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Abstract

This master thesis deals with common methodologaiblems regarding customer
satisfaction surveys. The use of such surveysdglhyispread in society and a large amount of
different approaches are implemented. Most compamiied organizations choose high
customer satisfaction as a major goal in theiress plans and strategies. In order to make
sound decisions and develop strategies, whichyrealprove customer satisfaction solid
customer satisfaction data is necessary to obtdien how do the organizations obtain such
data, and how should they do it? In this thesis teyeto highlight common problems
associated with the customer satisfaction dat&ctdin and present some suggested methods
to deal with them. To show examples of how the st satisfaction data is obtained in
society, we have conducted a number of case stadiesig some well-known organizations
in Sweden. Our findings show that our case studipéement very different methods and that
most of them struggle with some common problemse @istinct focus in this thesis is the
problem of how the customer satisfaction is conea&ted in the surveys. Our case studies
show that not much effort is put on formulating wvey concepts. Little effort is also put
on formulating the questions and to make sure tioegr the customer satisfaction concept.

In the case studies we have encountered too lothgletailed questionnaires with overlapping
and poorly defined questions which might inducehhignresponse. High nonresponse is a
common problem in customer satisfaction data, bamyrorganizations put little effort into
trying to improve the response rate. In some ctmegonresponse is ignored, which makes it
very problematic to do statistical inference. Otpenblems that make statistical inference
improper are the use of non-random sampling methadspoorly constructed frames. In our
case studies we have also seen that the surveysraselnot used to the extent possible. The
customer satisfaction surveys do not seem to biegbax bigger picture; the results are not
used to make real changes in the organization. mleless, the surveys are done quite
frequently and the response burden is in some d¢agkslit seems that the measuring mostly
is done routinely and not as a step to improve ¢bstomer satisfaction rate. If no
improvements are made between the surveys, rebaliges only reflect the sampling
variance. This generates unnecessary responsenbarde might increase the nonresponse
even more in the future. In order to use the custogatisfaction survey results in an ongoing
improvement process it is, however, important tihat results are produced regularly in a
systematic way. Our case studies show that dumognt years many of our cases have
changed their methods and not necessarily int@beties. This makes it really difficult for
the organizations to produce results that can leal dsr comparisons over time and to
establish continuing improvement processes in ttgarozations based on the customer
satisfaction data.
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1. Introduction

1.1 Purpose

The main purpose of this master thesis is to stsdye specific issues of customer
satisfaction surveys. The thesis is dealing witle tmethods widely used today, by
corporations, statistical agencies and survey ozgdons. Many approaches to measuring
and monitoring the satisfaction of the costumerd asers of a company or organization are
used around the world. Some approaches are madetisah others. In this thesis we discuss
well-known methods that hopefully measure custosagisfaction in a reliable way. Our case
studies show how the measurements of customerfagdit;n are done in some Swedish
companies and organizations today. Our purpose isompare these case studies with
existing theoretical methods and to highlight commitaws and problems. To further
highlight different types of customer satisfact&tndies, we will present two benchmarking
indexes, the American Customer Satisfaction Inded &venskt Kvalitetsindex, that do
customer satisfaction surveys for all sectors icietg. The main focus of our methodology
study is on the data collection stages of the cestber than on the analysis part. The reason
for this focus is that the accuracy of the data isornerstone of the overall quality of the
results.

Another purpose of this thesis is to look at somality models and determine in what way
they highlight customer satisfaction measuremevigsly companies today try to improve the
quality of their products and services and useethfiit systematic quality management models
to achieve that. Customer focus is supposed tolaega part of these models and to be able
to use customer satisfaction measurement in atgualinagement process the data must be
reliable. In this thesis we will investigate to wiextent the quality models provide advice on
how to implement the customer satisfaction measenesn

1.2 Methodology

The literature studies in this thesis consist ofhbcommercial “how-to-do books” about
customer satisfaction with tangible tips and pieoésadvice as well as more theoretical
articles regarding specific topics in survey mettlody. The literature consists of old well-
known publications as well as the newest literatomethe subject. We have exemplified
suggestions and pitfalls in the theoretical backgcowith real survey questions. Some of
them were originally in Swedish and we have traedgldhem into English with the intention
to keep the language as close as possible to it wording. Our main method regarding
the case studies is in-depth interviewing with\a t®rporations, statistical organizations and
government agencies. The interviews concern thesthads of performing customer
satisfaction surveys, the use of the results, avd they view the value of the surveys. The
choice of organizations is partly based on theutation of prioritizing customer satisfaction
issues. The cases reflect different levels of adednmethods to measure customer
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satisfaction. We provide examples of the surveystioes used by our cases and these
guestions have also been translated to English.

We have chosen the most famous business excelieodels; The European Foundation for
Quality Management model, the Malcolm Baldrige €@ for Performance Excellence
Framework and the International Organization foanSardization when we have studied
guality management systems.

1.3 Limitations

We have limited this thesis to the data collecfioocess of the customer satisfaction surveys
and to how the results are presented and usedafdigsis methods are overviewed briefly.

The case studies are limited to Swedish organizstisith headquarters in the Stockholm

area. The measurements of customer satisfactioa mmanly concerned service satisfaction

rather than the satisfaction of a product or gdd@. have mainly concentrated on surveys
regarding private customers and not on busineggioiess surveys.

1.4 Outline

The thesis begins with a broad theoretical backgioun the first stage we explain the
meaning of customer satisfaction, the purpose ofgloustomer satisfaction surveys and the
use of the results. In the beginning of chaptereiigcuss the terms satisfaction and customer
satisfaction. What do they really mean? We alsousis the purpose of monitoring customer
satisfaction and how it might be measured. In #®sd chapter we also review common
business excellence models and their point of vasyarding customer focus.

The third chapter starts with a short overview dtimodological problems associated with
customer satisfaction surveys. A thorough reviewlethiled issues of surveys in general and
customer satisfaction surveys in particular aresgméed in the following parts of chapter 3.
The issues concern conceptualization, frame prahlesampling, questionnaires, data
collection, data processing, analysis, presentatimes and quality evaluation and other
aspects of survey design. In chapter 4, two webivkm customer satisfaction benchmarking
indexes are presented.

The fifth chapter starts with a more detailed pnésgon of how we chose our interview cases
and how our case study was implemented. The seslithe interviews form a central part in
chapter 5 and the cases are dealt with one by one.

The thesis is wrapped up in chapter 6 with a sunroBboth the literature and our case study
results. In chapter 6 we also present some Iniemat Standards Organization (ISO)

guidelines regarding how to measure and monitotoousr satisfaction. The thesis and
chapter concludes with our discussion of the resamtd our opinions on theory and practice
when it comes to customer satisfaction surveys sothe modest suggestion.
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2. Customer Satisfaction

2.1 The Concepts

2.1.1 The Concept of Satisfaction

There are many different meanings of the word feati®n. The most famous English
dictionaries provide some fairly similar meanin@e is fulfilment of a need, a wish or a
demand. Another meaning is the good and pleaselihdethat a person gets when he or she
has gotten something or when something happenstlieaperson wanted to have or to
happen. Satisfaction can also be a feeling a pdrasrwhen a problem is solved in a way the
person considers acceptable. Common synonyms iasdéibn are; happiness, contentment,
gratification and glee. From this the conclusion b& drawn that satisfaction can be a very
pleasant feeling as well as just a feeling of sengqantentment.

Oliver (1997) has compiled a number of studies ndigg the emotions linked to the word
satisfaction and categorized them. The emotiokedirto dissatisfaction are also categorized.
Oliver states that the results for the word satisbfa are quite clear. Three meanings
emerged. The two most frequent are contentmentappihess and pleasure. One less
common meaning is delight or elation. The meanofgiissatisfaction are harder to pinpoint,
according to Oliver. The most common meaning inefudegative modes such as sadness,
depression and misery. Other meanings include armmmoyance and frustration. The
conclusion of this compilation is that satisfactias well as dissatisfaction means different
things in different contexts and populations. Aciiog to Oliver it is also important to
remember that different persons react to the saituation differently, depending on
temperament and other factors. Even the same peesoneact differently due to his or her
mood in the given moment. A person’s reaction tpraduct changes over time, when a
product is recently acquired the satisfaction oftsehigher because of a greater interest in the
product. The meaning of the product to a custonfer it also a part of the person’s
satisfaction.

2.1.2 The Concept of Customer Satisfaction

Customer satisfaction is a vague concept that tserplicitly measurable because of the
different meanings of satisfaction to different pleo The concept of customer satisfaction
can be defined in many ways. One widely acceptgdestion is by Oliver (1997):

“Satisfaction is the consumer’s fulfillment response. It is a judgment that a product or service
feature, or the product of service itself, provided (or is providing) a pleasurable level of
consumption-related fulfillment, including levels of under- or over-fulfillment”

Satisfaction with a product/service is a constrlett requires experience and use of the
product or service according to Nagel and Cilli€¥890). Oliver (1997) also states that a
number of product and service experiences sum ufhaosatisfaction of the customer.

Another definition, provided by Nagel and Cilligssthat customer satisfaction is an outcome
of purchase and use, in relation to the expectécbme by the buyer. The customer weights
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the reward against the costs and experiencesaditsf if the rewards fulfill the excepted
outcome for the given cost. This definition focusasthe customer. A simple conclusion of
customer satisfaction is that if the customer gdtat he or she expects for a given price he or
she should be satisfied. If the expectations afelfilled the customer will be dissatisfied.
The European Public Administration Network (EUPAMN)s developed a primer on Customer
Satisfaction Management in the public sector. EUP@RO08) agrees that the concept of
customer satisfaction is hard to define. The conisepot static, the levels of satisfaction and
the reasons for changes alter all the time. Preéexeand context have a high influence. The
level of satisfaction is complex and is a mixtuf@xperiences; prior, during and after the use
of the product or service. The reasons for satisfadevels can be hard to define and express
for the customers, in many cases abstract andgitti@nfactors have a large impact. It is
sometimes easier to express the reasons for dissdion than for satisfaction, according to
EUPAN.

The concept of satisfaction is as stated linkethéoconcept of dissatisfaction. Mittal, Ross
and Baldasare (1998) state that satisfaction ehace or good often is thought of as a linear
concept. If an attribute increases in a positivey Wee satisfaction of that attribute should
increase also. This is however not certain. Firstlthe satisfaction increases due to positive
changes the increase will be less prominent afterespoint. Continuous improvements may
not have the same impact on satisfaction afterilew®econdly, the dissatisfaction increases
more rapidly after a negative change or experi@umepared to the increase of satisfaction
for an equivalent positive change. To keep thearnet satisfaction rate up it can be better to
avoid mistakes than to make improvements, it alpetels on how satisfaction is
conceptualized by the organization, whether thd goto avoid dissatisfied customers or to
keep all customers extremely satisfied.

Nagel and Cilliers (1990) highlight that the defiom by Oliver on the previous page
distinguishes between consumer and customer. lergeterms the word customer indicates a
paying client. A consumer is a user, who uses tad@r service. Cassel (2006) states that
most companies only have paying customers butrmestases other users must also be taken
into consideration. The users of all free governt@leservices (paid by taxes) are one
example and users of free products/services (paiadibertisement) from certain companies
are another. One example is free newspapers, audiietro, that are distributed in many
countries. For some companies it is quite easyetplka register of paying customers. The
users are generally harder to list.

2.2 The Purpose of Customer Satisfaction Surveys

For a long time it has been recognized that theesscof a company is based on satisfied
customers. Nagel and Cilliers (1990) refer to ditlarby Levitt, in Harvard Business Review

1960, that expressed the importance for businespl@do understand that an industry is a
customer-satisfying process and not a goods prodymiocess. A business should begin with
the customers and their needs. Hill, Roche andnAlBH07) state that customer satisfaction
has been a key objective in business since thesl9B80recent years a large industry has
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developed for conducting and measuring customeisfaetion. Many definitions and
concepts have been developed to describe it anertménology is very diverse.

Fornell (1992) states that the business strategies company consist of offensive and
defensive strategies. The offensive strategiesised to get new customers and the defensive
strategies are used to keep the existing customikesdefensive strategies can be divided into
two categories, building barriers and increasingt@mer satisfaction. The barriers can, e.g.,
be bonus systems or transition costs, anything mhaktes it more inconvenient for the
customer to change service provider. According dméll, building barriers has two flaws.
The first is that it can create difficulties obtaigpn new customers. The second flaw is that
competing companies can give the customers betteefi's and then the company can lose
many customers at once. Fornell states that incigasistomer satisfaction is better than
building barriers since it makes the customers miogal. A company with satisfied
customers can handle new competitors better. Agugrtb Peterson and Wilson (1992)
customer satisfaction is a cornerstone in the legsiplans and strategies of a company and
many companies reflect the objective of high custorsatisfaction in their mission
statements. Peterson and Wilson also argue th&broes satisfaction can be the primary
obligation of a company and that all the effortsaincompany ultimately should lead to
satisfying the customers. Customer satisfactionsoregnents are one of the most powerful
ways to monitor and improve the satisfaction oftooers, according to Peterson and Wilson.
If a high satisfaction rate is one of the objediva an organization’s business strategy,
accurate data on the customer satisfaction is sapes

A reason for organizations to continually monitteit customer is that today’'s market
provides a range of products and services, acaprtiinthe CFI group (1996). Many
companies all over the world offer the same proglactd services. The customers are more
flexible than before and choose the company that pravide them with the product and
service of their choice for the moment. This letmbusinesses having to compete on other
things than just unique products. The goal witht@umer satisfaction, according to the CFlI
group, is to maximize the company’s long term grofV¥hen the customers have a choice,
they choose the company that can meet their desigegdless of their previous choices. An
ideal firm invests its resources in continually noying the quality aspects and processes that
are most important to keep the customers satisfibd. companies can, according to Hayes
(2008), focus their quality improvement efforts @rstomer-related issues. One way to stay
on top of today’'s market is to adapt to the custsineeeds and wants. To do this the
companies have to find a way to accurately meath@eustomers’ attitudes. This is where
customer satisfaction surveys come in.

