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 Commitment Statement:

“In New Hampshire, public service is all about great customer service.”

Guiding Principles:

The citizens and all customers of New Hampshire expect and deserve a quality experience when interacting with their State government.  The public servants of the State of New Hampshire deliver great customer service by:

· Recognizing that everyone we come into contact with is a customer

· Treating customers with dignity and respect

· Respecting and valuing our customers’ time

· Communicating in an open and straightforward manner

· Listening to fully obtain an understanding of what our customers seek

· Taking ownership of our customers’ needs and becoming part of the solution

· Striving to exceed expectations of our customers

· Committing to continuous improvement based on customer ideas

· Acknowledging and honoring customer service excellence

· Developing and assessing performance against measurable criteria
“The Commissioners’ Group is a group of commissioners and directors from a number of state departments who met regularly to explore ways to improve the operations of NH state government.”  The departments represented by the Commissioners’ Group include the following:  Adjutant General, Administrative Services, Agriculture, Banking, Corrections, Cultural Resources, Education, Employment Security, Environmental Services, Fish and Game, Health & Human Services, Information Technology, Insurance, Justice, Labor, Liquor Commission, Lottery Commission, Public Utilities Commission, Resources & Economic Development, Revenue, Safety, Transportation, and Treasury.
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Introduction

Confusing forms!  Busy signals!  Misplaced paperwork!  Long lines!  Unfortunately, Government agencies often have a reputation with the public for poor performance.  New Hampshire State Government needs to change that perception.  Our standard should be “Customer Service equal to the best in the business.”  How would such a standard affect state agency performance management programs?  Significantly!  A successful performance management program supports and promotes the accomplishment of an agency’s mission and goals.  It does this by aligning team and individual performance elements and standards with the organizational goals.  This will aim everyone’s energies in the same direction: to provide “best-in-business” customer service.

A question state agencies may be asking themselves is “Why do I need customer service standards?”  “We know what customer service is and what we’re supposed to do.”

That’s Great News!  It sounds like customer service is important in your organization.  How do you communicate this to your employees?  To have an effective customer service strategy you need a written document outlining what you’re going to do and how you’re going to do it.  A strategic plan with customer service goals is a first step.  Developing customer service standards will take you to the next level.  The purpose of this document is to help state agencies develop customer service standards.

Desired Results

A comprehensive customer satisfaction program can lead to improvements in efficiency and effectiveness among New Hampshire state agencies, as well as increase citizens’ trust in government.  Customer satisfaction surveys, complaint management techniques, and other forms of exploratory research will help agencies better understand their customers’ needs.  A comprehensive customer satisfaction program can provide specific, actionable data to guide service improvement efforts.  Furthermore, suggestions from customers and employees introduce fresh ideas to government processes.  Customer satisfaction needs to be a priority for New Hampshire state government.  By implementing the programs and policies described in this model, state agencies should be able to improve the level of satisfaction among their customers.
Efficiency

· Resource Management:  In an era of tax limitations and budget cuts, customer research is a resource management tool.  Using expectation data and importance ratings, agencies can identify their most-valued programs and direct resources to the areas of greatest need.

· Speedy Resolution:  Complaints can pinpoint problems and allow agencies to address the root cause and avoid inefficient processes.  Furthermore, when complaints are not resolved promptly, frustrated customers seek alternative avenues to remedy their problems.  Effective complaint management avoids external resolution in the courts or through the political process.
Effectiveness

· Best Practices:  Creating a standardized system of measuring customer satisfaction allows comparisons to be made among agencies.  Best practices can be gleaned from agencies with exemplary performance.
· Reliable Data:  Having a research plan provides a clear vision for the information that is needed and how it will be used.  The research methods outlined in this model employ statistical principles, so agency managers can have more confidence in the results.
Public Trust

· Commitment to Customer Service:  Customer satisfaction standards communicate what citizens can expect from government and indicate how the agency will measure success in attaining these goals.  In addition, incorporating customer satisfaction into published performance measures, budget reports, and position descriptions demonstrates a commitment to customer service.
· Data Driven Decision-Making:  The scientific rigor with which research is conducted increases the likelihood the public will have confidence in the information.  Agency managers can communicate to stakeholders, using hard data, the results of implemented strategies.
· Complaint Management:  Effective complaint resolution is likely to maintain or enhance customer satisfaction.  Furthermore, complaint management provides an early warning system, so agencies can avoid damage to their public image.
Creating a Culture of Service

A genuine understanding of customers’ needs and expectations is a key component of delivering service that satisfies customers.  Organizations with strong customer-satisfaction reputations pursue this level of understanding through a variety of means including frequent focus groups, customer-feedback forms, formal program reviews, and systematic surveys among key customer groups.  To improve performance, managers need to apply the insights generated from such activities when making decisions about program offerings.  Furthermore, it is critical that this information be disseminated throughout the organization to help front-line personnel make smart decisions when interacting with customers.

In the private sector, customers are generally understood to be the individuals who purchase goods or services.  This concept of customer does not translate well in to the public sector.  While the citizens of New Hampshire are the intended beneficiaries of government services, most agencies respond to other stakeholders as well.

When determining customer satisfaction agencies should identify the types of customer they want to survey.  To help agencies make this decision we recommend state agencies use the following segmentation scheme proposed by Russell Linden, a former faculty member of the Federal Executive Institute.  As can be seen in the table below customers are divided into four broad categories: clients, compliers, consumers, and constituents.  Conflict among such a diverse customer base is inherent in government, so an agency must refer to its mission to prioritize customer groups and to balance conflicting goals.  It is recommended that agencies survey “primary customers” first and expand their outreach to other customer groups as resources and priorities dictate.

Customer Service Groups
Proposed by Russell Linden

Source: [p.51]; Osborne & Plastrik [p.274]

	
	Definition
	Expectations

	Clients
	Those individuals or entities that fund the service or program.
	Fiscal responsibility; program effectiveness; agency actions reflect legislative intentions

	Compliers
	Those individuals or entities on the receiving end of enforcement activities.
	Dignified treatment; consistent application of rules; transparency; fair penalties.

	Consumers
	The end users of an agency’s programs, services, or information.
	Quality, timeliness, flexibility, user friendly services.

	Constituents
	The individuals and groups who have some vested interest in the agency’s work.
	Program focus reflects their particular political or programmatic point of view.


Communicating Service Standards

Organizations concerned with customer service clearly communicate what their customers can expect from the organization as well as the customers’ obligations and responsibilities.  In addition, customer-service standards articulate the organization’s expectations of its employees.  The National Performance Review [NPR] [1996] found that this approach significantly improves customer satisfaction while reducing customer complaints.  Agencies are encouraged to work with their customers to identify critical elements of the service interaction and to define appropriate standards for each.  Naturally, these standards must reflect the expectations set forth in law and administrative rule, but it is customers – not agencies – that ultimately define quality service.  Examples of customer service standards can be found in the back of this document.
Encouraging Feedback

A telling indicator of an organization’s service culture is how its leaders respond to complaints.  Research indicates that the best in business use a variety of methods to encourage feedback and have systems in place to manage complaints.  Innovative organizations see complaints as opportunities to win loyal customers through effective resolution.  Most dissatisfied customers never complain directly, instead they simply stop buying a company’s product or, worse yet, tell others [agency leaders and elected officials] about their bad experiences.  Encouraging customer feedback can help organizations understand their customers’ expectations and address problems quickly.
Investing in Human Capital

Effective customer services do not happen by chance; it takes a commitment from the organization to hire, train, and empower their employees.  Specific, customer-service expectations should be included in each employee’s position description and discussed at length during new-employee orientations.  The customer-complaint workgroup for Industry Canada [2002] found that the employees most effective at handling customer complaints have personal characteristics that make them good listeners and imaginative problem solvers.  These characteristics include:

· Good communication skills

· Enthusiasm for and a commitment to effective, fair, and efficient complaints management

· Thorough knowledge of the organization’s structure and processes

· The ability to objectively assess all relevant factors about complaints from the point of view of both the consumer and the organization

· The ability to identify systemic complaints and to devise strategies to deal with them.

