_-------+-------.--------+------+------+--------+--~-----+_-------+_-------+ 
TOTAL 199 Bit 16 53 11 14 116 120 27 112 21 1t7 115 109 10" 



-

RELIEF OBTAINED 

(continued) 

11 12 13 14 15 16 17 18 19 110 III 112 113 114 
-+--------+-------+--------+--------+--------+--------+--------+-------+------+-------+--------+-------+--------+-------+ 

NO INDI- I +2.05 9 I 1 I a I a I a I a I a I a I a I a I a I a I 2 I a I 
VIDUAL I 75.00 I 8.33 I 0.00 1 0.00 1 0.00 I 0.00 I 0.00 I 0.00 I 0,,00 I 0.00 I 0.00 I 0.00 I 16.67 I 0.00 1 
COMPLAINT I 1t.52 I 1.19 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 1.74 I 0.00 I 

CASE 
PErmiNG 

-+------+-------+--------+------+-----+_-------+-------i-----_+ ______ -_+ _______ + ________ + ________ +-------+---_____ + 
I 10 I 8 I 2 I 1 I a I 1 I 2 I 4 I 2 I 5 I 2 I 2 I 8 I 1 I 
I 20.83 I 16.67 I 4.17 I 2.08 I 0.00 I 2.08 I 4.17 1 8.33 I 4.17 I 10.42 I 4.17 I 4.17 I 16.67 I 2.08 I 
I 5.03 I 9.52 I 12.50 1 1.89 I 0.00 I 7.14 1 1.72 1 3.33 I 7.41 I 4.46 I 9.52 1 4.26 I 6.96 I 0.92 I 

-+--------+-------+--------+--------+-------+-------+-----+------+-------+--------+-------+-------+--------+--------+ 
PERFORMANCE' a I a I a I a I a I 1 I 0 . 1 I a I 2 til 0 I a I a 1 
AND REFUND 0.00 I 0.00 I 0.00 I 0.00 I 0.00 1 20.00 I 0.00 1 20.00 1 0.00 I Ioo.an I 20.00 I 0.00 I 0.00 I 0.00 I 

• 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 7.14 I 0.00 0.83 I 0.00 I 1.79 1 4.76 1 0.00 I 0.00 I 0.00 I 
-+--------+--------+--------+--------+------,-+--------+-------<--------+-------+--------+--------+--------+--------+--------+ 

REFUND I a I 2 I 1 I 2 I G I a I 1 ' 1 I 1 I a 1 a I a I a I 1 I 
ANDINVESTI- 1 0.00 I 22.22 I 11.11 1 22.22 I 0.00 I 0.00 I 11.11 I ll.ll I 11.11 1 0.00 I 0.00 I 0.00 I 0.00 I 11..11 I 
GATION I 0.00 I 2.38 I 6.25 1 3.71 I 0.00 I 0.00 I 0.86' 0.83 I 3.70 1 0.00 1 0.00 I 0.00 I 0.00 I 0.92 I 

BILLING 
ADJUST­
MENT 

STOP 
HARRASS­
MENT 

RELEASE 
FROM 
CONTRACT 
(REFUND) 

-+_----,~-----+-------+--------·+-------+_------+__------t------+-----+---------+-------+--------+--------+--------+ 
I 2 : a 1 a I 0 I a I a I 2 ' 1 1 a I a I a I 3 I 3 I +1.89 9 I 
I 10.00 1 0.00 I 0.00 I 0.001 I 0.00 I 0.00 I 10.00! 5.00 I 0.00 I 0.00 I 0.00 1 15.00 1 15.00 1 45.00 1 
I 1.01 1 0.00 I 0.00 1 0.00 1 0.00 I 0.00 I 1.72 0.83 1 0.00 1 0.00 1 0.00 1 6.38 I 2.61 I 8.26 I 