Hill, Roche and Allen (2007) suggest that measudngtomer satisfaction is beneficial for
the managing of the company for several reasons.méasurements are indicators of how
the customers will behave in the future and howrtheenue will change accordingly. The
measurements are, if done correctly, a very ugedtllto find out what the company needs to
improve to get its customers satisfied. Findingaaref improvements are the main purpose of
the surveys. Satisfied customers are generallypghrea handle than dissatisfied customers.
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Dissatisfied customers complain and must be accatated by personnel. They are basically
more time-consuming which increases the costs HHer dompany. According to Hill and
Alexander (2000) the average company loses 10 tpeB@ent of their customers each year.
They often do not know which customers they haw &md why. Many companies try to
compensate the losses by winning new customershimutan be very costly. Research has
shown that it is much more profitable to keep aistelg customer than trying to win a new
one. Customer satisfaction surveys can providernmition on how to keep the existing
customers and on what causes customer decay. (utenation for customer decay is the
customer’s dissatisfaction. Hill and Alexander segjghat the dissatisfaction is caused by a
service gap. The service provided by the compangsdmt meet up to the customers’
expectationsAccording to Nagel ancCilliers (1990) many other gaps occur in the sales
process. One gap lies between what the managehieks the customers expect and what the
customers actually expect. Another gap is the aterden the goals of the management and
the performance of the company. These gaps and ndesstandings can lead to
dissatisfaction and misdirected improvements.

The EUPAN (2008) primer suggests that public ormatnons also can gain a lot from
monitoring the satisfaction of citizens. During eat years several countries in the EU have
begun to put their citizens at the centre. Meagutite satisfaction in a quantitative way is
only one part in monitoring the satisfaction of ttigzens to see if the government provides
suitable services and to see if they provide thethe right way.

Dillman, Smyth and Christian (2009) point out tlesich year most people are asked to
respond to surveys about services, products o dkivegs provided by a company or an
institution. The surveys cover an almost endlesgeaf topics, from the design of a website
to the service provided during a stay at a hotemé& surveys concentrate on the use of a
service or a product and some focus on the feaftuttee product or the customer experience.
Many different methodologies are used and thisdgéadnuch diversity in the outcome of the
surveys. Some provide good and reliable data ame gto not. Hill, Roche and Allen (2007)
point out that the surveys sometimes can be unweddo peoples’ lives due to stress or that
they feel intruded. If the survey is too intrusimeunprofessionally designed the satisfaction
of the participants can deteriorate. A professilgndésigned survey can on the other hand
give the participants a better view of the compadite design and timing of the survey are
therefore very important.

2.3 How to Measure Customer Satisfaction

Unfortunately, the field of customer satisfactiomasurements is plagued by many poorly
designed surveys. Many market research agenci¢sceelplete packages of customer
satisfaction measurements which are used by differeompanies without critical
examination. The companies often trust the ageramelscannot put in necessary demands
since they lack the needed expertise. The orgamimatthat choose to do the surveys
themselves also tend to implement shaky surveystaldke lack of statistical competence.
Another issue in the customer satisfaction suri@g is the true scope of the surveys and the
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intentions of the companies. Some companies fatl the temptation of producing high
results rather than accurate results. The resulghtnbe used as advertisement or as
benchmarking where high results are beneficialfeD#nt designs of a survey can induce
different results and the choice of design canetloee be a bit of an ethical dilemma for the
companies. The willingness to get better resultghinbe unconscious. Dillman, Smyth and
Christian (2009) suggest that there might be alprolwhen people who have a high interest
in the results of the surveys also are highly imedlin the designs. In customer satisfaction
surveys this can be hard to avoid. Dillman et lab atate that when the object becomes to get
a high rating rather than to improve the qualitysefvice the entire measurement process
loses credibility.

The basis of a usable customer satisfaction syategeliable quantitative measurements of
customer satisfaction. The information derived frdme measurements must be actionable.
This suggests that the measurements must be validediable and reflect the true picture. It
also implies that the information must be in a fatrthat is understood by those who have to
act upon it. All this is based on a carefully andllvdeveloped measurement instrument,
where the customer satisfaction concept is cleddfined. Hill, Roche and Allen (2007)
underline the importance of well-known scientificetimods. Many customer satisfaction
measurements are done with inappropriate methog@ond make common mistakes such as
asking the wrong questions or asking too many guest Hill et al. mention the problems
with conducting the surveys without the proper klemge. Many companies do not see the
benefit in recruiting experts and try to do theveys themselves. This often leads to biases
and that the measurements do not fit the intendegloges. The customer satisfaction surveys
can, in those cases, not be used for proper impremts in the organization. The
improvements get misguided.

In EUPAN (2008) it is noted that it is not practit@ measure the customer satisfaction level
at one time point only. To use the measuremenés irmprovement process it is important to
conduct systematic surveys. If a large change & dfganization is about to be made a
baseline measurement is recommended. The satisfdetiel should be measured before and
after the change to see if the change really lexhtonprovement. Quantitative measurements
of customer satisfaction are not the only way to\Yten it comes to unsatisfied customers
in-depth interviews such as focus groups and custganels can be beneficial. Another way
to measure the quality of a service is so-calledtery shoppers. Mystery-shopping is when
the service is controlled by persons who act agarg customers on behalf of the company.
To assess the satisfaction other indicators are alailable. Indirect measurements such as
sales numbers, profits and number of complaints @ften used as complimentary
measurements to the surveys, according to PetarsblVilson (1992).
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2.4 Examples of Customer Satisfaction Surveys

A customer satisfaction survey can be done in ndiffgrent ways. One simple and very
common case is the voluntary surveys that are dohetels, shopping malls and airports et
cetera with self-selected samples. Self-selectatpks are not statistically valid because the
sampling is not based on probability mechanismsot®sampled surveys are another
approach commonly used. A quota sample can be idaastore or in a mall or maybe in the
subway. The questionnaires are distributed unspacified quota is filled. If one person
refuses to participate another person is askedadstThis procedure is not statistically valid
either. Another customer satisfaction survey type ts common is a service quality survey
conducted over the telephone. A sample of custormersselected and called. This can be
done after their use of a service or purchasegaa and where the organization has access
to the telephone number of the customer. A calkladter the use of a customer service is a
common example of this type of survey. In thoseesas sample of customers is often asked
to participate during the initial use of the cusewnservice and then called back. The
guestions regard the use of the customer servicegpelhe web pop-up survey is often used
to monitor customers’ attitudes towards a specifieth page. The frame is only the users of
the web page and a sample of these gets the poph@psame person can get the pop-up
several times. This is an uncontrolled survey mioglgause there is limited knowledge about
who is answering and who is not answering the surve

Intercept surveys are common when a conventiomapbag frame does not exist. It is a
version of systematic sampling, for example wheargwth paying customer in a store is
asked to participate in a survey. If the selecpaocess is done strictly without any influence
by the distributor on who is chosen the sample bangeneralized to the entire frame
population. Often the rigor is hard to maintainceirfriendly people are easier to ask and the
logistical problems can sometimes be overwhelmingnany people enter the store at the
same time. The responses can be positively bidseiendlier people are approached more
often than less friendly-looking people. Some org@tions ask every customer to participate
in a survey after they purchased a service or @.gBometimes these surveys are limited to
customers that have spent more than a certain @amofutmoney. In cases like this
development of customer satisfaction can be maadtoA drawback is that regular customers
can get tired of participating in continuing surgeyA participation limit for each customer
can therefore be used. More extensive surveys a&ex by larger companies and
organizations. A more or less valid customer frasnesed to select a statistical sample. The
sampled customers are reached by mail, email ephiehe depending on the information in
the frame and cost constraints. The results migharmalyzed with a somewhat sophisticated
method. If the sample is drawn correctly the rescétn be generalized to the whole customer
population.

Except for these surveys implemented by the orgdioizs themselves there also exists
external organizations that measure the satisfacimong customers to a number of
organizations. In the U.S., the American Custonarsgction Index (ACSI) is an example.
In Sweden the Swedish Quality Index (SKI) is a d¢egpart. The methods used by these
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indexes have been developed during a long timettayare similar in many ways. A more
extensive presentation of ACSI and SKI is givethe chapter 4 of this thesis.

2.5 The role of Customer Satisfaction in Business Improvement

Customer satisfaction is as mentioned earlier g meportant part of the quality improvement
process of an organization. The concept of stamddquality improvement has evolved
during the latter part of the 20th century. Them different definitions of the word quality.
One definition is “fitness for use” by Juran andy@ (1980). In the case of quality
improvement for the customer this implies that ggodlity means that a product or service
has the features that meet the customer needsdaggdo Rao Tummala and Tang (1996).
Another similar definition is one by Montgomery (#); “Quality is the extent to which
products meet the requirements of people who wsm®ath‘Quality of conformance” by Juran
and Gryna (1980) is another approach to qualityefiers to the degree of which a product
conforms to its intended use. In this context thbsee quality definitions point at the same
use of the word quality. Good quality is when theduct or service meets the customers’
demands because the product’s purpose is toridleal of the customer.

Quality management systems are ways for organimtio lead and control activities that
address quality and development issues. Qualityagement systems broadly consist of the
processes and the planning that are implementeshti the quality goals of the organization
and to improve the products and services to meetuktomer needs. Quality improvement is
one important part of quality management. Qualibpliovement is best envisioned as a
process, and the methodology known as Plan-Do-CAetkPDCA) by Deming (1986), can
be applied. The improvement process begins Ri#n; define the objectives and processes
that are needed to meet the results that the cessoamd organization require. The next step
is Do; implement these processes and objectives. The #tép,Check,is monitoring the
processes to check if they meet the objectivesemtablished demandAct is the last step
and indicates the need to take the necessary ad¢tarontinuously improve the processes and
performances. An extension of the PDCA-method tgrowe the capability of an
organization is Six Sigma. The goal of Six Sigmé&oisninimize the number of defects in the
products or services and to achieve less variatiothe processes linked to the modern
definition of quality where small variation indiegt good quality. The method indicates that
the variation in the manufacturing or service psses shall be kept within a very short
interval and thereby minimizing flaws and wastee Hasic tool for quality improvement that
is linked to Six Sigma is DMAIC, which consiststbk five step®efine, Measure, Analyze,
Improve and Control. DMAIC can be used to evaluate the processes armhsgally an
extension of PDCA. Customer Satisfaction survegsaapart of th&€heckandMeasureparts

of the quality improvement processes.

In both Europe and in the U.S. well-known strategi@lity management models have been
developed to increase quality awareness and covepetis. The prevailing quality model in
Europe is called the European Foundation for Qualianagement (EFQM) and the main
model in the U.S .is the Malcolm Baldrige Qualitypdkl. The International Organization for
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Standardization (ISO) has developed several qualiBnagement systems. These three
models contain a number of main criteria with a banof subcriteria. The models are shortly
reviewed in the following parts with special weigit the customer satisfaction criteria.

The European Foundation for Quality Management, MF@ a nonprofit membership
organization that helps its members to improvertlgeiality strategies, according to SIQ
(2009a). The members are companies and organigatimoss Europe. One tool that EFQM
uses is its quality model, the EFQM Excellence Modde model is a framework for
companies that wish to improve their performand&ée EFQM Excellence model is the most
used framework in Europe and is the foundation ahynquality awards across Europe. The
model can be used for assessment and managementaangrovide companies with
information about how well they are performing aagout what to improve. One of the
fundamental concepts of excellence according to MH® to create value for customers.
EFQM (2010) states that excellent organizationswkrtbat customers are their most
prominent reason for their existence. It is impatrtior the organization to understand and
create value for all the different customer segmsein practice, excellent organizations
monitor and review the experiences and perceptdribeir customers and strive to create
and add value for them, according to EFQM. The miggdion and the employees must have
the necessary tools and information to maximize vaeie. It is beneficial to involve the
customers in the development of new products andces. The EFQM-model 2010 is based
on nine criteria, five Enablersiteria that are about what the companies do amdthey do it
and four Results criterithat cover what the company achieves, seen indiguiResults are
caused by Enablers and Enablers are improved dseuback from Results in the EFQM-
model 2010.