Front-line employees should be given the authority and resources to resolve most issues without having to consult management.   Leading organizations recognize that customers typically direct their complaints to front-line employees, and they want their issues resolved at the first point of contact.  Customers don’t want to hear a litany of policies for why the service person is unable to help them.  Management that cares about customer service will allow employees to take ownership of a problem, to admit when a mistake has been made, and to do whatever is possible to correct the situation.  This approach is consistent with research that shows dissatisfaction grows as the time and number of people involved increases.
Designing a Service Quality Information System

A culture of service demands that agencies always seek to improve the customer’s experience.  To do this, agencies must have information upon which to base decisions.  It is recommended that agencies design a comprehensive, service-quality, information system with at least the following three components:

· Regular customer-satisfaction surveys that assess both program effectiveness and service interactions.
· A complaint-management system that helps agencies address individual concerns immediately while tracking data to guide problem resolution.

· Employee surveys that assess characteristics of strong workplaces and provide opportunities for employees to make suggestions for improving service.

Survey Design Consideration
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Research should not begin until the agency is able to articulate a clear plan for the study.  The research plan should answer three basic questions: 
· What is the purpose of the research?

· What type of information is needed? 
· How will the information be used?

Customer surveys are not opportunities to ask everything the agency ever wanted to know about its customers.  Instead, focus survey questions on particular objectives.  Agencies should consider their mission [s], goals, objectives, key functions and budget documents when developing a research plan.  Furthermore, the research should yield information upon which the agency’s managers area willing to act.

It is important to consider the type of information the research will produce.  Qualitative research [e.g., focus groups and open-ended questions] is helpful for gaining new insights on a problem or an initial understanding of the interplay of factors that customers consider.  Qualitative research is based on the quality or character of something, often as opposed to its size or quantity.  Alternatively, quantitative data [relating to, concerning, or based on the amount or number of something; capable of being measured or expressed in numerical terms] can yield powerful generalizations when executed correctly.  Quantitative data is especially useful when it can be compared to results from other surveys to show trends over time or outcomes in similar organizations.  Consequently, it is often a good practice to include a balance of open-ended and directed questions.  Open-ended questions can add context and depth to the numbers by capturing customers’ actual words.
During the design phase, agencies should solicit input from employees to determine their information needs.  The following questions are a good starting point.  Remember that the purpose of the research is to help guide decision-makers, so its objective should relate to the decisions management has to make and the information needed to do so.

Employee Survey Questions

· What would you like to know about the customers you serve?

· What type of information would help you improve service in our agency?

· What type of information would you like to have about your own service performance?  About your department or agency?

· If you already receive information on customer service, what type of information is most valuable to you?  Why?  What is least valuable?  Why?

· What are your preferred ways of receiving customer service information?  How often would you like to receive this information?

[The above taken from Berry & Parasuraman, p. 75.]

Systematic Approach

Each component of a service-quality information system works together to provide a comprehensive picture to managers of their customers’ expectations and their perceptions of the agency’s service.  Nonetheless, it is important to understand the limitations of various types of research.  While focus groups and individual interviews are an excellent source of insights managers should not assume that the results from focus groups necessarily represent the views of the entire customer population.
Typically, surveys based on probability samples can be generalized to the underlying population.  To take advantage of the most powerful aspects of surveys, managers should be careful to have a systematic way of choosing participants.  Don’t cut corners by using too small a sample or by relying on a non-probability sample.  The quality of the information generated under these circumstances is highly suspect.

Surveying customers should be a routine, ongoing activity.  It is recommended that each agency conduct a customer-satisfaction survey among their key customers at least annually.  The results from each survey represent a snapshot of how customers perceive an agency’s performance at a given moment in time.  The true power of survey results lies in the trends that develop over time or in the comparisons that can be made among similar organizations.  If comparisons will be made, it is important to consider this during the survey design process so the data requirements are designed into the research instrument.  Furthermore, it is important to carefully consider how any changes to the survey may affect time-series data.  A limited number of new questions can be rotated in on a particular survey, but if an agency wants to evaluate a new program or is considering launching an alternative method of delivery for a service, it is best to conduct a separate research effort to gather this information.
One final consideration is the use of expectation data.  Numerous service-quality researchers recommend asking customers about their expected level of service in addition to their perceptions of the particular organization’s performance.  This practice provides a frame of reference for their assessment.  For example, assume you have a rating scale of 1 through 10 with 1 representing the lowest score and 10 representing the highest score.  Let’s assume your research yields an average score of 7.2 on the customer service characteristic helpfulness.  How would you interpret this score?  It depends upon the customer expectation for helpfulness.  If your previous research found customer expectations for helpfulness was a 6.3 you may interpret the 7.2 rating as positive.  If the customer is expectation rating for helpfulness was 8.9 you may interpret the 7.2 rating as a negative.  The point of all this is to know what is expected.  Knowing what is expected provides you with a bench mark against which you can evaluate performance.

Determinants of Service Quality

Customer satisfaction depends on the features of the service offered and the quality of the service interaction.  Service-quality literature identifies five broad dimensions of quality service with ten related determinants that drive customer satisfaction.
5 Dimensions with 10 Determinants of Service Quality Matrix

	Dimension #1

Serving Well
	Dimension #2

Conveying Courtesy & Respect
	Dimension #3

Earning Trust
	Dimension #4

Inviting In
	Dimension #5

Program Effectiveness

	1-Reliability
timeliness

accuracy
	2-Responsiveness
helpfulness

3-Courtesy

4-Communications
	5-Competence
expertise

6-Credibility

7-Understanding  the customer

8-Security
	9-Access
Available information

10-Tangibles
	Determinants vary by program


The manner in which a service is delivered separates an average organization from an excellent one.  On the next page you will see an example of survey questions that address five determinants of customer satisfaction.  These determinants are timeliness, accuracy, helpfulness, expertise, and available information.  State agencies should feel free to use these questions or develop their own.
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Sample Survey Questions for five Customer Satisfaction Determinants

[Timeliness, accuracy, helpfulness, expertise, available information]

	Statement Format

	Instructions:
To what extent do you agree or disagree with the following statements about our service?

Scale: 4 points

Strongly                      Disagree                     Agree                      Strongly 

Disagree                                                                                            Agree

     1                                      2                                 3                                4

Questions: 

1. [Insert agency name] provides services in a timely manner.  {Timeliness]

2. [Insert agency name] provides services correctly the first time.  [Accuracy]

3. Employees of [insert agency name] demonstrate a willingness to help customers.  [Helpfulness]

4. Employees of [insert agency name] demonstrate knowledge and expertise.  [Expertise]

5. [Insert agency name] makes information easily available.  [Available information]


	Question Format

	Instructions:
Please answer the following questions regarding your rating of our service.

Scale:

Poor                       Below                       Above                      Excellent

                              Average                    Average

     1                             2                                  3                                4

Questions:

1. How would you rate the timeliness of the services provided by [insert agency name]?

2. How would you rate the ability of [insert agency name] to provide services correctly the first time?

3. How would you rate the helpfulness of [insert agency name]’s employees?

4. How would you rate the knowledge and expertise of [insert agency name]’s employees?

5. How would you rate the availability of information at [insert agency name]?


Program Effectiveness

A fundamental driver of customer satisfaction is the quality of the services an agency provides.  Each agency has a unique set of customer needs and should develop specific questions that will help management assess the effectiveness of its programs and services.  
Programs that address customers’ needs are necessary precursors for high levels of customer satisfaction.  The goal is not only to provide high-quality services, but also to provide the services in greatest demand.  No amount of courtesy or professionalism will compensate for programs that are not needed or that do not meet customer expectations.  To assess program effectiveness, agencies should identify existing services and then ask the appropriate customer group [s] these questions about them:

· How important is the service to you?

· How well is the service meeting your needs?

