
GETTING STARTED

WITH CUSTOMER SATISFACTION

!
Talk and interact informally with your customers first (no clearance required).

!
Use focus groups when you need a more structured approach to talking to your customers (clearance required).

!
Digest this information and reflect upon how it can help you improve your customer service when combined with additional information.

!
Only then make plans for full‑blown surveys to validate this qualitative information and gather the additional needed data (generic clearance may be useful here).

Goals of the OMB

Resource Manual on Customer Surveys
!
To describe a general approach to customer surveys;

!
To lay out the specific steps and issues involved in a data collection program;

!
To examine ways to streamline the statutory review process for those data collections covered by the Paperwork Reduction Act (PRA);

!
To document sources of assistance in Federal statistical agencies for planning and executing customer surveys;  and

!
To describe training opportunities available from the Joint Program in Survey Methodology (JPSM).
Step 1
Determining the Scope of the Survey Measurement Program

Step 2
Identifying the Factors and Characteristics that Underlie Customer Satisfaction

Step 3
Identifying the Target Customer Population for the Survey

Step 4
Developing a Sampling Frame of the Target Customers

Step 5
Choosing a Data Collection Method Best Suited to Your Customer Survey

Step 6
Choosing Who Will Collect the Survey Data From Customers

Step 7
Developing and Pretesting the Survey Questionnaire

Step 8
Constructing the Statistical Design of the Sample of Customers

Step 9
Designing Procedures to Achieve High Response Rates in the Customer Survey

Step 10
Ensuring Quality While the Survey Data are Being Collected

Step 11
Processing the Survey Data and Preparing Them for Analysis

Step 12
Analyzing the Data, Summarizing the Results, and Presenting the Findings
Step 9. Achieving High Response Rates
Regardless of how well the survey is designed, there will be some customers selected for the survey who will not respond.

!
What can you do to achieve adequate response rates?
Low response rates can lead to misleading survey results, since the people who did not respond may be unlike the survey participants. The following methods usually prove useful in ensuring high rates of response.  Each of them also may have implications for the cost efficiency of the survey.

     !
Advance notification:  The respondent is contacted ahead of time and informed about the survey, including its goals and its provision of confidentiality, and is encouraged to participate.

     !
Ease of answering questions:  Customers will more likely answer questions that are easy to comprehend and to answer.

     !
"Friendly" questionnaires:  For mail questionnaires use a personalized graphical design that is simple, attractive and easy to read -- booklet style may make it look smaller and easier to complete.

     !
Repeated follow-up:  Those not immediately responding are sent postcard reminders and additional questionnaires in mail surveys.  Repeated calls are used for noncontacts in telephone and face-to-face surveys.

Considerations for Information Collections of Customer Satisfaction by Regulators of Regulated Entities

!
DO collect customers' opinions of what they want and their satisfaction with what they are getting.

DON'T use customer satisfaction surveys as the vehicle to collect information on the objective outcomes of an agency program.

!
DO provide credible confidentiality for your customers' responses.

DON'T use collection procedures that identify your customers so that they perceive that their responses could be used against them.

!
DO collect information that your customers perceive as innocuous and of potential benefit to them.

DON'T collect information that your customers could perceive as threatening their interests.

!
DO use information collections that you have tested to ensure that they are quick and easy to complete and provide the information you need.

DON'T use long, confusing, burdensome collection instruments.

!
DO design the information collection process to ensure high response rates when you want to make decisions based on the results or make generalized statements about your customers (i.e., quantitative information).

DON'T be concerned about response rates when you intend your information collections only to initiate understanding and insight

(i.e., qualitative information).

!
DO ask questions about items that are "actionable," i.e., items that your agency can change within existing constraints.

DON'T ask questions that will raise your customers' expectations about changes that your agency can't or won't implement.