Results

—

People Results Key Results

Enablers

Customer Results

Society Results

Learning, Creativity and Innovation

Figure 1. The EFQM Excellence Model 2010. (EFQM®01

The nine criteria aréeadership; People; Strategy; Partnership and Reses; Processes,
Products and Service; People Results; Customer IRestociety Resultand Key Results
The Enablers criteria state that an organizatiomel-organized with a management that can
inspire to and evoke change when needed. The aag@ém engages its co-workers and
makes use of their full potential. The strategytlod organization induces processes and
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objectives according to the capabilities of theamigation and with its stakeholders’ interests
in focus. EFQM states that an excellent organimatisanages external partnership and
internal resources in order to create and sustéctere processes and support policies and
strategies. Both current and future needs shouldobsidered in the planning process. The
Enabler criterion that speaks the most of the aflehe customer in the organization is
Processes, Products & ServiceBhe criterion states that an organization shouldigte
improve and manage the processes in order to ctehpkatisfy customer and other stake-
holders and increase value for them. The critecmmsists of five sub criteria and one of these
criteria is to manage and enhance customer refatignbuilding a dialog and continually
monitor the perceptions and expectations of théoowsrs. A trust between the organization
and the customers is important to establish andtaiai

The Results criteria speak of the importance ofsueag the perceptions of the co-workers,
customers and society regarding the organizatiod @s performance. Indicators of
performance and outcome should be agreed on i todeverview how the strategies have
worked. Aside fromPeople Results, Customer Resaltsl Society ResultetherKey Results
are also important in the EFQM Excellence ModelRKey Resultare both financial and
nonfinancial and can be used at indicators on helWtiwe implemented strategies have fallen
out. The Result criterion that speaks the most usdtamer focus is of cours@ustomer
Results. The Customer Result@re according to EFQM (2010) measured by customer
perceptions and internal performance indicatord sascdelivery time and customer service.
The customer perceptions can be measured by cussameys, focus groups and complaint
rate according to EFQM. EFQM states that it is inguat for the organization to understand
the underlying mechanisms of observed trends. Tistomer results can be segmented to
understand the satisfaction of different customreupgs. The implemented strategies should
be evaluated according to performance indicatosgdyan the opinions of the customers. It is
important to reach and maintain high customer tesidring a longer time-period, according
to EFQM.

Malcolm Baldrige National Quality Award is a U.Suality award which was instituted 1987
and has had a significant impact on quality develept in American industries. The purpose
of the Quality Award is to highlight good examples that its experience can be spread to
multiple companies, according to the funders. Tward is based on the Baldrige criteria for
Performance Excellence Framewodkten called the Malcolm Baldrige model. According
the Baldrige National Quality Program (2009), thaléblm Baldrige model consists of seven
main criteria, namelyLeadership; Strategic Planning; Customer Focus; Ble@ament,
Analysis, and Knowledge Management; Workforce Foeuscess Managemeand Results,
seen in figure 2.
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Figure 2. The Malcolm Baldrige Model. (Baldrige atal Quality Program, 2009)

The criteria speak of that senior leaders shouldegand sustain the organization and of the
organization fulfills its responsibilities in thedal and ethical area. The organization should
plan its actions and strategies and study how tbbetives are chosen and applied and how
the strategies fall out. The organization shouldkenaise of its knowledge assets and
information technology. To improve its performartte organization should make use of
reviews. The organization should focus on and wwals co-workers and customers in
strategies and objectives of the organizatiorhdiugd use the co-workers and encourage them
to bring their best performance to enhance thenizgtion’s success. The work systems and
key processes should be designed to deliver custeahge and organizational success. The
criterion that speaks the most of the role of thetamers in the model iSustomer Focus.
The category looks into how the organization ineshits customers to achieve long-term
success. It also examines how the customers’ padfitssiew are used to indentify
improvement in the organization and its servicd®e Resultscategory stands for almost half
of the model and examines the performance and wmepmnent by the organization in the key
outcomes. It studies the customer-focus outcomesndial outcomes, leader outcomes,
market outcomes and process effectiveness outcetreedera. The key outcomes are studied
in relation to other organizations and competitors.

The focus on customer requirements and feedback frostomers are, as stated above,
covered in the third criteriolGustomer FocusThe criterion has a part call@tie Voice of the
Customersvhich deals with how the customers are listeneahih how the company uses the
information gathered from the customers. Measurésnari customer satisfaction and
dissatisfaction are covered in this part and havabmpanies use this knowledge. The model
suggests that to determine customer satisfactionggs, complaint records, customer referral
records, et cetera, can be used. The other sulmmnitef Costumer Focus i€ustomer
engagemenivhich speaks of how to engage with the customers andtbdwild a customer
focused culture in the organization.

The International Organization for Standardizatid®O) is a worldwide association of
national standardization authorities. A company dsn ISO-certified according to the
standard. It is not ISO that certifies but it paes the standards and the guidelines for the
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certifying-process according to ISO (2009a). Thare more than 18 000 international ISO
standards developed for various areas in sociatgrding to 1ISO (2009a). The ISO 9000
family of standards addresses quality managemesiemsg. It is one of 1ISO’s best known
standards and ISO 9001:2000 is used by many omtsomns all over the world. The I1SO
9000 series states the principles and definitiongjéiality management systems and the 1SO
9001 series state the requirements, according @ (B909b). The newest principles and
definitions are found in ISO 9000:2005 and the m#wequirements are found in ISO
9001:2008. ISO 9001:2008 is a standard that prevaleset of requirements for a quality
management system and can be generalized to al kihcompanies. The ISO 9001:2008
standard provides a tested framework for a sysiemapproach for managing an
organization's processes so that they consistgmtlyide products that satisfy customer
expectations. Eight principles for quality managemare formulated in 1ISO 9000:2005,
according to ISO (2009c). The requirements in 190192008 are based on these principles.
These principles can be used by the managemenhtmee the performance of the company.
The principles ar€ustomer Focus; Leadership;, Involvement of PeoBlecess Approach;
System Approach to Management; Continual Improvéentactual Approach to Decision
MakingandMutually Beneficial Supplier Relationships.

The principle regarding customer relationGsistomer FocusThe principle states that a
company depends on its customers and should tmerafalerstand the clients’ present and
future needs. The organization should meet custoreguirements and outperform the
customer’s expectations. This principle typicdi®ads the company to do research about
customer needs and communicating them through tiganzation. Measurements of
customer satisfaction are needed and the compamyldslact on the results. Many other
actions to concentrate on customer focus are alportant according to the principle.

The requirements in ISO 9001:2008 are linked tdarusrs in many ways. 1ISO 9001:2008
states that top management shall ensure that qo@eenents of the customers are established
and that the requirements are met to raise custosag@sfaction. The importance of
determining the customer requirements regarding gragluct is emphasized. It is also
important to establish ways to effectively commaigc product information, customer
feedback and other important communications betvileercustomers and the company. ISO
9001:2008 also states that one of the indicatorthefperformance of an organization is
measured by the perceptions of the customers atideiforganization has met customer
requirements. A couple of approaches include custaatisfaction surveys and user opinion
surveys. ISO does not give any guidelines on howettermine customer requirements and
satisfaction. A collection of guidelines on custereatisfaction measurements was, however,
published during the time we wrote this thesis aiiltl be referred in the last chapter. The
standard is called Quality management - Customisfaetion - guidelines for monitoring
and measuring (ISO 10004:2010). It should be nttadISO also has developed a standard
on how to deal with customer complaints (ISO 102004).
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The three models, EFQM, Malcolm Baldrige and IS@2a@ll include similar concepts as
seen aboveAll the models claim that the customer satisfacgpect is a very important part
of all of them and is explicitly mentioned in thaterion Customer Resultsn the EFQM-
model, Customer Focusn Malcolm Baldrige andCustomer Focusn ISO 9001. However,
when the EFQM model 2010 is used for the assessofetite EFQM excellence Award
Customer Resultsorrespond to only 15 per cent of the points. &b gent of these are the
customer perception, i.e., 112.5 points. In the blsraProcesses, Products and Services
customer relations is one of five subcriteRaocesses, Products and Serviceworth totally
100 points in the EFQM model. In the Malcolm BaddriNational Quality AwardCustomer
Focusstands for 85 of the total 1000 point$ie Voice of the Customstands for 45 of these
85 points. The other 40 points is tBeistomer Engagemenn the Resultscriterion, which
takes up 450 points of 1000, a subcriterio€ustomer Focused Outcomddhe subcriterion
stands for 70 points and rewards the level of eustosatisfaction and dissatisfaction. The
models are supposed to revolve around the orgamizs@bility to meet customer needs and
customer demands. To do this the organization naeclsrate data about what the customers
want. Reliable measurements are an important toolthis process but the models
unfortunately do not provide standardized ways @asuring customer satisfaction. The
demand for accurate data does not seem to be migiodels, which can be a problefrhe
data collection methods are not rewarded in theaisothe existence of customer satisfaction
data is enough to score high points.

3. Methodological Problems with Customer Satisfaction
Surveys

3.1 An Overview

The field of customer satisfaction surveys is asged with many challenges and problems.
Many of these will be covered in this chapter arelwill try to sort out the problems and
present different views. In today’'s market a varief methods are used, both by the
organizations themselves and by hired externalreseagencies. Some of them are reliable
and good but many of them are very questionable. i€sue is the lack of knowledge on how
to conduct a survey and many ad hoc methods arefdine in play. When hiring an external
agency the organization sometimes loses insighthat is really going on. An organization
that does not possess the required knowledge isuheey field cannot put demands on a
hired agency which opens up for agencies that usstgpnable or too simple methods. Often
the organizations buy standard survey packageshwldave little room for individual
adaption and critical review. However, when theaoigation does not possess the required
knowledge or the time to conduct its own surveyaih be beneficial to hire a good external
agency. This alternative also avoids the possibés khat might be created when an
organization surveys its own customers.

As seen in chapter 2, the concept of customerfaetiisn can be tricky to pin point.
Satisfaction can be experienced differently by edéht persons and different aspects are
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important. The expectations of the customer arargel part of how the satisfaction level
works. It is important to know that the concepvésy complex when conducting the survey
and to really think about what one wants to mea<bfien the conceptualizing part is skipped
in customer satisfaction surveys and the surveggs® starts with the question writing. This
IS negative since it might create a gap betweenstimeey results and the intended use of
them. The scope of the survey is important andasihein customer satisfaction surveys the
results must be actionable. They are supposed ¢opaet of a large improvement and quality
model, as we discussed in chapter 2.5. In ordgetaactionable results most organizations
want a measure of what aspects of a service ohpsecmatter most to the satisfaction or
dissatisfaction levels. In order to get such a measifferent approaches are available. One
alternative is to ask the customers to rate theonmtapce of each aspect and another is to
calculate it. In order to calculate it, the relasbip between each aspect and a measure of
overall satisfaction is studied. The overall measgan be a composition of different
guestions or one separate question. All this thingst be considered before starting up the
study.

One really big problem when conducting a custonaisfaction survey is to define the

population of interest. We have previously discdssiee difference between customers,
consumers and users and the organization mustedecidvhich of these to study. Another
classification is regular customers, occasionataruers and possible customers. Which to
study is up to the organization and it might beyvieard to define the elements in the
population. The important thing is to at least knalaout the different customer categories.
When the elements have been defined another prablemfind a way to contact them. Some
organizations have registers of their customerschvldare easy to use and continuously
updated but others are not so lucky. In many custaatisfaction survey no registers at all
exists, as mentioned in chapter 2.4.

When the concept and scope of the survey as welheapopulation are clearly defined the
guestionnaire must be developed. When developiagritéasurement tool two things can be
considered. First, does it measure the intendedteinand secondly can the customers
answer it? Aspects that are important to the omgdimn might not be important to the
customers. The customers can have a hard time angwietailed questions about a service
or product because they might not have considdresetaspects. They have to come up with
an answer on the spot which may lead to acquiescand satisficing behavior, further
discussed in chapter 3.5.3. When formulating a tou@saire one must consider if the
information is retrievable for the respondents.cBitustomer satisfaction surveys mostly
measure attitudes, answering scales are often usetie questionnaire. A variety of
answering scales exists and one important thingp isemember that they can produce
different results and that some scales might lhiasesults.

In order to get an actionable results that candmeiglized to the whole population of interest,
the sampling method is very important. If the ressghould be used for statistical inference, a
valid sampling method must be chosen. A probleroustomer satisfaction surveys is that it
is hard to conduct a random sampling process. i$tige to the fact that the customers can be
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hard to locate and some sort of screening process be used. Another explanation is that
the nonresponse often is high and has to be deddt Many customer satisfaction surveys
use guota sampling where it is easy to substitaepted persons that refuse to participate.
This method opens up for invalid samples that areswited for inference. Another issue
which makes it hard to make inference is that thgponse rates often are very low in
customer satisfaction surveys. The low responsegan be a result of lack of interest from
the customers and that the market is fed up witkdhypes of surveys.