By comparing importance ratings with performance ratings, agencies can allocate resources to the most important areas.  All agencies goal is to be “doing the right things right”, performing well on important “core mission” activities.  Meanwhile the inclusion of importance weights identifies activities that are not valued by customers, and thus do not contribute to customer satisfaction even though the agency may perform them well.  Agencies should include open-ended questions [e.g., “What else could we be doing?”] to ensure that their programs evolve with their customers’ changing needs.
Some agencies may believe that they have sufficient statistical data from other agency performance measures to assess program effectiveness.  This view, however, does not consider the vital role of customer perceptions.  Agencies should use customer surveys as a tool to compare customers’ perceptions with agency’s perception.  If the agency’s internal data does not match customer perceptions, then an agency can either enhance the level of performance to meet customer expectations or educate customers to bring expectations more in line with agency performance.

Program effectiveness should be measured at the program level, not at the department level.  While the service-interaction questions above were designed to apply to most if not all agencies, assessing program effectiveness is much more specific.  Even within the same agency, programs will be geared to different customers, delivered through various channels, and have different levels of significance [e.g., information versus health and safety].

Customer Complaint Management

Customer-complaint management is a two-pronged strategy.  Agencies should be proactive in preventing problems, but have a service-recovery system in place when problems inevitably occur.  Such a system enables the organization to accomplish critical goals: [1] resolve the immediate issue for the customer, and [2] address the underlying cause of the problem.  As indicated earlier, front-line personnel are critical to managing complaints, and it is crucial that they understand this role. 

Resolving the Immediate Issue

Government agencies, especially regulatory agencies, work under legislative and policy constraints.  When it is not possible to give a customer what he or she would like, it is still possible for a customer to feel that he or she has been heard and treated fairly.  Professional and considerate employees enhance customers’ views of the organization even when customers are disappointed with the outcome.
When customers complain, the immediate objective is to address their concerns and alleviate their frustration.  Sometimes, a careful explanation of the reason for a decision or empathetic listening along with an apology is all that is needed.  Some situations call for a gesture that clearly says, “We realize there’s been a mistake, and we want to make it up to you.”  This is why leading organizations in the private sector have authorized front-line employees to approve refunds, send flowers, and authorize rework.  Government agencies do not have all the options available to the private sector.  However, agencies can do some things that can make a real difference in the customer’s view of the organization.  For example: keeping customers informed on how their complaints are being resolved; explaining the constraints to the customer and providing options; and acknowledging the customer’s frustration.  Remember that, from the customer’s perspective, the complaint is always legitimate.

Addressing the Underlying Cause

Information is critical to addressing the underlying cause of a complaint.  In order to prevent future customers from suffering from the same issue, the organization must be made aware of the problem.  Agencies should develop a database to record and classify complaints.  An elaborate database is not needed; See the simple complaint form in the back of this document.

By tracking complaints in a database, an agency can have a wealth of information at its fingertips.  For example:  What is the most common complaint?  Which complaints have increased in the last six months?  Do complaints vary by location?
Logging complaints into a database is a necessary step, but is not sufficient.  Agencies should analyze the data and develop solutions that address the causes of complaints.  Tracking complaints in a database makes it easy to report on customer complaints to top management.  A database can also help agencies prioritize their efforts and communicate ongoing issues throughout the organization.  Lastly, complaint data can be used to identify training needs, thereby improving employee skills.

Analysis-Utilizing the Data

“The primary test of a service-quality information system is the extent to which it informs and guides service improvement decision making.”  Berry & Parasuraman in “Listening to the Customer” [p.69]
Customer satisfaction surveys can provide an important picture of how the agency is performing in the eyes of customers.  By assessing performance along all five dimensions of service quality mentioned earlier, agencies can be sure to capture the most important determinants of customer satisfaction.  As discussed earlier, the inclusion of expectation scores increases managers’ ability to target resources where improvement are most needed.  The information from customer-satisfaction surveys should be combined with internal data and management expertise to make service improvements.

Categorical information related to those sampled can be extremely useful when analyzing and interpreting the results of a survey.  Researchers can check to see if the response pattern matches the characteristics of the targeted population; that is, the percentage of responses from a particular subgroup should be similar to the subgroup’s representation in the underlying population.  If these percentages vary substantially, the perspective of important segments of the population may be missing.

A second level of analysis occurs when results are disaggregated.  Data on age, ethnicity, location, etc. allows researchers to make comparisons among subgroups of the population.  Sometimes, trends among subgroups of the population are washed out in the aggregate [e.g., although the dropout rate may be decreasing among all students, it may be rising among poor or minority students].  These comparisons can yield important insights into how well an agency is meeting the needs of a particular segment of customers.  Also, some agencies may want to compare responses based on location to see if differences exist between regional offices.  This level of analysis allows agencies to make informed decisions when balancing diverse needs within existing resource constraints.

The use of standardized surveys also allows for comparisons among agencies, divisions, bureaus and smaller work units.  This can help agencies anchor their performance among their peers.  While ratings will vary depending on whether an agency is delivering a service or requiring compliance [e.g., taxes, regulatory functions, and public safety], it still provides some sort of external point of reference.  As an enterprise, the results of this research will help identify exemplary agencies so that others can learn from their example.

How to Communicate Survey Results

When reporting survey results, it is important to convey the conditions under which the survey research was conducted.  When characterizing any survey results you should:
· Clearly define the population to which results are to be generalized

· Identify the sampling frame from which the respondents were chosen

· Specify the sampling procedure used to draw the sample

· List the sample characteristics.
It is important that these details are considered [and documented] before research begins.  See the table below for a reporting example.

Reporting Example
	Environmental Protection – Waste Management Division

Population:  Businesses regulated by EP
Sampling frame:  Business who have been inspected by EP in the past 12 months.

Sample procedure:  Simple random sample

Sample characteristics:  Sample = 300;  Responses = 200;  Response Rate = 67%



	Determinants of Service Quality
	% positive responses
	Average rating using 4 point scale

	Timeliness
	77.0%
	3.08

	Accuracy
	68.5%
	2.74

	Helpfulness
	30.0%
	1.2

	Expertise
	71.0%
	2.84

	Available Information
	34.5%
	1.38


Analyzing and Utilizing the Data

It is important to analyze the data to establish priorities and set benchmarks for improvement.  In the example above it appears that businesses are relatively satisfied with timeliness, accuracy and expertise, but far less satisfied with helpfulness and available information.  The question is “why”?  Do our staff seem unhelpful because information is scarce or inadequate, or is there a problem with our staff’s interpersonal skills or willingness to provide information?  Could it simply be that regulated entities don’t like being told what they have to do, or could it be that they are looking for information that legally can not be made available to them?  As a manager, you could decide to work on your employees’ communication skills when the real problem might be with the quality of the information itself or the way in which information can be accessed.  Instead of embarking on a plan to improve “Helpfulness” by working on interpersonal skills, a more appropriate course might be to get a focus group together to give you additional information to help understand the scope of the problem, identify possible solutions, or establish more realistic expectations.
Define the Population

The idea behind collecting information from a portion of the population [i.e., a sample] is that it allows the agency to make inferences about the total population at a fraction of the time and expense of conducting a census.  It is important to be very explicit in defining the target group of interest.  The target population for any given customer-service survey will likely be a subset of an agency’s customers, such as those served by a particular program.  It is recommended that agencies identify their primary customers and direct their surveys toward this group.  Most often, agencies are concerned with the perceptions of “consumers’; the end users of an agency’s programs, services, or information.  As an agency’s needs and resources allow, the agency should consider expanding to secondary groups of interest.

Identify the Sampling Frame

A sampling frame is the list, index, or records from which the sample will be drawn.  Each person or entity in the sampling frame should meet the criteria used to define the target population.  Furthermore, the sampling frame should be devised in such a way that members are likely to have the experience and/or background knowledge to answer the survey questions [e.g., customers who have had a recent interaction with the agency].  Most agencies keep a ready list of recent customers, which can serve as the sampling frame.  The sampling frame should exist prior to the survey being fielded; it should not be built as you go.
Specify the Sampling Procedure

There are many ways to select a sample from a population, with varying degrees of validity associated with each method.  In almost every case, a random sample from the population provides the highest level of validity.  The sampling procedure should be specified in sufficient detail that it could be replicated by someone else, including the type of sample [random, convenience, etc.], the specific method for drawing the sample, and the sample size.  