-+-------+--------+-------+--------+-------+--------+-------.--------+--------+--------+--------+--------+--------+--------+ 
I 01 01 01 01 01 01 a 01 01 01 01 01 01 21 
I 0.00 1 0.00 1 0.00 I 0.00 1 0.00 1 0.00 1 0.00 0.00 1 0.00 1 0.00 1 0.00 I 0.00 I 0.00 I 100.00 I 
I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 1 0.00 1 0.00 0.00 1 o. 00 1 0.00 I 0.00 I 0.00 I 0.00 1 1.83 I 
.+--------+-------+-------+--------+-------+-------+----------------+--------+------+--------+--------+--------+--------+ 
I 01 01 01 01 01 01 3 01 01 01 01 31 21 51 
1 0.00 I 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 23.08 0.00 I 0.00 1 0.00 1 0.00 1 23.08 1 15.38 I 38.46 1 
I 0.00 I 0.00 I 0.00 1 0.00 1 0.00 I 0.00 I 2.59 0.00 I 0.00 I 0.00 1 0.00 1 6.38 I 1.74 I 4.59 I 
+-------+-------+--------+--------+--------+--------+--------------+------+-------+--------+--------+--------+--------+ 

RETURN OF I a I a I a I a I a 1 a I 0 a I a I a 1 a I a 1 1 I a I 
MERCHANDISE 0.00 I 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.00 0.00 I 0.00 1 0.00 I 0.00 1 0.00 I 100.00 I 0.00 I 
SURRENDERED 0.00 I 0.00 I 0.00 1 0.00 1 0.00 I 0.00 I 0.00 0.00 I 0.00 1 0.00 I 0.00 I 0.00 I 0.87 I 0.00 I 

+-------+-----+--------+-------+-------+------+------~-------+-------+--------+--------+-------+--------+--------+ 
TOTAL 199 84 16 53 11 14 116 120 27 112 21 H U5 109 

TOTAL 

12 

5 

9 

20 

2 

13 

1 

- - - - - - - - - - - - - - - - - -



- - - - - - - - - - - - - - - - - - -

----------------------------------------------------~--~--------------------------------------------------------

MERCHANT RESPONSE 

I 

NETWORK CLUSTER PROFILES 

11 12 13 lit 15 16 11 18 /9 110 III 112 113 114 I -------+-----+--·-+-------+--------+-------+--------t-------t--------+-----_+ ________ + _______ .. ________ +-______ ,,+-_______ + 
I 12 1+7.04 21 I 2 I 9 I 0 I 1 I lit I 5 I 2 I 11 I 0 I 5 I 11 I 5 I 

UNKNOWN I 12.H I 21.lt3 I 2.04 I 9.18 I 0.00 I h02 I Ilt.29 I 5.10 I 2.00\ I 11 .22 I 0.00 I 5.10 I ll.n I 5.10 I 
I 6.03 I 25.00 I 12.50 I 16.98 I 0.00 I 7.H I 12.07 I 4.11 I 1.",1 I 9.82 I 0.00 I 10.64 I 9d7 I 4.59 I 

IGNORES 
CONTACT 

SKIPS OUT 

... -----+-----+------.. --------+-------- .. --------+-------t--------+-----+------_+-_______ .1-_______ +-__ , ____ +-_______ + 
I 2{' I 8 1 1 I 10 I 0 I 3 I 1 1+9.66 29 I +3.29 10 1+10.55 35 1 4 1 7 I 16 I 10 I 
I 15.66 I 1t.82 I 0.60 I 6.02 I 0.00 I 1.81 I It.22 I 11.47 I 6.02 I 21.08 I 2.H I 1t.22 1 9.64 I 6.02 I 
I 13.01 I 9.52 I 6.25 I 18.81 I 0.00 I 21.1t3 I 6.03 I 21t.l1 I 31.01t I 31.25 I 19.05 I H.89 1 13.91 I 9.11' I t-----+-----+------+--------+--------+-------+-----t--------+------+.--------+--------+----__ +-_____ + ______ + 
I 1 I 6 I 2 I 1 I 0 I 0 I :3 ,+3.67 16 I 3 I +4.01 22 I +.76 12 I 1 I 3 I 6 I 
I 6.51t I 1.32 1 2.44 I 1.22 I 0.00 I o.oa I 3.66 I 19.51 I 3.66 I 26.83 I IIt.63 I 1.22 I 3.66 I 7.32 I 
I 3.52 I 7.H 1 12.501 1.89 I 0.00 I 0.00 I 2.59 I 13.33 I 11.ll I 19.64 I 51.14 I 2.13 1 2.61 I 5.5U 1 +-----+------+------.--+--------+-------+--------+--------t-------t-------+--------+-----__ + _______ +-______ + _____ + 
I 11 31 01 01 01 11 01 41 21 31 11 Itl 11 11 