As for the analyses used in customer satisfactioneys they are also very diverse. One
problem is when the analysis is much more comptex twhat the data quality allows. The
data might not hold for inference and the samplghinnot be representative to a larger
population but this is neglected in the analysid #me presentation part of the customer
satisfaction survey. The major point in conducingtomer satisfaction surveys is to use the
results in the organizations. When a lot of timd affort have been put down into a survey, it
would be a waste not to use it. A problem is thggnizations might conduct these types of
surveys by routine and not as a part of a largetup. The results are presented at a few
meetings but no real actions are taken and thenmaton does not work with the results
effectively. All of these topics and many others dealt with in the following parts.

3.2 Conceptualizing

According to Peterson and Wilson (1992) most sadigfn surveys have one thing in
common. They all produce results that are negatigdlewed with more satisfied than
dissatisfied responses, illustrated in figure 3.eéWIplanning and conceptualizing a customer
satisfaction survey this phenomenon should be ikepiind. Peterson and Wilson (1992) also
state that the mode often is the most positiveaesp alternative. Then why is the satisfaction
distribution often skewed to the left? Are the ownstrs really that satisfied or is the
distribution dependent on measurement methodoldgegssystematically bias the answers?
Peterson and Wilson (1992) present possible exfianrzato the skewness of the satisfaction
distribution. One explanation is quite understametaimost people are satisfied with choices
they have made for themselves and services anthgmes are often self-selected. If they did
not think that they would be satisfied they woulst have made the purchase and often the
outcome is as expected. Another explanation isttigapsychological construct of satisfaction
is skewed, meaning that people generally are matisfied than dissatisfied. A third
explanation that Peterson and Wilson suggest it ttie research methodologies and the
interview mode create the positive bias.
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"High Dissatisfaction” "High Satisfaction"”

Figure 3. Conceptual distribution of satisfactioreasurement. (Peterson and Wilson, 1992)

Thomas and Sturgis (not dated) state that in meeti least 75 per cent of the respondents in
general answer that they are fairly or very sadfivhen asked about overall satisfaction. In
those surveys the same respondents often havel stdvel of dissatisfaction on specific
areas that does not correspond to their ratingserfall satisfaction. Thomas and Sturgis state
that an explanation can be that the respondentstmigan that they redeem the quality
“acceptable under the circumstances” when the stett they are satisfied with the quality.
To solve this problem Thomas and Sturgis suggestthie attention should be focused on the
dissatisfied side of the scale and try to makeptioportion of dissatisfied customers smaller.
Thomas and Sturgis also suggest that the concegatffaction might be replaced by the
concept of excellence. The skewness of the sdtigfadistribution can be different in
different groups. Thomas and Sturgis say thatrthight be because some groups have lower
expectations and are easier to please and ther@femmore satisfied. One implication of the
different expectations is that the group structaréne population might influence the results.

To meaningfully do a customer satisfaction surweig important to know exactly what the
company wants to accomplish. As mentioned abovstooers might interpret the word
satisfactory as acceptable but the organizatioerpnets it as good or excellent. When the
objectives of the survey are constructed the mamgrpretations of the word satisfaction
should be considered and also that customer satwfais a complex concept. When the
objectives are decided the first step is to trdadlaese goals and concepts into the research
objectives or in other words operationalthe purpose of the survey. Hox (1997) states that
specifying the research objectives correctly redineespecification error and improves the
validity of the survey. The specification erroraisneasurement error which occurs when the
survey and survey questions do not measure thadeteconcept. In survey methodology
much effort is laid on formulating the questionsitEs stated above before the question
wording can begin much work must go into decidingtte concepts that the researchers want
to measure and how to cover them explicitly. Thecepts have to be named and described
by their attributes and purposes. The concept-ftimgainvolves defining the concept and its
meaning in much detail. The researchers then nmgtempirical measurements that fit the
concepts. It is only after that the variables candbfined and the question-formatting stage
can begin. If there is a misfit between the coneat the survey questions the relevance will
be off and a specification error has occurred, @tng to Hox. Common in customer
satisfaction research is that the concept is deeelaccording to the company’s view rather
than the customers’ view. Hill, Roche and Allen({Zpstate that to be able to use the results
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to improve the satisfaction, the customer pointvigiv must be the one determining the
concept. One common mistake is to ask the wrongtounes and thereby covering the wrong
concept.

The first step in the conceptualization is for thrganization to decide the purpose of the
survey. Is it exploring or testing theories ortigetting material to decide on policies? What
does the company want to accomplish? No matter ,what purpose has to translate into
concepts. The initial concepts are often theorktiod diffuse. The challenge is to gradually
make them less abstract and more defined. Whabeladncepts mean exactly and how can
they be measured? The process from concept toiguesinstruct can, according to Hox
(1997), be seen as a translation from theoreticatepts into suitable observable variables.
The researchers have to operationalize the concépésimportant thing is to think trough
what to measure and use both theoretical and erapiranalysis as parts of the
conceptualization and the operationalization.

Hill, Roche and Allen (2007) suggest a concreteaggh to conceptualizing and they believe
that exploratory research can be used to decide thkbacustomer satisfaction concept and
guestionnaire should cover. They argue that itmgartant to see customer satisfaction
through "the lens of the customer” and not from tleenpany’s perspective. In exploratory
research in-depth interviews with a variety of ous¢rs can be used. The interview questions
should be indirect and make the customer spealdlyraedout the subject. Focus groups with
approximately eight persons in each can also bd fethe exploratory research. Common
for each method is that the customers get to hetemiportance of the subject discussed after
the interview. This provides an indication on whaitbject should be covered in the
guestionnaire. Hill et al. argue that the questarenderived from exploratory research can be
used for a few years at a time. The exploratorgagsh does not have to be repeated every
time but maybe every three years. The customerireagants change over time and new
matters get important to the customers. If thelagpory research shows that the questions
need to be changed, Hill et al. do not believe thatcomparison of the survey results over
time is disrupted. They believe that the same quinte being covered if the exploratory
research is successful and done in a consistenea@ytime.

Nagel and Cilliers (1990) suggest an eight-stepraggh to developing a reliable
measurement instrument to cover the satisfactiorceqat. The first step is to specify the
domain of the concept. Definitions of what the apicincludes and excludes must be
carefully specified. This is done by research ¢éwant literature and previous studies and
also by contact with experts in the given area. $&eond step is to generate an item pool.
The items must capture all dimensions of the canddpe items are developed by the use of
focus groups of customers, sales personnel and @ieple involved in the customer
satisfaction process. The items must later be @@itel further specified. Each item can only
refer to one dimension and the wording must beigeeclhe third step is an initial data
collection. The items are used on a sample of ouste that is representative for the whole
target population. Their input of the items and hbe customer satisfaction depends on each
item is used in further development of the itemke Tourth step is to purify the items. A
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selection of the items is made and the items aoserh based on their significance to the
concept. Item analysis is used to determine whielms are irrelevant in representing the

concept. In the fifth step the selection of itesisested on a new sample of customers. The
sample evaluates the importance of each item tadheept. The item pool is analyzed again

in the sixth step in a similar way as in step 4eTdeventh step consists of the final

purification of the items. The purpose, accordingNagel and Cilliers, is to secure the

validity and reliability of the survey. Factor dyss is performed to confirm the selected

items’ significance to the concept of customers$atition. The eighth and final step consists
of developing norms on how to analyze and interfivetresults. The exploratory research

model and the eight-step model are two of a nuroba&pproaches towards conceptualizing

the customer satisfaction.

Fornell (1992) suggests that customer satisfaatmuld be defined by a function of three
indicators. The three indicators come from différeources and they are general satisfaction,
confirmation of expectations and the distance fthencustomer’s hypothetical ideal product
or service. Today many customer satisfaction swuese these three indicators to measure
overall customer satisfaction. Some also involvst@mer loyalty and to which extent the
customer is willing to recommend the company oraargation. Thomas and Sturgis (not
dated) state that overall questions often are twatt on for managers and decision makers.
These questions do not give any guidelines on whanprove. The overall question must
therefore be combined with specific questions tia¢ actionable results. A problem occurs
when the rating of the overall questions overshadih& more actionable results in the use of
the survey results. Many organizations tend to $oon the overall score rather than really
investigate what needs to be improved.

3.3 Target Population and Frame Construction

In all surveys one must decide and define whiclkeatsjare to be studied. The first step is to
define the target population. It is often difficédt companies and organizations to define and
map its customer base, which makes it difficult define the target population. The
organization must also consider the difference betw customers and users, regular
customers, occasional customers and possible castoiim some cases a company wants a
picture of the satisfaction of all regular or ocdoaal customers but sometimes it can be more
relevant to only study a subgroup of customers, big spenders, according to Hayes (2008).
The goal is to survey the target population bus tisi almost impossible in many cases,
especially in customer satisfaction surveys. To itoora group of objects a frame of these
must exist or be created. The frame populationtéirtiie opportunities on which objects that
can be monitored. Many kinds of businesses do awé fan actual record of its customers,
e.g., stores and restaurants. In many cases theprdg survey those customers they can
reach in some way. The companies that do havelaet@ds of their customers often do not
put down a lot of effort in keeping them up-to-datdich is a problem when constructing a
frame. Coverage problems occur when the frame doéesorrespond one-to-one with the
target population. Three kinds of coverage issaesoccur, according to Biemer and Lyberg
(2003). The first is undercoverage, when the frado®s not cover the whole target
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population. This is the major coverage problemustomer satisfaction surveys. The frame is
often very different from the target population &hé entire customer base. An element is
out of scope when it is in the frame population Butot supposed to be in the target
population. In customer satisfaction surveys amgta of this can be when evemth visitor

in a store is observed, when the target really wanly observe paying customers.

Overcoverage occurs when the frame populationwast more units that correspond to the
same element in the target population. To creabetter frame two or more frames are

sometimes combined to better cover a target pdpulathe combination demands a link in

both frames that corresponds to the same varialedch individual, e.g., social security

number or organization number. In the new framdidated units can be a problem and these
must be eliminated. A customer satisfaction surgggmple is when the customer record
from a reward program and the record of online austrs are combined. The risk of

duplicates is high but the customers buying overdbunter are still not covered. The links

between records are often weak when it comes taomes registers and the frame

construction can be very complex.

3.4 Sampling

One important purpose of a customer satisfactionesuis to get a relevant result that can be
generalized to the whole customer base or a supgrbaustomers. In order to use the results
in the quality improvement process in a sound weeyresults must give a proper picture of
the total customer satisfaction. To survey a saropleustomers and use statistical inference
to be able to estimate the satisfaction of the ehalget population demand an accurate
probability sampling method. The good sampling feais1 the first important step towards a

valid sample. A poor frame does not give eachviddal in the target population a selection

probability above zero. Lin and Jones (1997) dfaé¢ often in customer satisfaction surveys
an uncontrolled sampling method is used which lelad® non-measurable sample, not
suitable for statistical inference. Examples ofamtmlled sampling methods are when store
staff selects the samples and self-selected sagnplihotel guests.

Another question is how large the sample shouldTbe. sample must be large enough to be
used in statistical inference. But the sample sthook be too large, and the sample size must
reflect a balance between accuracy, costs and mesgmurden. Hill, Roche and Allen (2007)
state that a minimum of 200 responses from customerst be collected and that there must
be at least 50 respondents in each subgroup. dhpany has less than 200 customers they
suggest that a census is appropriate. The accala@ys improves with a larger sample.
Dillman, Smyth and Christian (2009) state that tiee technology conveys a possibility to
reach many people, often, at a low cost. A possiblesequence of this is that a company
sends the survey to everybody in their customendrand surveys them frequently which
leads to overburdening of the respondents. Theboveening often leads to nonresponse. An
example of overburdening is when a company comdlgtassks each buyer to complete a
guestionnaire after each purchase. Frequent btiyessrom this repetitiveness. To minimize
the nonresponse it is recommended to sample therass and to survey them quite rarely.
A longer time between surveys provides an oppduni develop the questionnaires and to
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analyze the data more thoroughly. More time andowees can be spent on follow-ups of
nonrespondents. It is important that the nonrespasisiot biased. The respondents should
cover all types of customers to be representative.

In those cases when the frame is not an actuatdefay example of the customers in a store,
an intercept survey can be conducted. Dillman, 8naytd Christian (2009) state that in an
intercept survey evemgth customer or visitor is surveyed during a timaqee It is important
that the sample is randomized and not based onmedtal approaches. If the staff gets to
choose the respondents they are likely to ask thee rfriendly customers to answer the
guestionnaires. This creates a positive bias. Bvéime sample is done systematically the
impact of the staff can influence the result. Hp@rson appeals are used the staff are more
likely to spend more time persuading a friendlytooser than a less friendly customer. The
friendly customer thereby gets more instructionsd da more likely to answer the
qguestionnaire. Furthermore, when the sample isctweleby the employees, and the
guestionnaire is a part of their own evaluatiohs,staff is also more likely to choose friendly
customers to get a higher score. The alternatithase cases is to hire an impartial company
to do the selection and distribution parts of thevey.