Sampling Procedures
· Random sampling means that each member of the population has an equal chance of being selected.  For customer satisfaction surveys, randomly selecting from a list of recent customers is the most likely approach.

· Stratified random sampling involves selecting a sample so that certain subgroups in the population are adequately represented, but individuals are randomly selected from within those subgroups.

· Systematic sampling involves repetitively selecting every fixed number of individuals after using a random number to start [e.g., if 10 percent of the population is required, select every tenth person].

· Convenience sampling involves selecting a group of individuals that are easily accessible to the research team.  Every effort should be taken to ensure that any convenience sample matches the population of interest on key characteristics.  The validity of generalizing the results of a convenience sample to the entire population is questionable at best.

· Census involves a complete canvas of the entire population.  Generally, this is only recommended when the population is small [less than 400, thus the efficiencies gained from sampling area negligible.

List the Sample Characteristics

The size of a sample is the key determinate of the statistical precision with which population values can be estimated.  If not for resource constraints, the general rule in quantitative research is to use the largest sample possible.  The larger the sample, the more likely the results will validly represent the population.  In most applied research settings, however, limited resources restrict the number of individuals that can be sampled.  Also, the benefits of increasing the size of a sample eventually diminish.  It takes four times the respondents, for example, to improve a survey’s margin of error by half.

Most sample size calculators and formulas return the number of usable responses needed for a desired level of precision.  To determine how many surveys need to be distributed, divide the required number of responses by the anticipated response rate.  For example, if you need 243 completed surveys and you anticipate a 30 percent response rate, you need to mail 810 surveys [243 divided by .3].
Academic texts provide formulas to accurately estimate required sample sizes.  For each survey that is fielded, agencies should report the sample size [i.e., the number of individuals contacted], the number of respondents, and the response rate.  Agencies are also encouraged to disclose the confidence level and margin or error based on the final number of respondents.
Sample Customer Service Standards

[Based on the 5 Dimensions of Service Quality on page 9 of this model]

1.  Program Effectiveness

	Description
	Standards

	Customers’ perceptions of the value received from the service provider.
	· The agency should use standards of quality specific to the program being evaluated.


Assessment Items

· Assessing program effectiveness is particular to each individual program.  Each agency should develop specific questions at the program level.  To assess program effectiveness, agencies should identify existing services and then ask the appropriate customer group[s] these questions about them:

a. How important is the service to you?

b. How well is the service meeting your needs?

2.  Serving Well

	Description
	Standards

	This dimension focuses on the execution of the service, whereas the other dimensions focus more on the interface between the customer and the agency.  Put simply, providing accurate, dependable, and timely service.  Delivering the service as promised is a precursor to customer satisfaction.  If agencies don’t execute well, no amount of courtesy and empathy will satisfy the customer’s basic need for the service or product.
	· We perform the service on time, on budget, and as promised.
· We return all phone calls and email within 24 hours of receipt.  If more time is needed, we let the customer know how long it will take to resolve an issue.

· We respond to mail correspondence within two weeks of receipt.

· We listen actively, acknowledge the problem, and ask questions before providing an answer.

· If we cannot provide what is asked, we offer suggestions and options.

· Problems and complaints are resolved quickly with minimal effort on the customer’s part.  We investigate the source of problems, so they do not recur.


Assessment Items

· Helpfulness – demonstrating a willingness to help customers

· Individualized – giving customers personal attention

· Courtesy – exhibiting courtesy and professionalism

· Informed – keeping customers informed throughout the service interaction

· Communication – using clear, concise, and jargon free language

3.  Conveying Courtesy & Respect
	Description
	Standards

	This dimension stresses the interaction between the agency and the customer.  Agencies convey courtesy and respect through their ability to portray a genuine concern for their customers’ well being.  For example, listening to customers, working with them to find a solution, maintaining a friendly and polite manner, and keeping customers informed
	· We introduce ourselves and remain courteous and positive in all our interactions.  We are empathetic and helpful, even if we have to say “no”.

· We maintain eye contact and demonstrate active listening through our expressions and body language.

· On the phone, we wait until an individual has finished speaking, and then paraphrase what was said to ensure that we understand the request.

· When resolving problems, we follow up with customers to ensure their issues are resolved, and we provide periodic updates if a resolution takes longer than anticipated.

· We clearly explain to our customers what we do, how our programs work, and who to contact for further assistance.  Our communications are clear, concise, and jargon-free.  If a statute or rule is cited, it is explained clearly.


Assessment Items

· Customer-Centric 

a. placing a high value on civility, respectfulness, and courtesy.

b. concern for customers well being

4.  Earning Trust
	Description
	Standards

	This dimension emphasizes inspiring trust and confidence among stakeholders and the general public.  Trust begins by demonstrating an ability to apply the knowledge, skills, and organizational capacity to provide effective service.  Furthermore, agencies must assure citizens that any personal and financial information they share is secure.  Finally, agencies must develop a system to prevent problems from occurring and to handle them effectively when they do.  At a fundamental level, earning trust is a matter of communicating that agencies have the customer’s best interest at heart.
	· We provide employees with information and training, so they are familiar with the range of products and services we offer.  We see each customer contact as an opportunity to educate.
· We ensure legislative and organizational guidelines are applied and adhered to when handling sensitive information.

· A customer feedback form is available in every office, so customers can tell us how we are doing and what improvements we can make to our service.

· We take responsibility – if things go wrong, at the very least you are entitled to a good explanation and an apology.

· We keep the customer the focal point of all activity.  We consult customers regularly to understand their needs and to assess our services.  We report our findings and take action based upon them.


Assessment Items

· Competence – demonstrating knowledge and expertise
· Confidentiality – safeguarding sensitive information

· Consistency – handling customers’ concerns in an efficient, reliable, and fair manner

· Customer-Centric – placing a high value on customer service

5.  Inviting In
	Description
	Standards

	This dimension considers the availability of a service and the ease with which it can be obtained.  Convenience may include location, hours of operation, mode of access, and the ease of finding someone to answer a question.  This dimension also highlights the tangible aspects of our service – the appearance of physical facilities, equipment, personnel, and communications materials.
	· We maintain convenient hours of operation and location of service facilities.  Waiting time to receive service is not extensive, and key areas are staffed during lunches and breaks.

· We provide options for access to information and services by phone, fax, email, website and in-person.

· All telephone numbers give the option of accessing a live person at any time.  A “live” person is preferred to answer main lines directed at the general public.

· Employees update their voice mail, email, and electronic calendars to reflect availability.  They advise reception personnel when they will be out of the office.

· We strive to simplify all forms and correspondence, so that they are easy to use and understand.  We maintain our web site so it is easy to navigate, accurate, and up-to-date.


Assessment Items

· Accessibility – making it easy to access information

· Convenience – providing convenient business hours

· Attractive – providing visually appealing facilities

· Appearance – ensuring employees have a neat, professional appearance

· Materials – producing clear and visually appealing brochures, pamphlets, etc.

Survey Design Checklist
The information provided below is a primer on survey techniques.  This brief overview addresses some of the most pressing issues in survey research design as they relate to gauging customer service performance.  State agencies vary greatly in size, scope, and statistical expertise.  Accordingly, this piece may serve as a useful resource for some agencies, while being too simplistic for other agencies.

In general surveys are used to find out about a large group of people [population] by selecting a portion of the group [sample] and using the sample to characterize the population.  A minimum level of statistical “science” must be applied to the design, collection, and analysis of the results to know if the sample validly represents the population of interest.  Survey results that are not based on proper sampling, data collection processes, and analytical interpretations are almost certain to be invalid and may potentially produce misleading results.

1. Early Design Stage

A. Determine what information is needed.
B. Identify which staff will work on the survey, and their responsibilities.

C. Determine a schedule for completing all major steps of the survey process.

D. Determine a budget for the survey [staff time, supplies, printing costs, postage].

E. Determine logistics of conducting the survey [e.g. How to contact customers, how to create and print a paper version of the cover letter and survey form, steps for mailing the cover letter/survey form or for email notification of customers, steps for doing a phone survey and/or phone follow-up].