BANKRUPTCY I 1t.16 I IIt.29 I 0.00 I 0.00 I 0.00 I 4.16 I 0.00 I 19.05 I 9.52 I 14.29 1 4.16 I 19.05 I 4.76 I 4.16 I 
I 0.50 I 3.57 I 0.00 I 0.00 I 0.00 I 1.14 I 0.00 I 3.33 I 7.41 I 2.68 I 4.16 I 8.51 I 0.81 I 0.92 I 

ARGUES 
PRODUCT 
CLAIMS 

ARGUES 
PRICE 
CLAIMS 

DELAYS 
TAKING 
ACTION 

TOTAL 

+--------+-------+--------+--------+--------+--------+--------t-------+--------+------__ ? ________ + _______ + ________ + ______ + 
I 38 I 10 I 3 I 6 I 0 I 2 I 8 I 7 I 1 I -10.76 0 I 0 I 2 I 23 I 6 I 
I 35.85 I 9.43 I 2.83 I 5.66 I 0.00 I 1.89 I 1.55 I 6.60 I 0.91t I 0.00 I 0.00 I 1.89 I 21.70 I 5.66 I 
I 19.10 I 11.90 I 18.15 I 11.32 I 0.00 I 14.29 I 6.90 I 5.83 I 3.70 I 0.00 I 0.00 I 4.26 I 20.00 I 5.50 I 
.+--------+-------+--------+--------+--------+--------+--------+------+-------+-------+--------+-------+-------+-----+ 
I 11 I 1 I 1 I 2 I' 0 I 0 1+5.15 29 I 7 I 0 I 0 I 0 I 1 I 6 1+5·26 20 t 
I 13.10 I 1.19 I 1.19 I 2.38 I 0.00 I 0.00 t 34.52 I 8.33 I 0.00 I 0.00 I 0.00 I 8.33 I 7.11t I 23.81 I 
I 5.53 I 1.19 I 6.25 I 3.11 I 0.00 I 0.00 I 25.00 I 5.83 I 0.00 I 0.00 I 0.00 I 14.89 I 5.22 I 18.35 I _+-_______ + ________ + _______ + ________ + _______ +-_______ +___--1'------+------+-------+-------+-----__ + _______ + _____ + 
I 32 I 8 I 1 I 9 I 0 I 2 I 5 +9.76 25 I 5 I 16 I 2 I 2 I 12 I 12 I 
I 24.43 I 6.11 I 0.16 I 6.81 I 0.00 I 1.53 I 3.82 I 19.08 I 3.82 I 12.21 I 1.53 I 1.53 I 9.16 I 9.16 I 
I 16.08 I 9.52 I 6.25 I It..98 I 0.00 I 14.29 I 1t.31 20.83 I 18.52 I 14.29 I 9.52 I 4.26 I 10.43 I 11.01 I 
-+-------+-----+------+--------+---------------+------.... ------+------+--------+-------+--------+--------+------+ 

199 84 10 53 11 14 116 120 27 112 21 47 115 109 

TOTAL 

98 

166 

82 

21 

106 

131 



MERCHANT RESPONSE 

(continued) 

DISCLAIMS 
KNOWLEDGE 

REFERSTO 
THIRD PARTY 

11 12 13 110 15 16 17 16 19 110 III 112 113 114 
-.------+-----+------+-------+-------+-------+--------i------+-------+--------+------.,+--,------+-------+--------t 
I 10 I 6 I 0 I 1 I 0 I 0 I 6 1 I 0 I 2 I 0 I 1 I 11 I 6 I 
I 21.74 I 13.0'" I O.CiO I 2.17 I 0.00 1 0.00 I 11.39 I 2.17 I 0.00 I 4.35 1 0.00 1 2.11 1 23.'H 1 13.04 1 
1 5.03 I 1.14 I O.O!) I 1.891 0.001 0.001 6.9U I 0.83 I 0.00 I 1.19 I 0.00 I 2.13 I 9.51 I 5.50 I 
+-------+-----+-----+------.--------+--------+---•. ----+------+-------+--------+--------+--------+--------t------ --+ 
I 61 31 01 01 01 01 31 01 01 11 01 11 21 31 
1 31.56 1 15.19 1 0.00 I 0.00 i !:\.OO I 0.00 I 15.79 O~OO I 0.00 I 5.26 I 0.00 1 5.26 I 10.51 I 15.79 I 
1 3.02 1 3.51 I 0.00 1 0.00 1 0.00 1 0.00 I 2.59 I 0.00 I 0.00 I 0.89 I 0.00 I 2.ll I 1.74 I 2.15 I 
.------+------+_ .----+--------+-------- i'--- .----+--------i-------+-----+------.--------+--------+--------+--------+ 