When a solid frame exists with good contact dataafbunits in the sample the base for a
good randomized sample process is present. A rgaplrof the selection process is to ensure
the sample is representative of the larger pomnadf clients. One way to select the sample
from the frame is simple random sampling. All indivals in the frame have the same
probability of being selected. If the response satee decent and the nonresponse is
completely missing at random the results can bermgdéimed to the whole population. Another
more effective and more common approach to randampbng is systematic sampling.
Every nth customer is chosen from the frame. Interceptpsag is a variant of systematic
sampling, e.g., when evengh paying customer in a store is asked to partieigaa survey,
and is very common in customer satisfaction survdf/ghe frame is completely randomized
the results from the systematic sample can be ledézliin the same way as in the simple
random sample approach. Vavra (1997) states thatifistd random sampling can be used
when a company wants to assure that subgroupsstbroers are included in the sample.
Stratified sampling is very common in customer satition research. The strata can be
chosen based on a variable that correlates witlvahiable of interest. The stratification can
for example be done on amount of money spent @ltjpyGender and age are also common
stratification variables. In each stratum a randsample is drawn, but different strata have
different selection probabilities. Stratified samglis needed when a special subgroup is
being studied and it is important that the sampléhat subgroup is large enough. When the
differences between strata are large the precrsaonbe raised by stratified sampling. In the
analysis the inclusion probabilities must be actedifior and the known probabilities must be
larger than zero. When a company can localize réiffiecustomer groups that are suspected to
be very similar, it can be enough to monitor org @r a few of these groups. This scenario
is suitable in cluster sampling and the clusters @rese naturally created groups. The
diversity in one group must be similar to the dsigrin the other groups. The clusters in
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customer satisfaction surveys can for example fierdnt stores according to Hayes (2008).
One store can be selected as representative fetoadls in a chain because the clienteles are
considered homogenous. Cluster sampling is howegecommon in customer satisfaction
surveys due to the fact that the purpose is to evengifferent stores against each other.

The quota sampling is a common but controversigl efassampling. It is sometimes viewed
as nonrandom and not statistically valid. The sanplbased on quotas to be filled. When a
pre-specified number of people with a specific prop have been surveyed, that quota is
filled. If a person does not have the sought priypee or she is not a part of the population
and is therefore not surveyed. In this approachsttution is often used. If a person is
unavailable or refuses to participate another perssurveyed instead. The substitution can
create sampling errors because some of the refaaalbe linked to the satisfaction rate. An
example is if dissatisfied customers refuse toigipete and are substituted, the satisfaction
scores will be higher than if they had participatétiere are a number of other sampling
methods that are not statistically valid. In theases the sample cannot be generalized to the
whole population. Judgmental sampling is accordm{y/avra (1997) one of these method.
The sampling is based on the judgments of the persaducting the sample procedure. It
can, however, create valuable input on a speaae and be a starting point for a larger
survey, according to Vavra. The sampling methodghé customer satisfaction survey field
are typically not very sophisticated. Possible arptions can be that the companies do not
possess the acquired knowledge or that they areitiiig to spend the time and money to do
a correct sample. The frames are often difficultwtork with and it is hard to draw a
representative sample. Another explanation is that companies are more interested in
getting a high response rate rather than doingdhgple with a statistically valid method.

3.5 Questionnaire Design

The quality of the customer satisfaction surveyvauch relies on the questionnaire design

and the questions’ ability to measure the itemyg Hre supposed to measure. As mentioned in
previous chapters the survey concept must be vetlydefined. The next step is to construct

guestions that cover the concept and solely mesighed concept. Three important things to

consider in questionnaire design are the questibedayout and the answer categories.

In many customer satisfaction surveys one or adesvall satisfaction questions are asked in
the questionnaire, often in the end. The three imead questions, by Fornell (1992), about
overall satisfaction, expectations and ideal s@ppdire one example. These questions are
often used to calculate an overall customer satisia index. The other questions often deal
with different question areas, such as client inegit and service level, and subindexes can be
calculated for each area. The questions are typiaalswered on a scale. The variation of
scale types seems endless and will be treateditatdrapter 3.5.2. The customers are often
asked to consider a number of statements regattiegorganization and there are often
guestions regarding loyalty and willingness to reotend the organization. Vavra (1997)
states that since the customer satisfaction measumtels a part of a larger quality process the
most important objective should be to pinpoint ttpeatest dissatisfaction among the
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customer. Where are the largest areas of improveémé&he company also wants to see where
the largest satisfaction improvement can be madeedowest cost. Therefore it is important
to establish which areas are the most importantct@mtomer satisfaction and where the
company has gotten a low score. To establish tperdtence between subareas and overall
satisfaction rate different methods can be use@. Way is to ask the respondents about both
their level of satisfaction and their expectedsfattion with a specific area. The area with the
biggest gap between the two is the most importantnprove. The method does not say
anything about how important the areas are to tiveatisfaction unless some sort of effect
estimates are derived. Another approach is to ask important the customer grades the
specific area to his or her satisfaction. In tlssis this is called the importance question.
When compiling the different areas or questionart@verall result the subareas are weighted
according to the corresponding answers on the itapoe questions. According to Hill,
Roche and Allen (2007) when using such a meth@dhetter to put the importance questions
separately from the satisfaction questions. Otrevihe questions influence each other. The
most common approach is, however, to put them hegetith the satisfaction questions, as
seen in figure 4. When asking for the importanbe, tespondents in customer satisfaction
surveys have a tendency to overrate the importaheach area. Hill et al. states that this can
be avoided by using a 10-point scale and by lookirtte relative stated importance.

Please provide your opinion on SATISFACTION and IMPORTANCE using the marks from 10 ta 6, where 10 indicates
“extremely satisfied” and 6 indicates “extremely unsatisfied”.

IMPORTANCE SATISFACTION
PRODUCT QUALITY 6 7 8 9 10 6 7 8 9 |10
QUALITY/RELIABILITY

COMPLETENESS OF PRODUCT RANGE
INNOVATION

USER INSTRUCTION / DOCUMENTATION

Figure 4. In this example the respondent is askedte the importance of each area. An unconveatisnale
from 6 to 10 is used for both the satisfaction #relimportance.

Another option is not to ask for the importance butmodel it based on the correlation
between each question and the overall satisfackidh.Roche and Allen (2007) state that
when using this method it is important that all theestions are measured on the same scale.
They further state that this method gives the imhp&each question to the overall satisfaction
score and not the importance. The impact is morsittee to current changes and the
importance is a more stable measure of actual itapoe. The topic of importance relative to
importance rate is further discussed in chapter 3.8

A compelling questionnaire can make the survey nieresting to a responding customer
and increase the response rate. To make the guesiie compelling to the respondents, the
layout must be considered. Hill, Roche and Alle®0@) recommend that the questionnaire is
easy to read and not too compact. Figure 5 is ampbe of a very compact and unclear
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guestion layout. Different data collection modeséhdifferent layout options. The response
rate can be raised if the questionnaire looks geibmal. If the survey or the invitation letter
is done by mail, the logo of the company, doing thistomer satisfaction survey, can be
printed on the envelope to give a more officiallifele A carefully worded invitation letter
can raise the response rate. It is also recommetadédabroughly tell the respondents how
important their input is and to properly thank thiemtheir participation.

ig?;gly Agree Neutral Disagree Sggg?g;

It improved morale. 1 2 3 4 5
It improved productivity. 1 2 3 4 5
It raised awareness about the need for physical

activity phy 1 2 3 4 5
It increased saocial support for physical activity. 1 2 3 4 5
It increased energy. 1 2 3 4 5
It increased ability to handle everyday stress more , 2 3 4 5
effectively.

It decreased depression. 1 2 3 4 5
It decreased irritability. 1 2 3 4 5
It improved working relationships with peers. 1 2 3 4 5
It increased concentration. 1 2 3 4 5
It took up too much work time. 1 2 3 4 5

Figure 5. This question matrix originates from aeqtionnaire regarding a training program and is yer
compact. It is hard to tell which line corresportdswhich question. A respondent might get discoadaghen
trying to answer these questions.

To maintain the interest of a respondent throughautinterview, it is best to keep the
guestionnaire as short as possible. Hill et akestiaat customer satisfaction questionnaires
often are developed from the company’s point ofwlaut it is better to develop it from a
customer point of view to keep the interest andeustanding of the respondent. Vavra (1997)
suggests a time limit of 30-45 minutes in facedod interviewing and 20 minutes in
telephone interviewing. It is harder to give a timi self-administered questionnaires but the
number of pages should be kept to a minimum. Riiche and Allen (2007) suggest that an
interview or questionnaire generally should noetatore than 10 minutes to finish. They also
suggest that at most 50 questions can be answardd) iminutes, if the questions are
consistently designed. The views differ quite aihaime. The explanation can be that during
the ten-years time period between 1997 and 2007esgondents have become less patient
and more time sensitive.

The order of the questions in a questionnaire olnance the answers and the response rate.
According to Peterson and Wilson (1992) little ewsb has been done regarding question
order in satisfaction surveys. An experiment coneldidy Peterson and Wilson showed that
when a respondent is asked an overall satisfacfi@stion prior to a specific satisfaction
guestion the results in the second question wene positive in comparison to the answers
by respondent who only got the specific satisfacjoestion. The explanation can be that the
specific item is considered better in comparisotinwhe overall picture. Krosnick and Presser
(2009) present some advice regarding question ofider initial questions should be closely
linked to the survey topic as it has been presettdtie respondent. This creates trust and
gets the respondent motivated. The initial questishould also be fairly easy for the
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respondent to answer and engage the respondent.réeBpendent interest in customer
satisfaction surveys is very varying. Some comgsmaprevide services that are very important
to the customers and the customers are therefoyanterested in answering questions about
the company and its services. Examples of thiseaqmensive purchases as cars. Other
companies have a harder time to create an interés¢ good or service. The retail industry is
an example. Krosnick and Presser also suggesigtlestions on the same topic should be
grouped together. The questions regarding the dapie should be ordered from general
guestions to specific questions. Sensitive questisinould be placed at the end of the
guestionnaire. It is more likely that the resporidénalizes the survey if the sensitive
guestions come at the end since the respondeatglieave put in an effort in answering the
earlier questions. However, in most customer satigin surveys sensitive questions are rare.

3.5.1 Question Design

According to Fowler and Cosenza (2008) the ultingatal of question design is to formulate
reliable questions so that they are interpretethersame way by different people and at
different time points. The questions must also betral and not bias the responses in any
way. There are lots of general hints regarding goreslesign. One way to make the questions
consistently understood is not to use technicahg$erunfamiliar wording or slang. A pitfall in
especially customer satisfaction measurementseisigle of business terms in the questions.
Another important consideration is to specify thesfion in time and space. The reference
period should be very specific. Asking more thae qoestion in the same question, so called
double-barreled questions, should also be avoilecexample is provided in figure 6. In the
case of double-barreled questions the respondandegewhich question to answer and the
results are not interpretable. In the design phliaseesearcher perhaps thinks that the double-
barreled feature actually clarifies the questioh touthe respondent the double-wording can
mean two different things. Other things that shohbkl avoided in question writing are
negations, redundant words and unclear wordingguéstion should be short, precise and
well defined. It is also important to avoid leadiggestions. Peterson and Wilson (1992) have
studied the impact of positively worded questioadHaw satisfied are you with...&gainst
the counterparHow dissatisfied are you with.. Phe results showed that the difference in
answer distributions is statistically significamidathat answers to the first question were more
positive. The dissatisfied-question still produtied skewed answer distribution mentioned in
chapter 3.2. Since most customer satisfaction garuese positively worded questions,
positive bias must be considered.
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How does the: Very Quite Notso Bad Not taken Does not
Good Good Good a position apply

Cleaning of the courtyard/neighborhood work? |:| |:| |:| |:| |:| |:|

Figure 6. This is an example of a question frorarant satisfaction survey. The example above shalesible-
barreled question. The courtyard and the neighbochoan be two very different things and the resiiility of
the maintenance often lies with two different atitfes. The question is neither defined in time imospace.

The questions are often balanced between whatefearcher wants to know and what the
respondents actually can answer. The informatigpaedents are asked to provide must be
retrievable for the respondent. The questions rtingsefore be constructed in a way that they
both cover the survey objectives and are answefablihe customers. Customer satisfaction
surveys often ask detailed questions about diveukgects regarding the company. Many
people do not have any formulated attitudes onthedke subjects and are not especially
interested in the survey topic. Many respondergsefiore make up an attitude at the moment
but might feel differently after some reflectionaly different aspects of the company might
be considered and the recollection of these asmpactssometimes take a long time for the
respondent. Details regarding the company do natia stay in the memory of the
respondents. The retrieval process can take same dnd those details are therefore not
considered when answering the questionnaire. Tadatle time-consuming recollection
process some people might give in to satisficingalver, according to Krosnick and Presser
(2009). Satisficing is when the respondent doespubtin a best effort when answering the
guestionnaire and instead selects an easy answegettmut of the answering process.
Satisficing is a very common problem in customeistaction surveys since they often ask
too detailed questions that the respondents dbawa any interest in. One way to avoid these
problems is to keep the questionnaire as shorbasille and to not ask any unnecessary or
too detailed questions.