F. Decide how the survey results will be reported and used.

2. Draw the Sample

A. Clearly define the population of customers including the unit of analysis [e.g. people, businesses, etc.].

B. Determine the need for sampling and the appropriate sample design [e.g. entire population, random sample, convenience sample, etc.].

C. Determine the number of customers needed for a statistically valid sample that will represent the target audience on the topic[s] surveyed.

D. Draw a statistically valid sample of customers to survey.

3. Design Survey Form, Instructions, and Questions
A. Explain how to complete the survey, how much time it will take to complete the survey, and when and how to return the survey if responding by mail.

B. Design a survey form that includes the required customer service questions and any optional questions from the list that are relevant for your agency.

C. Develop additional questions that relate to the overall objective of evaluating customer service or other key program goals.

D. Hold focus groups, interviews, and/or pre-tests with customers if needed, to help refine wording of non-required questions and/or define possible responses to questions.

E. Follow standard principles for wording and structuring questions [e.g. limit each question to one idea or concept, be precise and succinct, use conventional language, use complete sentences, do not ask leading questions, allow for all possible answers, avoid ambiguity].

F. Questions requesting demographic or other precise information should be included toward the end of the survey to allow time to build rapport with the respondent.  Furthermore, respondents should be asked to identify a particular age or income range they fall within as opposed to a specific number.
G. Choose the appropriate question format [e.g. Intensity Scale, Ranking, Yes/No, Open-ended] for the type of information desired.

4. Design and Create Cover Letter
A. Explain why the survey is being done, why the survey is important to the customer being surveyed, and how the customer was chosen to participate.

B. Describe how the survey results will be used, and about confidentiality of responses if appropriate.

C. Provide a contact name and phone number for the customer to call with questions.

5. Pilot Testing [optional, but strongly encouraged]

A. Have small groups of customers from the target audience take the survey [at the very least have several staff members take the survey to complete steps “b” and “d” below.

B. Ask the test group to provide feedback about the clarity of the cover letter, instructions, survey questions, and layout of the survey.

C. Determine if initial response rate assumptions were valid.

D. Make changes based on feedback, and re-test if necessary.

6. Collection and Data Entry
A. Notify customers by telephone, mail, or email of the survey [provide a link to the web page for any web-based surveys].

B. If you are sending surveys by mail you need to provide a paper copy of the survey form. A postage-paid return envelop will yield a higher return rate.  Word template may be needed for merging customer information [e.g. name, address] into the cover letter for the survey.

C. For sample surveys, conduct follow-up mailings and/or phone calls to obtain the number of surveys needed for representative sample, and to help control for response bias.

D. Enter responses into a survey database or spreadsheet.  Online responses using web-based survey applications may automatically store this information.

E. Data editing/clean-up:  review responses received to look for problems – make sure the data makes sense.  Look for errors in the entry of responses from paper forms.  Correct errors, or delete an entire set of responses if completely unusable.

7. Analysis and Reporting

A. Tabulate responses to survey questions.  Compare results of customer subgroups, where appropriate.

B. Create reports showing survey results; include details about the population, sampling frame, sampling procedure, and completion rate.

C. Review reports internally for sensitive information and possible implications.
D. Distribute results to interested parties.  Publish survey results on the web, if appropriate.

8. Available Resources

A. The American Statistical Association published an excellent brochure series titled “What is a survey”.  It is available at: http://www.amstat.org/sections/srms/whatsurvey.html.

B. Survey Monkey [http://www.surveymonkey.com/]
is one of several tools that are garnering attention as organizations are conducting more surveys on the internet.

Sample Correspondence

Disclaimer:  The following pages provide examples using the Department of Resource and Economic Development [DRED].  The examples were not developed by DRED.  They were developed by the workforce development committee.  [Salant and Dillman -1994- note that survey sponsors can significantly boost response rates if their correspondence includes a Pre-Notice Letter and they follow-up with non-respondents]
Pre Notice Letter
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	Department of Resources and Economic Development
Division of Parks and Recreation

000 Pembroke Rd
Concord, NH 03301

[put website address here]


Type Date Here

John Q. Public
000 High St.
Concord, NH 03301

Dear Mr. Public,

A few days from now you will receive a request to fill out a brief questionnaire for an important customer service initiative being implemented at the Department of Resources and Economic Development [DRED].  It concerns the experience of individuals who interact with our state parks, and what their customer service expectations are regarding these service interactions.

I am writing in advance because we have found many people like to know ahead of time that they will be contacted.  The study is part of a wider effort initiated by Commissioner [insert name] to enhance the customer service provided by DRED.  Our Department is committed to providing excellent customer service, and we continually strive to exceed our customers’ expectations.
Thank you for your time and consideration.  It’s only with the generous help of people like you that we can better serve the citizens of New Hampshire.
Sincerely,

Peter Panny, Administrator

Business Administration Division

Sample Cover Letter
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	Department of Resources and Economic Development

Division of Parks and Recreation

000 Pembroke Rd.

Concord, NH 03301

[put website address here]


November 1, 2009

John Q. Public

000 High St.

Concord, NH 03301

Dear Mr. Public:

The Division of Parks and Recreation, Department of Resources and Economic Development is conducting a survey of people who visited one or more of our state parks between January 1, 2009 and October 31, 2009.  Our agency wants to know how well you were treated while visiting our park[s].  We also want to find out if there are additional services we should consider providing at our state parks.

You were selected to receive this survey because our records show you visited our camp site at Bear Brook State Park and Cannon Mt. within the last 10 months.  The survey will only take 15-20 minutes to complete.  You may take the survey through the Internet at www.nh.gov.dred.survey.html or you may complete the attached copy and return it in the postage-paid envelope provided.

Your responses will be kept strictly confidential.  The results will be reported only in summary form and not as individual responses

Please complete the survey by November 21, 2009.  If you have any questions, please contact Inothe Answer, [603] 271-0000 or by e-mail, Inothe.Answer.@dred.nh.gov. 

Thank you for your valuable time in completing this survey.  Your input is important to us.

Sincerely,

Peter Panny
Business Administrator

DRED

Follow Up Postcard
Address Side
	Department of Resource & Economic Development
Division of Business Administration

000 Pembroke Rd.

Concord, NH 03301

                                                       John Q. Public

                                                            000 High St.

                                                            Concord, NH 03301




Post Card

Information Side

	Department of Resource & Economic Development

Division of Business Administration

000 Pembroke Rd.

Concord, NH 03301

Reminder Notice

You were recently mailed a survey designed to assess the quality of customer service provided by our state park personnel.

To date, we haven’t received your completed survey.  If you have not completed the survey, please complete and return it as quickly as possible.  If you have questions, or need another survey, please call our Division of Business Administration at [603] 271-0000.

We appreciate your participation in this important survey.  It will provide our department with information to improve the quality of services offered at our state parks.
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Place state, departmental or divisional logo here.
	Thank you for completing this survey.  The Department of Resources and Economic Development, Division of Parks and Recreation manages a variety of state parks for citizens of New Hampshire and other states.  The quality of our customer service is important to us.  Your answers will help us to enhance the information and services we provide.