TOTAL 

a9 

TAKES 1 101 I 17 I 4 I 12 1 +1.61 U 1 5 1 23 I 21 1 3 I 21 1 2 1 9 I 22 1 26 I 211 

-

CORRECTIVE I 16.89 I 7.63 I 1.84 I 5.53 1 S.07 I 2.30 1 10.60' 9.66 I 1.38 I 9.68 I 0.92 1 .... 15 1 10.14 I 11.98 I 
ACTION I 20.60 I 20.24 1 25.00 I 22.64 1 100.00 I 35.71 I 19.83 11.50 I 11.11 I 18.75 I 9.52 I 19.15 I 19.13 1 23.85 I 

HARRASS­
MENTSOR 
THREATS 

ARGUES 
CONTRACT 
IMPLE­
MENTATION 

REFUSAL 
TO GIVE 
REFUND 

+--------.-------f,--------t-------t-------+--------+--------+-------+_------t--------+--------+-------.--------f-------+ 
I 31 01 01 01 01 01 01 01 01 01 01 01 31 51 
I 21.27 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00'1 27~21 I 45.45 I 
I 1.51 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 0.00 0.00 I 0.00 I 0.00 I 0.00 I 0.00 I 2.61 I It.59 1 
t------+-------- ....... ------t-------+-----· ,-+-------+-------------+-------+--------+--------+------+_-----t------+ 
I 2 1 1 ,I a I 1 1('1 1 a I 5 2 I a I a I a I 3 1 1 1 5 I 
I 10.00 1 ~.OO \ 0.00 1 5.00 1 0.'10 I 0.00 1 25.00 10.00 I 0.00 I 0.00 1 0.00 1 15.00 I 5.00 I 25.00 I 
1 1.01 1 1,19 0.00 1 1.89 I 0.00 I 0.00 I It.31 1.67 I 0.00 1 0.00 1 0.00 1 6.36 I 0.61 1 4.59 1 
+------+-------+--------+--------+--------t------.--------,-------t------+--------+-------t--------+_----- --+ 
I - 7.31 a 1 (, 1 1 I a 1 0 I 0 1 7 2 1 1 I 1 1 0 1 4 1 1 3 I 
I 0.00 1 O.CO 1 5.00 I 0.00 1 0.00 I 0.00 I 35.00! 10.00 I 5.00 I 5.00 1 0.00 1 20.00 I 5.00 15.00 1 
1 0.00 I O.M I 6.25 I 0.00 I 0.00 I 0.00 I 6.03 I 1.67 I 3.70 1 0.69 I 0.00 I 6.51 I 0.87 2.75 I .+_-----t------ .--------t--------t-----.-------+-------.... _____ t------ t-----,-t--------t------t------+_-----t 

DENIES I 10 I 0 I 1 I 2 I 0 I a 1 4 1 1 0 1 0 I 0 I 1 I 3 I 1 I 
AlIVERTISED I It3.108 I 0.00 I 10.35 1 8.10 I 0.00 I 0.00 I 17.39 I 4.35 1 0.00 1 0.00 I 0.00 1 4.35 1 13.04 I 4.35 I 
CL.AIMS I 5.03 1 0.00 I 6.25! 3.17 I 0.00 I 0.00 I 3.45' 0.63 1 0.00 1 0.00 I 0.00 1 2.13 I 2.61 I 0.92 I 

,+_------+-~----.t-------t--------+------+----.------+-------+-----f--------+--------+--------+_------+-----+ 
TOTAL 199 84, 16 53 11 110 116 120 27 112 21 41 115 109 

- - - - - - - - - - - - - - - - -

11 

20 

20 

23 

1044 

-



-------------------- --