When the question is worded, the appropriate respaiternatives must be considered. The
response categories must fit the question. Theoregmt must be able to answer the question
with an alternative that fits his or her opiniong@neral tip by Krosnick and Presser (2009) in
formulating the answers is that they must be miytiiedclusive and exhaustive. The order of
the response alternatives can influence the regmindf many alternatives are offered the
respondent often chooses an alternative on theftape list if the alternatives are visually
presented e.g., on a paper or in a web questiannBiis is called the primacy effect. This is
caused by so called weak-satisficing; the respandeooses the first alternative that fairly
fits because he or she does not put in the efforeading the whole list. In a telephone
interview one of the latter alternatives are oftdtosen because of the respondents” recall
abilities, due to the so-called recency effect. Tilespondent can have difficulties
remembering all the alternatives and chooses otleeand of the list that fairly fits. This can
be beneficial to remember when working with custosetisfaction surveys since most of
these surveys often are done by mail, web or tele@hThe different effects are especially a
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problem when a mixed-mode approach is used or wiemode is changed between time-
points.

Due to the analysis process, closed-ended questi@she most common ones in survey
research. Krosnick and Presser (2009) points @itithsome instances open-ended questions
can be preferable. Closed-ended questions havé&isdeanswering categories and in open-
ended questions the respondents have to formulaa@swer by themselves. It is important to
remember that open-ended and closed-ended questongive different results to the same
guestion. When asking about quantities and freqasngpen-ended questions increase the
accuracy. When using open-ended questions a massiMeg effort must be spent before the
analysis phase. In customer satisfaction survagsffort is seldom put in and the ease of the
closed-ended questions is the main reason for tpepularity. Open-ended questions
sometimes gives a higher rate @bn’'t know answers due to the burden of making up an
answer. Open-ended questions can be beneficial thieequestion concerns a sensitive topic,
according to Krosnick and Presser. In some caséswvaopen-ended questions can add
richness to the survey because it gives the regmscn opportunity to express themselves
in a way that closed-ended questions cannot. Itomes satisfaction surveys valuable input
and complaints are often collected through opereeémglestions. A broader perspective is
gained if the respondents get the opportunity fress themselves freely.

3.5.2 Answering Scales

In customer satisfaction surveys rating scalesoftien used. A problem that Cassel (2006)
brings up is that different people interpret scaldterently and that comparisons can be
unstable. It can also be hard for a person to laan opinion to a specific rating on a scale.
There are a lot of different types of rating scalksnumber of decisions must therefore be
made on how the scale should be designed. Diffeyeaies produce different kinds of data.
According to Hill, Roche and Allen (2007), verbahtes without numerical points, as seen in
figure 7, produce nonparametric, ordinal data whéch not suitable for more advanced
statistical analysis. When using a numeric scatedata is turned into interval data and a
more advanced computational method can be usetaVerales often produce higher ratings
than numerical scales. The numerical scales cdullydabeled or polar-point-labeled which
can produce different answering effects.

a. Attitude of staff

Excellent Good OK Poor Bad

Figure 7. This is an example of a verbal answesngle. It can also be considered as unbalancedesdik is
the middle alternative.

Krosnick and Fabrigar (1997) have compiled somgdiht research on which type of scale
is the more reliable and how many scale points shatld be included. They present two
basic types of scales, the bipolar scale and tiyolan scale. The bipolar scale ranges from
negative to positive and is fitted for attitude s@@ments such as satisfaction. The unipolar
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scale shows varying levels of a variable and hasra point in one end. This scale can be
used for ratings of the importance of an attitudd has no natural mid-point. Krosnick and
Fabrigar have studied many different experimengsinding how many points a scale should
have when considering the reliability and the vatidf the data. They argue that a reliable
guestion should give consistent answers when askiagsame person a question several
times. The validity of a question refers to its a@bifity to measure what was intended. The
reliability and the validity are very equally impant when constructing a question and its
answering scale. Krosnick and Fabrigar conclude libaween five and seven points are the
most favorable. The meaning of a scale is moreiged€ it is short but a longer scale can
gather more information on the differences betwpenple’s attitudes and is more fine-
grained. Some may argue that more scale pointscesdthe skewness of the satisfaction
distribution since it can be a result from theiogileffect. The ceiling effect indicates that a
positive person chooses the highest alternativa short scale even though he or she is not
completely satisfied. An example of the ceilingeetf is when on a 10-point scale the
respondent might choose 9 but on a 5-point scalerhghe might chose 5. Peterson and
Wilson (1992) state, however, that studies havevahtat the skewness remains when using
longer scales. Moreover, in a very long scalefeogn 0 to 100 it is hard for the respondent to
understand what a specific point means. Therefore better to choose a moderate scale
length. Krosnick and Fabrigar state that the chbetgveen a 5-point scale and a 7-point scale
depends on how precise the respondents can celititair opinions. In a 5-point scale a
person can be slightly positive or negative or suiglly positive or negative. In a 7-point
scale there is room for a finer calibration. In masistomer satisfaction questions the
respondents cannot calibrate their attitudes terg kigh extent. A commonly used scale in
customer satisfaction surveys is the 5-point disiad-satisfied continuum. Hayes (2008)
states that 5 points gives the highest reliabditgl that more points decreases the reliability.
Fowler and Cosenza (2008) suggests that when agiatijng scale, an increase in scale points
to at least 7 improves the quality of the measurgm®n the other hand they also state that
fewer categories are easier for the respondentsdoHill, Roche and Allen (2007) argue that
shorter scales often produce higher ratings thagdoscales. When using a telephone mode
of collecting the data fewer categories are pretérif a numerical scale is used the scale can
have more points. However, there is evidence riéstondents give a more consistent and
reliable rating when using a verbal scale withcaliegories labeled compared with numerical
scales or polar-point-labeled scales.

In telephone interviewing fully labeled scales argractical. Polar-point-labeled numerical

scales are often used. These types of scales ddtege from one to ten or zero to ten,

depending on if a midpoint is included or not. HBkierly and MacDougall (1999) state that

10-point numerical scales are the most convenientustomer satisfaction measurements.
They claim that such scales are easy for everybodynhderstand and they are also suitable
for easy analysis.

Should the scale include a neutral mid-point? jolar-point labeled scale using 5 or 7 points
a mid-point is included. When a mid-point is ex@ddthe respondent is forced to take a
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position on the question at hand. If the respondeally does not have an attitude this can
create “false” data. On the other hand, if a midipes included there is a risk of satisficing
by the respondent. Krosnick and Presser (2009 Htat experimental results are mixed but if
the researcher truly believes that the respondambe neutral on a question this option must
be included. If a neutral alternative is excludbed tespondent is forced to choose another
option or skip the question which creates poor.ddtst customer satisfaction scales include
a neutral mid-point. According to Hill, Roche antled (2007) respondents do not consider
the mid-point if the scale has 7 points or moreseen in figure 8.

How do you feel about the treatment when you report an error?

Completely Completely Don’t know/
dissatisfied satisfied Not applicable
0, O, Oy O Os O O, Og Og O

Figure 8. In the example above a quite uncommoleseigh nine points is shown. This scale provide®atral
mid-point (5) but for a respondent the mid-point ¢g hard to spot.

The labeling of the scales can interfere with thisrmation gathered. Polar-point verbal
labeled scales can induce more responses in thélentdtegories. Krosnick and Fabrigar
(1997) state that fully labeled scales are morialskd and valid than partially labeled scales.
Numbered scales can be used if they also are Weilahkled. The labeling should also be
practical which leads to the conclusion that toomynpoints cannot be used if they are fully
labeled. Numbers alone should not be used becdube confusion the numbers can cause.
A scale from -5 to 5 does not necessarily haveséime meaning for the respondent as a scale
from O to 10 even if the researchers claim thay the Different results can also be obtained
if the scale begins with 0 or 1. Krosnick and Fgérisuggest that verbal labels should have
precise meanings and be interpreted as if theregual intervals between them. It is best to
use thoroughly tested scales with good psychomgtaperties. Experiments have shown that
respondents often are more satisfied with verdabgled scale points.

There is also the question about the uséNofopinionresponse alternatives, in figure 9
represented by thdo experiencalternative. Krosnick and Presser (2009) stateithiere is

a chance that some of the respondents really dbawa& an opinion or are not concerned by
the question &o opinionor Does not apphalternative should be used. There is however a
risk of satisficing, e.g., that people chooses @itisrnative out of laziness even if they do have
an opinion. Therefore, Blo opinionalternative should be avoided if possible accadm
Krosnick and Presser (2009) but others believeahat opinion always should be provided.
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Do not Completely No

agree at all agree experience
1 2 3 4 5 & 7 0
The drivers of this route are nice and service-minded. 1 O [ O O O O O

Figure 9. In this question, originating from a bersmpany, a 7-point scale has been used. The goéstimth
positively worded and double-barreled. The answgsgoale contains a midpoint and a no-opinion aléive.

Dillman, Smyth and Christian (2009) provide a gaheule to make the scale balanced with
as many positive as negative categories, as sefgumre 10. Unfortunately many customer
satisfaction questionnaires use unbalanced s@lesxample is provided in figure 11. If there
are more positive than negative alternatives tisellt® get positively biased. The answer
categories must also be consistent. When using mcirseales it is also very important to
label the scale to know which end is the most p@siand which is most negative. Polar-
point-labeled scales are commonly used but thdtsesan be hard to interpret. On the other
hand fully labeled scales are shown to produce ragteeme positive results. Dillman et al.
(2009) offers no explicit advice on which of théa® to use, but stress that the results must
be easily interpreted. Customer satisfaction iy gensitive to scale choices and it is therefore
important that the researchers carefully reportdbsign and possible design effects when
presenting the results.

How satisfied or dissatisfied were you, overall/ with your recent experience travelling
with XXX? (i.e. the sailing on which you received this questionnaire.)
Very Neither satisfied Very
satisfied Satisfied nor dissatisfied Dissatisfied dissatisfied
5[] a[] 3[] 2[] 1]

Figure 10. In this question from a survey regardaerry boat company, a five-point scale is shawes fully
verbally labeled. The scale is balanced and thestioe is neutrally worded.
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Please rate the following questions using the score key below, by entering 1,2,3,4,5 in the
score box.

Very Satisfied
Fairly Satisfied
Satisfied
Dissatisfied
Very Dissatisfied
Not Applicable NA

= IN|Ww| &~

Score
How satisfied were you with: Box

Overall, how satisfied were you with service we provided?

Figure 11. In this figure the respondents are asicednswer each question with a number from a skeye The
problem is that the scale is unbalanced and conittsanquestionable order. The scale indicates fhaty
satisfied is better than satisfied and satisfiepresents the middle alternative. There are morétipeshan
negative scale points. A few other questions wis®iacluded before the overall question but omg of them
fitted with the “How satisfied were you with” heat.

The scale designs in the customer satisfaction mneamnt world are very diverse. All the
above mentioned scales are used to some exteriharglare also a few more variants. One
such scale type is an alphanumeric point scale, rangging from A to E. That scale is hard to
interpret and the respondent must be told what isnthore positive and what is more
negative. The intervals between the letters arg défuse and leave much room for the
respondents to interpret the points themselves. eSoastomer satisfaction surveys use
graphical figures as scales. One example is faxiptessions portraying varying moods, as
seen in figure 12. This type of scale also leavegmroom for interpretation by the
respondent. They are also difficult to analyze andcompile into understandable and
presentable results. Dillman, Smyth and Christ009) state that the reason to use this kind
of scale is to make the questionnaire funnier amdennteresting and thereby increase the
response rate. Dillman et al. point out, howeMes tittle research has been done to study if
the response rates actually have increased wile ttypes of scales.
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Please assess the services you have used according to the following scale:

e/

D (s 9) (e o) (o) ()
= = very good, '/ = good, \=/ = satisfactory, "=/ = poor, '/ = very peoor, ? = no opinion or not used

Tourist Office

@
L/
®)
L/
'
()
Y
)
6

)

Surroundings
Cleanliness
Functionality
Location

Opening times

Figure 12. In this question facial expressions ased. The meanings of the expressions are howepkirged
which makes them easier to interpret to the respohdn the questionnaire the explanations of Hual
expressions are included only once but the respandesked to use this picture multiple times. fredle
alternative “satisfactory” does not fit as a neultraiddle alternative but the facial expression does

A special type of scale common in attitude reseascthe Likert scale. The Likert scale
consists of a number of statements that the regpnsl asked to consider. The statements are
often positively worded, e.gThe service of company X was good...Agree-Disagdrke.
positively worded questions almost always creatstpe bias in satisfaction measurements
according to Hill, Brierly and MacDougall (2003)h@ effect is even stronger in importance
guestions, e.glt is important with good service...Agree-Disagreld| et al. advise not to use
Likert scales in customer satisfaction measuremduots to the high level of bias. If the
positively and negatively worded statements areenhithe bias can be reduced but in most
customer satisfaction surveys only positively wardeatements are used since the companies
do not want to portray themselves in a poor light.

3.5.3 Acquiescence Problems in Customer Satisfaction Surveys

A special issue that must be considered in creaimgistomer satisfaction questionnaire is
acquiescence. The term acquiescence in surveyssntieanthe respondents unintentionally
answer a question untruthfully. According to Kra$ni(1991) researchers have long
recognized that true/false, yes/no and agree/disaguestions can be subject to acquiescence
bias. These types of questions are common in cestogatisfaction measurements.
O’Muircheartaigh, Krosnick and Helic (2000) stabattthe term acquiescence is mostly used
when the respondent has an unproportionally higheagent rate. Acquiescence is also called
“yea-saying”.