1. Thinking about state parks as a whole, would you say customer service is getting better, about the same, or getting worse than previous years?
□ getting better

□ About the same

□ Getting Worse

2. To what extent do you agree or disagree with the following statements about our service?

	
	Strongly Disagree
	Disagree
	Agree 
	Strongly Agree

	a. Park personnel provide services in a timely manner.
	1
	2
	3
	4

	b. Parks personnel provide services correctly the first time.
	1
	2
	3
	4

	c. Employees of the state parks demonstrate a willingness to help customers.
	1
	2
	3
	4

	d. Park personnel communicate clearly with you.
	1
	2
	3
	4

	e. Employees of the park demonstrate knowledge and expertise.
	1
	2
	3
	4

	f. Parks and Recreation make information easily available.
	1
	2
	3
	4

	g. I am satisfied with the range of services provided by Parks and Recreation.
	1
	2
	3
	4


What is the main reason for selecting the answer you gave to question 2-g about the range of our services?
________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________________

Additional Service Interaction Questions
[Statement Format]

To what extent do you agree or disagree with the following statements about our service?  Note: Do not include category title or keyword such as timeliness, accuracy, records, etc. [located in the first column] on the actual survey.
Serving Well Questions
	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Timeliness
	[Insert agency name] provides services in a timely manner.
	1
	2
	3
	4

	Accuracy
	[Insert agency name] provides services correctly the first time.
	1
	2
	3
	4

	Records
	[Insert agency name] maintains error-free records.
	1
	2
	3
	4

	Flexible
	Employees of [insert agency name] are flexible in helping find a solution.
	1
	2
	3
	4

	Expectations
	The service you receive from [insert agency name] meets your expectations.
	1
	2
	3
	4


Conveying Courtesy & Respect

	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Helpfulness
	Employees of [insert agency name] demonstrate a willingness to help customers.
	1
	2
	3
	4

	Courtesy
	Employees of [insert agency name] are courteous and professional.
	1
	2
	3
	4

	Individualized
	Employees of [insert agency name] give customers individual attention.
	1
	2
	3
	4

	Informed
	Employees of [insert agency name] keep customers informed throughout the service interaction.
	1
	2
	3
	4

	Communication
	[Insert agency name] communicates clearly with you.
	1
	2
	3
	4


Earning Trust
	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Expertise
	Employees of [insert agency name] demonstrate knowledge and expertise
	1
	2
	3
	4

	Confidentiality
	[Insert agency name] safeguards sensitive [not to be mentioned or divulged] information.
	1
	2
	3
	4

	Consistency
	[Insert agency name] handles customers’ issues in a consistent manner.
	1
	2
	3
	4

	Customer Centric
	[Insert agency name} places a high value on customer service.
	1
	2
	3
	4


Inviting In
	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Available Info
	[Insert agency name] makes information easily available.
	1
	2
	3
	4

	Convenience 
	{insert agency name] has convenient business hours.
	1
	2
	3
	4

	Attractive
	The facilities at [insert agency name] are visually appealing.
	1
	2
	3
	4

	Appearance
	The employees at [insert agency name] have a neat, professional appearance.
	1
	2
	3
	4

	Materials
	The communication materials produced by [insert agency name] are clear and visually appealing.
	1
	2
	3
	4


Sample Customer Satisfaction Survey
Assessing Service Interactions

[Question Format]

Please answer the following questions regarding your rating of our service.

Serving Well

	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Timeliness
	How would you rate the timeliness of the services provided by [insert name of agency]?
	1
	2
	3
	4

	Accuracy
	How would you rate the ability of [insert agency name] to provide services correctly the first time?
	1
	2
	3
	4

	Records
	How would you rate [insert agency name] regarding maintaining error-free records?
	1
	2
	3
	4

	Flexible
	How would you rate the flexibility of [insert name of agency] employees in helping you find a solution?
	1
	2
	3
	4

	Expectations
	How would you rate the degree to which the service you received from [insert agency name] met your expectations?
	1
	2
	3
	4


Conveying Courtesy & Respect

	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Helpfulness
	How would you rate the helpfulness of [insert agency name] employees?
	1
	2
	3
	4

	Individualized
	How would you rate the degree to which [insert agency name] employees give customers individual attention?
	1
	2
	3
	4

	Courtesy
	How would you rate the courtesy of [insert agency name] employees?
	1
	2
	3
	4

	Informed
	How would you rate the degree to which [insert agency name] employees keep customers informed throughout the service interaction?
	1
	2
	3
	4

	Communication
	How would you rate the clarity of communication from [insert agency name]?
	1
	2
	3
	4


Earning Trust
	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Expertise
	How would you rate the knowledge and expertise of [insert agency names] employees?
	1
	2
	3
	4

	Confidentiality
	How would you rate degree to which [insert agency name] safeguards sensitive [not to be mentioned or divulged] information?
	1
	2
	3
	4

	Consistency
	How would you rate the consistency with which [insert agency name] handles customers’ issues?
	1
	2
	3
	4

	Customer-Centric
	How would you rate the value that [insert agency name] places on customer service?
	1
	2
	3
	4

	Accessibility
	How would you rate the accessibility of our facility?
	1
	2
	3
	4


Earning Trust
	
	Question
	Strongly Disagree
	Disagree
	Agree
	Strongly Agree

	Available Info
	How would you rate the availability of information at [insert agency name?
	1
	2
	3
	4

	Convenience
	How would you rate the convenience of the business hours at [insert agency name]?
	1
	2
	3
	4

	Facility Aesthetics 
	How would you rate the visual appeal & cleanliness of the facilities at [insert agency name]?
	1
	2
	3
	4

	Appearance
	How would you rate the professional appearance of the employees at [insert agency name]?
	1
	2
	3
	4

	Materials
	How would you rate the communication materials at [insert agency name]?
	1
	2
	3
	4


Note:  Do not include category title or keyword [located in the first column] on the actual survey.
Sample On-Line Customer Complaint Form

New Jersey Department of Human Services
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other divisions/offices


Bottom of Form

Pursuant to the Open Public Records Act (OPRA), email content is a matter of public record. Email should not be utilized for sending confidential information. Contact information is made available to other state agencies upon request. ( * Required Fields )

Top of Form
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 Your Comments:
[image: image33.wmf]


 

 

 If you are anticipating a response to this e-mail, Please tell us how to contact you. 
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*
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New Jersey
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Zip Code: 
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Sample:
FACE TO FACE COMPLAINT INTAKE FORM FOR DAY CARE PROGRAMS

COMPLAINT
Date: 


Time: 


AM 
PM
RECEIVED: 

TAKEN BY:

PERSON 

Name: Phone #:
MAKING 

Address:
THE


Relationship to Reported Party:
COMPLAINT
Type of Facility: FDC GDC DCC Illegal

WHO


Provider:

COMPLAINT
Facility:
AGAINST

Address:

Phone #

PS#

PV#

WHO:


Who was involved in the incident?
WHAT:

Other details relevant to incident.

WHEN:

Date and Time of when incident took place.

WHERE:

Place incident happened.

WHY:


What caused the incident.

HOW:
How did it occur?

ACTION

TAKEN:
[image: image53.emf]Department of Consumer 
and Employment Protection 
Government of Western Australia 
HAVE WE GIVEN YOU GOOD SERVICE? 
CUSTOMER SERVICE COMPLAINTS AND FEEDBACK FORM 
	To help us improve the quality of our services or to let us know what we are doing well, please complete this form and post it to: 


	Department of Consumer and Employment Protection 

Project and Policy Officer, Office of the Director General 

Locked Bag 14 

Cloisters Square WA 6850 


	OR hand it to our counter staff at one of DOCEP’s office locations: 


	Consumer Protection 
Ground Floor, 219 St Georges Terrace, Perth 

Unit 3/4, 321 Selby Street, Osborne Park 

Energy Safety 
20 Southport Street, West Leederville 

Labour Relations 
2 Havelock Street, West Perth 

WorkSafe 
5th Floor, 1260 Hay Street, West Perth 
	Regional Offices: 
Unit 2, 129 Aberdeen Street, Albany 

8th Floor, 61 Victoria Street, Bunbury 

Shop 3, Post Office Plaza, 50 -52 Durlacher St, Geraldton 

Unit 2, 8 Chapman Road, Geraldton 

377 Hannan Street, Kalgoorlie 

Unit 9, Karratha Village Shopping Centre, Karratha 


Please tick whichever applies: 
Complaint 



 Compliment 



Suggestion 


Customer Details:

Name:








File Reference:

Address:








Phone No.










Fax No.










Email:

Details of issue [please attach copies of relevant documents]:

Name of Area/Staff member responsible [if known]:

If you are making a COMPLAINT:

Date of Occurrence:

Have you previously contacted us about this issue?   No/Yes [please provide details]

What outcome are you seeking?

Signature:




Date:
Sample Customer Complaint

Internal Administrative Review Form

Department: 

Division:
Management Review Team: ________________________________  Date:   _______

________________________________________________________________________

Internal Action:  ________________________________________________________________________________________________________________________________________________________________________________________________________________________

Taken by:  ___________________________________________  Date:  ____________

Complainant:  ____________________________  Phone:  ______________________

Address:  _______________________________________________________________

E-mail:  ________________________________________________________________

With which bureau/service area did the customer interact?

□ Bureau title


□  Bureau title
□ Bureau title


□  Bureau title
□ Other

Describe the complaint:

□  Staff not courteous

□  Conflicting registration information on-line

□  Facility cleanliness

□  Facility structure in disrepair

□  Other:  ______________________________________________________

Details about the complaint:
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Sample Customer Service Standards 
A number of public agencies here and abroad have moved the concept of high quality customer service to the forefront by establishing and holding employees accountable to published customer service standards.  The following pages provide some excellent examples of specific, measurable standards, many of which could be adopted by agencies in New Hampshire State Government striving to enhance customer satisfaction.

City of Rockville, Maryland

Telephone/Voicemail
“Customers have a right to expect that...”
· Telephones will be answered promptly (within three rings) whenever possible.  

· Calls will be answered in a courteous manner (with a smile).  

· A person, not voicemail, will answer the main number at each answering station during business hours.  

· Staff will: listen and understand the nature of requests before transferring a call; inform callers to whom they are being transferred; and provide callers with the telephone number and division of the person to whom they are being transferred. (Each department is responsible for making arrangements to ensure the telephone is answered during business hours.)  If a call comes during interdepartmental coverage, staff will explain that they are covering for a different division and offer to take a message or transfer the call to voicemail.   

· Staff will, before transferring a call, provide the caller with the option to go to voicemail or leave a message.  

· Callers will receive acknowledgements of their voicemail messages within 24 hours on regular business days. 

· Outgoing voicemail messages will be kept current and voicemail messages at answering stations will be changed on days that the City is closed.  

· Voicemail messages give at least one optional telephone number to call.  

· Calls will be answered and returned in the order received.  Callers may be given the option to be put on hold or called back.  

· If a caller is on hold for an extended period of time, periodic updates will be provided. 

· All incoming telephone calls from external sources will be answered with a consistent greeting such as “City of Rockville, [division], may I help you?”  

· Staff will leave their full name, department, telephone number, and time available when leaving a message. 
Meetings and Open Houses 
 “Customers have a right to expect that...” 
· They will be given reasonable advance notice of meetings.  

· Meeting notifications contain accurate information (date, time, place, point of contact, telephone number, and directions).  

· They will be informed of schedule changes or cancellations prior to the meeting.  

· Agendas will be available and distributed in advance of meetings.  

· Meetings will start on time and end on time.  

· Meetings will be organized, run efficiently (proper equipment and handouts), and conducted in a professional manner.  

· Security will be provided at meetings involving sensitive issues as determined by the department head and/or facilitator.  

· Meeting notices will be removed after a meeting has completed. 
Public Amenities 
 “Customers have a right to expect...” 
· Properly maintained facilities, which are sanitary, completely operational, fully stocked and supplied, accessible, adequate to need, and compliant with ADA (Americans with Disabilities Act) standards. 

· Appropriate and timely responses to identified problems at a facility.  

· Hours of regular operation to be posted and observed. 
Money/Currency Exchange 
 “Customers have a right to expect...” 
· User-friendly bills/statements.  

· That bills and permits may be paid via cash, check or credit card. 

· That the City is prepared to handle the daily monetary exchanges.  

· Accurate financial transactions.  

· A receipt or verification of transaction, if requested. 
Written Correspondence 
(Includes Letters, Memoranda, E-mails & Faxes) 
“Customers have a right to expect...” 
· Written correspondence formatted to City standards. 

· Information regarding their inquiries is complete, accurate and precise.  

· A timely response to their request or an interim communication explaining the delay. A timely response for e-mail is within 24 hours on a regular business day and for letters is within five business days. 

· All e-mails to contain a signature block including: the staff person’s name, title, department, City of Rockville, address, telephone number, fax number and e-mail address. 

· E-mails sent to a large group of people will be blind carbon copied to citizens. 

· Fax cover sheets are legible, includes name, telephone number and department of the sender and the name and fax number of the receiver. 

In Person 
“Customers have a right to expect...” 
· A timely, courteous acknowledgement, such as eye contact or a positive indication that the staff person knows they are there, especially if the staff person is on the telephone or with another customer.  

· If there is a person at a counter and the phone rings, the staff person will excuse themself, answer the telephone, ask the caller if they prefer to be put on hold or have their call returned, and continue to help the customer.  

· That each main informational counter will be staffed during business hours or, if staff is unavailable, will have signage referring them to the appropriate department. 

· To be informed via parking lot signs, sign-in logs on each floor and at front counters of the need to sign-in their car to avoid a ticket when visiting City Hall.
Wisconsin Energy Conservation Corporation

When you phone us:
· We will provide you with prompt, courteous and professional service.

· When you leave a message, we will respond within 2 business days.  If we are unable to respond fully within 2 business days, we will provide an estimate of time based on the complexity of the inquiry.

When you write:

· We will respond to your correspondence within 10 business days.  If we are unable to fully respond within 10 business days, we will provide an estimate of time based on the complexity of the inquiry.

When you e-mail us:

· We will acknowledge your e-mail within 2 business days.  If we are unable to fully respond within 2 business days, we will provide an estimate of time based on the complexity of the inquiry.

When we work with you:

· We will be prompt, courteous and professional.

· Our emphasis will be on doing the job in a way that exceeds your expectations.

· We will keep our commitments

· We will be clear about any potential conflicts of interest

· We will aim for win-win situations.

Monitoring our standards:

· We occasionally solicit your feedback through surveys to improve our service.

· A customer service team will oversee all customer service standards.

· If we do not meet our standards, we will implement an action plan to improve our service.

If you are not satisfied:

· We will listen and do all we can to resolve your issue.

· You may request that someone else handle your issue.

Feedback

We welcome your comments on the quality of the service we provide, and on our performance as compared to these customer service standards.  Send your comments to quality@weccusa.org.

Health Care Financing Administration customer service expectations for Medicare and Medicaid beneficiaries

· 95% of responses to written inquiries are accurate and issued within 30 days

· Telephone inquiries are accurately and timely answered.

· 97.5% or more telephone calls are answered within 120 seconds.

· All Trunks Busy [ATB] level is 20% or less.

· 98% of all claims are processed within 60 days.

City of Lebanon Oregon – Community Development Department
The Community Development Department is constantly seeking to improve the way we work and the quality of service we offer.  This is one of our Departmental values and we take it very seriously.  You will always be treated with courtesy and can expect the following standards of customer service when interacting with us:

· Accessibility – The Community Development Department is located at 853 Main Street, Lebanon, Oregon, and is open and available to serve customers in-person, by telephone or email.  Our business hours are from 8a.m. to 5 p.m. [including the lunch hour], Monday through Friday *.  Contact numbers are:

a. Building and Permits 541-258-0001

b. Building Inspection 541-258-0002

c. Planning 541-278-0003

d. Facsimile 541-278-0004

e. *Staff will make special arrangements for customers not able to meet during regular business hours.

· Walk-in Customers – All visitors to the Community Development Center [CDC] will be greeted by a courteous, friendly and knowledgeable staff member.  The reception area is ADA accessible and is serviced by a large counter and comfortable chairs.  Staff will take all reasonable steps to make sure services are accessible to everyone, including people with special needs.

· Telephone Customers – All direct callers to the Community Development Department staff lines can expect to have their call answered promptly.  If a staff member is unavailable and a voice message is left, customers can expect to receive a returned call by the end of the next business day.