Knowles and Nathan (1997) suggest that a signaifiascence is when a respondent answers
a questionnaire inconsistently. If the responder,, first states the he or she is physically
inactive in one question and then in another qaesteports that he or she practices sports
three times a week the information is not interquiés.

The reasons for acquiescence have been studiecaby masearchers in the psychology and
survey research fields and they have presented rddfgrent theories. The reason why

38(96)



people tend to be positive and give affirmativevasrs to a question can be related to
politeness and social norms, according to O’Muiacteegh, Krosnick and Helic (2000). Most
people want to cooperate and do not cause anyl&olkgreeability” is a large part of many
people’s personalities and disagreeing is oftekelinto conflict and something many people
want to avoid. There are of course exceptions te thle. In this sense acquiescence
represents a personality trait. Complicated questican also be a possible explanation for
acquiescence. One example is the overall questisagd by many customer satisfaction
surveys. Thomas and Sturgis (not dated) suggesttiigaoverall question can be very
complicated to answer. It is hard for the respotslém know what to include in, e.g., overall
service received and to weight the different fextirtheir satisfaction against each other. In
order to avoid this cognitive process some peopthisettle for a polite answer, e.tairly
satisfied

Krosnick (1991) says that some people constantlyifest this agreeing behavior regardless
of the content of the question. According to Kragnand Presser (2009), in agree/disagree
statements it is easy for the respondent to agreenumber of generally worded statements
even if they really are contradictory. In custonsatisfaction surveys positively worded
statements about the company in question is oted,Lexemplified in figure 13.

Strongly Strongly
disagree agree
Company A has modern looking equipment [ 1 [ 2 [ 3 [ 4[ 5 [ 6‘ 7 ‘

Figure 13. The figure shows a positively wordedesteents with an agree-disagree answering scale seitlen
points.

Another reason for acquiescence presented by Kiosand Presser (2009) is that the
respondent wants to agree with the interviewer tmaks that the interviewer knows the

“right” answer. It is common when the respondenédaot have much knowledge of the
guestion topic or does not know the answer. Inaust satisfaction measurements the
interest by the respondent in the subject is son&stilow which can trigger acquiescence
behavior. Many respondents do not have any forradlattitude to all the details regarding a
service or product. They make up an opinion as ftegnd to just agree is an easy way out.
Acquiescence can also come into play if the responds exhausted from a long and

complicated questionnaire. Acquiescence can alstripgered by a questionnaire that is
distributed by an authority because that implieghhstatus and credibility and then the
respondent wants to agree with the questions.

Weak satisficing can be another possible explanatio acquiescence according to
O’Muircheartaigh, Krosnick and Helic (2000). Wheargons are asked a question they tend
to first recollect the positive aspects of the sabj The term satisficing means that the
respondents then do not put in the effort to recolthe negative aspects and weigh the
different aspects against each other and give gtiblee answer. This can be a problem in
customer satisfaction surveys since positive argative experiences have a high impact on
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the satisfaction of a service or product. Weaksfiaing occurs more often when the
respondent is poorly motivated or is not used itcat thinking.

O’Muircheartaigh, Krosnick and Helic (2000) havadsed the impact of middle alternatives
on acquiescence. The use of middle alternativesatimg scales in customer satisfaction
surveys is debated. Many surveys use middle aligasa O’Muircheartaigh et al. found no
evidence that this either reduced or enhancedid®edaused by acquiescence. Many studies
show that different groups have different propeesito manifest acquiescence. The groups
with greater tendency are less educated peoplesr ggople and female respondents.
Bachman and O’Malley (1984) have shown that difieriltural groups often show different
levels of acquiescence. Krosnick (1991) claims thast mostly lower-status groups that have
a tendency to present acquiescence. A possiblamegobn can be that the interviewers often
are middle class with a higher education than #spandent if he or she belongs to a lower-
status group.

How can acquiescence be reduced? A lot of resaardieve studied this and the best
recommendation, according to Biemer and Lyberg 3203 to formulate neutral questions
with no positive or negative wording or statemenfscquiescence caused by the impact of
the interviewer can be reduced by modes of sedruntwing. In customer satisfaction
surveys self-interviewing is the major mode usethyo Krosnick and Presser (2009) claim
that since acquiescence is often caused by yeafmb-agree/disagree format questions it is
better to avoid these types of questions and idstese rating scales. When a person is
presented with a statement, he or she must plapedpinions on a scale and then interpret
whether they are positive or negative. If theyasked directly about their attitudes on a scale
the last step is unnecessary. Agree/Disagree guestiith only two answer alternatives are
not common in customer satisfaction surveys buuteof ratings on an agree/disagree scale
are more common. Hill, Roche and Allen (2007) ssti¢feat the use of Likert scales or other
positively worded statements highly increase thguescence bias. One way to reduce the
acquiescence would be to mix positively and negétiworded statements but this is seldom
done in customer satisfaction surveys since org#ioizs are reluctant to use negative
statements. It is therefore better not to use Likeales and to use neutral worded questions
instead.

3.5.4 Testing the Questionnaire

As in any survey pretesting of the questionnaira sery strong tool for evaluation of the
customer satisfaction measurement. It is a waystabéish if the questions are understood as
intended. Vavra (1997) states that pretesting tsused as often as it should be in customer
satisfaction areas. No matter how experienced sopes in question writing the outcome is
never perfect from the beginning. An expert's pooft view differs a lot from the
respondents’ interpretations of a question. Campa(®008) suggests four steps for a
thorough testing of a questionnaire. The first ggepo do informal testing by reading the
guestion out aloud and to see if the researcheselieunderstands and can answer the
guestion as intended. The second step is to dojp@rtereview or a systematic review by
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following some sort of reliable checklist. The thstep suggested by Campanelli, is to do in-
depth interviewing with persons or focus groupst thave answered the questionnaire.
Cognitive interviewing can give knowledge about htive respondents reasoned before
answering every question and how they came up théhanswers. The fourth step is to do a
field study among the intended respondents. The §eidy tests the questionnaire according
to the actual field conditions. Most surveys do Imave the resources and time to do this kind
of extensive testing. Campanelli stresses thatfanmy of question testing is better than no

testing at all. Informal testing can be followeddxpert review or focus groups or something
similar and then by field testing. A problem in tmmer satisfaction surveys is that the

companies seldom have knowledge about good quesiiendesign and that they do not

understand the complexity and the need for pretgstDften an external market research
agency is used to develop the measurement institsraed the company trusts that this firm

possesses the required knowledge.

Vavra (1997) suggests a number of different waygveew the interview process in customer
satisfaction measurements. One way is to use cessothat know that they are participating
in a pretest. After each question the respondeasked some questions on how he or she
perceived the question. Another type of preteth isse customers that do not know that they
are taking part in a pretest, a field test. Thedthype of pretesting is to let the interviewers
comment on the questionnaire after doing some Jigs. Vavra states that ideally the
pretesting should go as far as testing the analyptan with some collected data before
implementing the whole survey. The pretesting caok linto different problems on the
guestion level and the questionnaire level. On dhestion level the testing can reveal
problems with the response categories. A skewetdilmison can indicate that the answer
scale is too short. It is important to considet thany satisfaction distributions are skewed as
mentioned in chapter 3.2, though. Pretesting cao atveal that the questions are not
interpreted as intended and that the question wgrd confusing or too complicated.
Pretesting can reveal issues about the task difficho the respondents have the right
information to answer the questions or are the tipres asking for irretrievable information?
At the questionnaire level pretesting can reveable@ms with the flow of the questionnaire.
The questions and the answer categories shouldrmstently worded. The bias created by
the order of the questions can also be revealedtefing can reveal if the questionnaire is
too long and that the respondents have a hard tonkeep up their interest throughout the
guestionnaire. If the respondent loses interestrhghe is more vulnerable to satisficing or
acquiescence behavior.

3.5.5 Multinational Surveys and the Translation Process

Special caution must be taken when the same siswgne in different countries and among
different cultures. In multinational companies tlesvery common. One approach is that an
initial questionnaire is developed by the interoadl headquarter and then distributed in the
countries where the company is located. Many differaspects should be considered when
this procedure is implemented. Harkness (2008ssd® that the translation process is very
important. If the translation is done poorly thengarability between countries can be lost.
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The intended concept related to the questions ¢sm lze lost and the questions might
measure something else than intended. Differentoappes exist to solve these problems.
Harkness presents two main strategies. The firgb iask different questions in different
countries or cultures. Each questionnaire is dgegldn each country and the questionnaire
does not have to be translated. For the survepe toomparable the questionnaires must be
functionally equivalent, i.e., measure the samecephbut with different questions. This can
however be complicated and the degree of equivaletoss populations can be hard to
demonstrate. The other approach is to ask the sgmstion in all countries. A main
guestionnaire can be developed first and then latets or the same questionnaire can be
developed simultaneously in all languages. A drakl this approach is that the questions
get less specific for each country or culture. Tjuestions can get culturally biased since
different cultures have different attitudes towHrd same concept. Harkness also stresses that
some questions or wordings can be sensitive in stutares but not in others. Response
alternatives and answer scales can also be differiaterpreted in different cultures. Since a
centrally developed questionnaire is common pradticcustomer satisfaction measurements
the translation process must be stressed. Harlsugggests some current best practices. The
translation process should be conducted by a teanavbid personal influences. The
translators should participate in the review of titamslation. It is of course beneficial to use
professional translators and that they translatenfa secondary language to their primary
language. The translators should be well informledué the objective and concept of the
survey. Back-translation is a common practice lsutflawed and not recommended by
Harkness, who instead recommends team translation.

3.6 Data Collection

Before conducting the expensive data collectiogo@d idea suggested by EUPAN (2008) is
to do an inventory of the information that the argation already has, such as administrative
registers or data collected earlier for anotheppse. Minimizing the number of questions

asked in a questionnaire is also a way to minirtheeresponse burden.

Dillman, Smyth and Christian (2009) bring up anotissue in customer satisfaction surveys
and that isvhento survey the customers. If the service or thelpase is an experience that
the customers often have it is harder for themetoamber it. An example is restaurant visits
where the survey must be conducted close to therexpe. In other cases, as for an example
a car purchase, the customer needs time to adsespraduct and the survey must be
conducted after a period of time has passed. He¢hediming of the survey is very important
and so is the reference period of the questions.tifhing of a survey also has other effects
on the results. If customers are asked about shdisfaction with a purchase after only a short
time, they are often more satisfied than after sbme has passed. According to Peterson and
Wilson (1992) the satisfaction level deteriorategratime. The reasons for the decrease in
satisfaction are not clear. Some suggestions atetltle customers had time to evaluate the
product more or that bad experiences tend not forgetten. When annual measurements are
done a good guideline is to do them at the same éach year to avoid seasonal variation.
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To ensure a high response rate it is beneficidbtanonymous customer satisfaction surveys.
The respondent should be told of the confidenyiadirly in the questionnaire. Hill, Roche
and Allen (2007) suggest that the respondentseaétidl of the questionnaire can be asked if
they really want to be anonymous. Perhaps the nelgmis feel that the answers really were
not so sensitive and are willing to share them bpen

3.6.1 Data Collection Mode

The choice of data collection mode is above alldestby costs. Most companies do not want
to spend a large amount of money on customer getiish measurements. Because of this the
most common way of doing customer satisfaction eysvis to do it by paper or over the
internet. The companies with a larger budget sametido the surveys by telephone. Face-to-
face interviewing or some type of mixed mode apginda less common because of the higher
costs. Dillman, Smyth and Christian (2009) point that since so many companies want to
measure customer satisfaction preferably in theapb&t and most effective way, many of
these companies have adopted newer technologibsasuthe web. One pitfall is that many
companies that have been using paper surveyslgitesslate the paper survey design to the
web without any adoption to the change of mode.n@aa in mode should be made with care,
so that they do not influence the trends over tifiasimple mode change does not provide
any assessment of the impact of the change. Theuraaent errors are different for different
modes so the questionnaire must be adopted in & iwahge. Three types of web surveys
can be used in customer satisfaction surveys. Tést stommonly used one is when a paper-
or e-mail invitation is sent to a respondent. Heslog is asked to participate in a survey by
logging onto a web page. Another type of web sungewhen a survey pops up while a
person is visiting a web page. This method can &eduto continuously monitor the
satisfaction of the users of the web page. Theetgrvgpulation is restricted to the visitors of
the web page. This population is probably not regméative to all customers. Hill, Brierly
and MacDougall (2003) state that one large dravkbaic the web mode is that it is
unsupervised. The same person can answer the @queste several times. The mode is
beneficial for companies that provide a large péits services online. The third type is when
a survey is attached in an e-mail. This approasierg seldom used.