· Information Requests – Customers to the Community Development Department can expect to receive accurate, clear, and consistent information provided by knowledgeable and trained staff.  CDC staff has prepared a myriad of user-friendly handouts and brochures that address routinely asked questions and requests for information.  As an additional convenience to customers, the Department has recently installed a new computer terminal and monitor at the front counter as a visual aid to customers and to help expedite requests for information.  Staff relies on sound policies and procedures to provide you with consistently high quality service at all times.  Customers requesting public information can expect the following:

a. Printed or written materials:  Requests for printed or written material will be assessed a fee, according to the City Council approved fee schedule, based upon staff time and cost of materials.  Information that is readily available will be provided within 30 minutes.  If information is not readily available, the customer will be asked to fill out a Public Information Request form.  Processing time for most information requests will require a minimum of three [3] business days.  If longer than three days is needed the customer will be apprised of the status of their request and when to expect the information

b. Verbal information:  Information that is readily available will be provided at the counter by the staff member who possesses that specific knowledge and expertise.  If a qualified staff member is not available, the customer will be apprised of the status of their request, the name of the staff member who will be providing the information, and when to expect the information.

· Web Site Information – The Community Development Department’s web site at www.ci.lebanon.or.us contains information on the City’s Comprehensive Plan, Land Development Code, Subdivision Ordinance, Planning Commission hearings, CDD projects, and building and permit requirements.  Land Use Application forms can be downloaded from the web site for administrative reviews, annexations, conditional uses, land partitions, lot line adjustments, planned developments, subdivisions, and variances.  Also found on the website is the City’s Development Review Guide that is a user-friendly, step-by-step guide to all aspects of site development – from inception to approvals to final occupancy.  Development and building activity reports are posted monthly that provide real time information for developers and other interested parties.
· Accountability – The Community Development staff is committed to providing top quality customer service.  In the event that information was misunderstood or was in err, staff is committed to availing the correct information in a timely and effective fashion.  If you are not satisfied with our services, you may contact the Community Development Manager or City Administrator.  We welcome your comments on the quality of the service we provide.  Please ask and CDD staff member to provide you with a Customer Service Questionnaire.

British Identity and Passport Services
Identity and Passport Service services and standards

The Identity and Passport Service (IPS) is an Executive Agency of the Home Office. We issue more than six million British passports a year in the United Kingdom and we aim to provide a high level of service for all our customers. Our mission is to safeguard your identity.
In all of your dealings with us, you can expect:

· our staff to be polite, helpful and professional; 

· passports to be issued in line with our published standards; 

· the details on your passport to be correct and your supporting documents to be returned promptly; 

· special provisions and services for people with disabilities; and 

· clear and helpful explanations from our staff if you are denied a British passport because of citizenship or other grounds. 

When you have an appointment at a passport office, you can expect our staff to:

· provide a friendly, helpful service; 

· see you within 20 minutes of your appointment time; 

· clearly explain and confirm the action we will take on your behalf; and 

· where possible, sort out any complaints immediately or pass them on to a customer service manager. 

If you call our Passport Adviceline, you can expect our staff to:

· answer your call within 20 seconds - some information will be in a recorded message, but an operator will always be available; 

· deal with your enquiry politely and promptly; 

· confirm that we have understood your enquiry and explain how we will deal with it; 

· tell you if we need to put you on hold or transfer your call; 

· if necessary, arrange an appointment for you at your local passport office; and 

· take note of your comments about our services. 

When you visit www.ips.gov.uk, you will find:

· an online application form; 

· the address of the nearest Post Office® that offers the Check & Send service, or your nearest passport office; 

· an email enquiry form; 

· information available in Welsh; and 

· information about applying for a passport. 

When you contact us by letter or email, you can expect:

· a reply to emails within two working days; 

· a reply to letters within 10 working days;* or 

· an acknowledgement within five working days if your enquiry is complicated and will take more than 10 days to deal with. 

* This does not apply to Freedom of Information Act or Data Protection Act disclosures.

Our customer service standards

We aim to provide services that meet customers' needs, following the principles of the Service First initiative. Our services include:
· the 24-hour Passport Adviceline; 

· full information and an online application form at www.ips.gov.uk; 

· passport application packs available at participating Post Office® branches that offer the Check & Send service; 

· the Fast Track one-week service and the Premium one-day service for urgent travel needs,* available by appointment at any passport office; 

· extended opening times at passport offices; 

· customer-friendly application forms; and 

· a credit card payment option. 

*If you are aged 16 or over and are applying for your first passport, you may need to have an identity interview and may not receive a passport until six weeks after sending in your application.

We aim to provide a quality service to Charter Mark standards, the UK Government's standard for excellence in customer service. Our agreed targets are:
· to deal with 99.5% of straightforward applications posted directly to IPS within three weeks. However, customers should allow an extra week for postage; 

· to deal with 99.5% of straightforward applications from the Check & Send service within two weeks - allow extra time during peak periods; 

· to deal with 99.5% of straightforward Fast Track applications within one week and Premium applications within one day; 

· to reply to 90% of phone enquiries within 20 seconds; 

· to see 95% of callers within 20 minutes of their appointment time; 

· to achieve an accuracy rate of 99.75% or more on passports we issue; and 

· to achieve at least a 95% customer satisfaction rating. 

The British passport is a valuable and important document of nationality and identity. While it is used mainly for travel purposes, it can also be used to help prove your identity. For this reason, please allow us sufficient time to carry out our standard identity and eligibility checks.

It is your responsibility to provide a properly filled-in application form and the necessary supporting documents to confirm your identity or eligibility. If the information you provide is not sufficient for us to confirm your eligibility, we may not be able to issue you with a passport.

The IPS vision is:

to focus on stronger identity authentication for the purposes of issuing passports and identity services.
Our main objectives are to:
· deal promptly, courteously and efficiently with all enquiries; 

· provide services that support diversity of customer choice; 

· maintain the integrity and accuracy of our documentation; 

· monitor the incidence of fraud and work to prevent it; 

· improve efficiency and deliver value for money; 

· ensure equality of opportunity for our staff; and 

· develop the skills, professionalism and job satisfaction of our staff. 

At IPS we work closely with a number of different partners to give the best possible service to our customers. We continuously aim to improve our service and regularly carry out customer satisfaction surveys.

We also welcome your comments and suggestions by post, email or phone Contact Us.

You can also:

· ask for large-print, Braille or audio versions of the application pack - please note that you will still have to fill in the standard-print version of the application form; 

· use our textphone service on 0300 222 0222; or 

· use Typetalk by dialing 18001 0300 222 0000 from a textphone. 

Click here to download IPS Services and Standards as a PDF


	
	North Dakota Department of Public Instruction 
Departmental Customer Service Standards
What DPI will do for you when you contact the Department:

· When calling, your call will be cordially answered within three rings. You will have the choice of leaving a voice mail or written message. Your call will be returned within two working days upon the employee's return and time of receiving the message; 

· Your telephone questions will be answered accordingly; you will be referred no more than two times; 

· If you have a personal appointment with a Department employee, you will be greeted cordially and not kept waiting; 

· If you "drop in" for an appointment or assistance, each DPI employee will make every attempt to accommodate your request and immediately explain any scheduling conflict, meetings, etc. that may prevent the meeting from occurring at that time. If necessary, we will seek assistance from other staff if the issue or question can be resolved without a need to return another time. 

If you request Department publications or documents:
· Requests by telephone or mail for single copy publications will be sent within three working days if material is available at no cost to you. If materials require payment, the publications will be sent within three to five working days; 

· Every attempt will be made to accommodate requests made in person (drop in) for single copy or bulk orders, or you will be informed of approximate delivery/pick-up date. 

Internal DPI employee standards for effective and efficient customer service -
· All DPI employees will keep their internal and external voice mail messages current; 

· All DPI employees will respond to written, e-mail, telephone or fax messages within two working days upon receipt. If the request requires more than two days to respond, correspondence (via t/p, e-mail, fax, and letter) will be sent to sender with a statement of receipt and estimated time of completion; 

· If a customer is on the wrong floor, you will either escort them to the proper Unit, or call that Unit to have them escorted or met at a designated place; 

· The DPI web page will be updated for staff, telephone numbers, and general program information. 
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