There are many advantages and disadvantages wltlsureeys, according to Couper (2008).
Some of the advantages are that they are cheafasindVhen the programming and proper
software are in place the marginal cost for eadpardent is very low and the data is
gathered in a database right away. Other advanigethat feedback can be given to the
respondents immediately if their answers are inisterst. Logical tests can be used to avoid
inconsistencies and partial nonresponse. The pmogmag can enable many different tools
e.g., automatic filters that directly steer thepmasdents to the right question after a screening
guestion. A web survey also gives the responddm@soption to answer the questionnaire
whenever they want. It is also less intrusive tkelaphone interviews and do not give any
interviewer bias. Visual tools can easily be usedarify the questions. There are, however, a
lot of disadvantages with web surveys. A low resggomate is often obtained. Some
respondents do not have the suitable software ¢o apd view the survey as it was intended
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by the designer. Some computers have virus cottiadl disables the links or e-mails and
some respondents have blocked certain types ofpagbesDatabases that are used as frames
for the sampling rarely cover e-mail addressessatesfying way. E-mail addresses are often
poorly up-dated and out-of-date. Some companidsatteamostly active on the internet have
satisfying e-mail address registers, though. Anotrawback with customer satisfaction
surveys by e-mail is that some people do not haweaié addresses or use them very
irregularly. Another risk is that e-malil invitatisrtan be caught in spam-filters or are filtered
out by persons that receive a lot of e-mails eday. Web surveys also have a slightly poor
reputation which can lower the response rate. That problem since customer satisfaction
surveys already have a low response rate to betfin w

Paper questionnaires have traditionally been veoynmoon in customer satisfaction
measurements. This is due to the low costs in casgato telephone interviewing. Both
web surveys and paper surveys are self-adminisemddthese modes are seen as the most
anonymous data collection alternatives. They argo dess intrusive than telephone
interviewing which can be beneficial in custometisgaction surveys. Intrusiveness by a
company might lead to a worsened reputation amisngustomers. Data bases are often more
complete when it comes to mail addresses and #Hnsgove a higher response rate. Some
senior citizens and others without computer accass more easily reached by mail
guestionnaires. Paper questionnaires can also sigbdied personally when a concrete
register does not exist. In some cases this iotie way to reach the customers. Dillman,
Dolsen and Machlis (1995) point out the problemgti a high response rate when the
sampling is not done from an existing frame, beeahsre is no contact information on the
respondents. There are ways to create a list ofdh#ple with accompanying contact details
during the sample process. If the address of thmpkeais collected follow-ups can be used to
raise the response rate. Dillman et al. conduatetl an experiment regarding surveys among
the visitors to National Parks in the U.S. The feamare complicated to establish and the
sampling procedure was therefore complicated.

A problem when doing customer satisfaction sunkgysnail is that the mode demands a very
long field-period. Mail surveys are an uncontrolldde which can lead to a low response
rate, since people often forget or neglect to redpoaccording to Hill, Brierly and
MacDougall (2003). Important or engaging topicsenftgenerate a higher response rate.
Unfortunately the interest in customer satisfaconveys can be quite low. The researchers
lose control over who is answering the questiomnaircan be passed on to a co-worker or
family member and then answered and sent in. Itomer satisfaction surveys this can be
quite a big problem since the customers often #inerocompanies, so-called business-to-
business surveys. The surveys should be answerdeelperson in the company that has the
most extensive experience of the organization threey is about. That is not the case in
reality. Some large companies have designated gegdoresponsible for filling in forms. In
customer satisfaction measurements this is a proklace the customer in the experienced
sense seldom is that very employee.

44(96)



Telephone interviews are the fastest way to cotlatd. The risk of misunderstandings can be
minimized due to the interviewer’s ability to exiplaand help the respondent. Some of the
disadvantages are that the interviewer can inflaghe respondent. The questionnaire must
be fairly short and straight-forward to keep theeiast of the respondent. In order to
minimize the interviewer effect and to motivate thespondents, skilled and educated
interviewers are needed according to Hill, Brieatyd MacDougall (2003). Some companies
use external companies for the data collectiongs®@nd trust that these companies have the
knowledge required. This might not always be theec#éhough. The questions in a telephone
interview cannot be too long and complicated duestall abilities of the respondent. It can
be hard to reach the sample and many call-backeemessary to receive a decent response
rate. When using telephone interviewing in custosaisfaction surveys the opportunity to
substitute the persons that do not respond witheva sampled person exists. Since the
nonresponse often is not random this creates Blassons that tend to be at home get
overrepresented in the sample. This approach isstaistically valid, according to Vavra
(1997).

Hill, Brierly and MacDougall (2003) pinpoint thahe choice of collection mode is very
dependent on the situation. Cost is the biggesbfaPersonal interviewing is too expensive
for most organizations. Paper, mail or web questines are by far the cheapest data
collection modes. The difference between papermaii surveys is the distribution process.
Telephone interviewing is beneficial when the samglinot too large because it brings with it
a more controlled situation and provides data ghér quality. The choice between paper,
mail and web often depends on the frame. In a wesmté or store the only option is often a
paper questionnaire which is distributed on sitec&the information contained on the frame
often determines how the customers can be contactedspecific mode is often implied. A
way to avoid this is to use a mixed-mode approadhthis often increases the costs. The
customer can be contacted or invited in one way amdeyed in another. One example is
when a mail invitation is sent out where the resigon can answer the questionnaire on a web
page. In this case e-mail addresses are unnecessather approach is when a customer is
called and asked about his or her e-mail address fiorthcoming survey. The approach
where the customer is invited via one mode and arsthe survey through another is fairly
unproblematic. The problems appear when differeaotles are used for the data collection
itself but this is rare when it comes to custonadisfaction surveys. The main reason for a
mixed-mode approach is to increase the responsetdhe lowest cost possible. De Leeuw
(2008) suggests not to use a mix of different madethe data collection because it creates
measurement bias due to different mode effects.eforas follow-ups are in a different
mode than the original survey. If the follow-upg anly a reminder this causes no problems.
If the follow-ups contain the questions, this cameate the same measurement bias as
described. If a mail questionnaire is to be follovwe by a telephone interview the number of
response alternatives must be limited already e dhginal questionnaire. When different
modes are used for invitations, screening and réengnand not for the data collection itself,
many advantages exist.

45(96)



3.6.2 Nonresponse

Customer satisfaction surveys are unfortunatelg@ated with high unit nonresponse. Some
of the reasons are that there are too many suwcisgfgg around and that people get tired of
them. In some cases they are viewed as advertisdayehe customers. Many companies do
the surveys to show that they care but withoutlyaading the results. The massive survey
burden might decrease the interest in all cust@atsfaction surveys. When the nonresponse
is high and correlated with the survey topic thengle is no longer representative for the
whole population. A low response rate undermineswlidity and generalizability of the
results if the nonresponse is suspected to be ndonma. Lin and Jones (1997) suggest two
ways to deal with high nonresponse. The first iBy@nd raise the response rate and the other
way is to compensate for the nonresponse by imiputair calibration. Imputation and
calibration are fairly uncommon in customer satistan measurements. The nonrespondents
can roughly be divided into two groups, the nonoese due to noncompliance and the
nonresponse due to inaccessibility. A study ofrdgponse can tell a lot about the reasons for
nonresponse and which groups of the sample that &#éw response rate.

According to Biemer and Lyberg (2003), one way tevent refusal nonresponse is to use a
good introduction or advance letter. The letter usthiobe personalized and stress the
importance of the answer from the specific respahd€&he confidentiality of the survey
should be underlined. The letter should be concaetd easily understood. If the survey is
done by mail mode, a postage paid reply envelopelldhbe included in the introduction
letter. The timing of the survey is also importamtavoid nonresponse. When people feel
disturbed they are less likely to participate. Saompanies sample a number of people that
use their customer service for the purpose of dairmyistomer satisfaction survey. In those
cases the sample of customers are often askedyifate willing to participate in the survey
before they have experienced the service. Thisbeawery disturbing to the customer since
they might be waiting for help with an important aurgent issue. An example is when a
person is calling the bank service to block hisher credit card. A long waiting time
combined with a survey request can be very frusggan that case.

According to Dillman, Smyth and Christian (2009)dav-ups are a powerful way to improve
the response rate. It is important that the follgvg- are worded carefully and that they stress
the importance of the answer. One way to do thimigxplain in the reminder that it is
important to collect information from all types spondents. Personalized follow-ups with
the respondent’s name are preferred. Follow-upsbeanhallenging in the cases where the
company do not have contact information on the austs, for example when the
guestionnaires are distributed manually in a stbrethese cases in-person appeals can be
used when the questionnaire is distributed to eragmuthe respondents. This can even create
a social obligation to participate in the survaypkrson appeals also give an opportunity to
collect the contact information of the sampleslalso possible to ask a few key questions at
the first contact. The answers can be used fostilndy itself or for the nonresponse analysis.
Dillman, Dolsen and Machlis (1995) showed that agkr personal contact with the
respondents created a much higher response rdtee ifNNational Park survey experiment,
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mentioned in chapter 3.6.1. A relatively long casagion was held with each sampled object
where the importance of their response was stressédhat their response was representative
of many others. The sample members were askedntb isethe questionnaire by mail and
were sent a post-card as a combined thank you-latid follow-up. The response rate
increased drastically and Dillman et al. reasohed the causes were partially an effect of the
personal contact and that the request was memasatue it took a long time to administer.
The addresses of the sample members were collantetbllow-ups were sent out which also
contributed to the increase of the response rate.

The response rate can be increased by the usecefitives but in some cases they can
increase the measurement error. Dillman, Smyth @hdstian (2009) argue that if the
incentive is a product from the company conducthmg survey, for example a discount on a
hotel stay, the satisfied customers are more istedein getting the discount. This increases
the responses from the satisfied customers buth®odissatisfied. It is therefore better to
provide an incentive not related to the servicesashpany in question. Another part of this
problem is that the incentive is given after thenptetion of the survey. A better way is to
give the incentive to every sampled person atrligation to the survey. Many studies have
shown that a promised incentive does not raisedbponse rate. In some cases it can even
lower the response rate since it turns the pagimp into an economic exchange instead of a
social obligation. Hill, Roche and Allen (2007) ieeke that incentives sometimes make the
customers feel that the survey is less seriouspanigssional which can lower the response
rate. The customers get a feeling that the surweydre a sales pitch or advertisement. Hill et
al. do not believe that incentives are a cost-&ffeavay of raising the response rates.

3.7 Data Processing

The data analysis is much dependent on the tygataf collected. The analysis plan should
be established early in the survey planning procEss first step after the data collection is to
scan and code the data properly. This stage issexptm various types of errors, e.g., coding
errors and other processing errors. If the questiva has open-ended questions the answers
can be grouped into categories. When the scanniogeps is done the approach on
nonresponse adjustment must be decided. The n@m®san consist of item nonresponse
and unit nonresponse. Three alternatives are staghbg Vavra (1997). The easiest way is to
ignore the nonresponse and estimate the paranbztsesl on the collected data. The sample
size used in the calculation is then most oftemtimaber of collected units. Another approach
is to do some sort of imputation. This is mosthedigo deal with item nonresponse. The
imputation can be done with neutral values, e.g@ams or with some kind of estimation, e.g.,
regression estimates for a particular unit. An apph to unit nonresponse is calibration. The
weights are recalibrated with respect to some backgl variables, e.g., gender or age. If a
group is overrepresented in the collected samplevétight is decreased. Advanced methods
as imputation and calibration are presumably noy vammon in customer satisfaction
surveys since these methods take too much timeuandostly. Allen and Rao (2000) argue
that imputation should not be done if the item esponse is above 50 per cent. Imputation
with neutral values, e.g., substitution means temdlecrease variance and decrease the
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intercorrelation in the dataset. The original stuoe of the data set can be lost with such a
procedure. Another imputation method, based onctheriation among variables, better
approximate the distribution of each variable adoay to Allen and Rao (2000).

During the data processing the distribution of esahiable can be studied using simple
graphs. Some analysis techniques used in custatisfastion research assume normality but
as stated the satisfaction distributions are offezwed. Allen and Rao (2000) mention that
transformation techniques can be used to normé#iealata and they believe that this could
be beneficial to applied customer satisfactionasede It is however quite rare.

3.8 Data Estimation and Analysis

When a satisfying data set is accomplished bader alsalysis can be done to get an overall
picture of the results. The data analysis can béhode kinds, univariate, bivariate and
multivariate analysis, according to Hill, Roche aAtlen (2007). In the univariate data
analysis one variable is analyzed at a time. Omenoon way is to summarize the number of
top scores of each question, e.g., look at thegstmm of answers corresponding to satisfied
alternatives. The proportion variance can be ugddst the difference between proportions of
scores. The mean score of each question can alswebesting to study. This measure takes
into account all of the responses and the prevomesmostly focuses on the top scores. Mean,
mode and median can be calculated on each questtbnaccompanying variances. The
estimation process must take into account the sagpkocess and the data level. Ordinal
data, collected with verbal scales, is often presgmvith modes and proportions. A more
advanced statistical analysis is according to &tilél., not possible with that kind of data. To
convert the ordinal scales into interval data i$ statistically valid because the intervals
between the points are unclear.

As stated in previous chapters the importance oh eguestion or factor can be a good
measure of what to improve. The importance careeitle measured or derived. Allen and
Rao (2000) suggest that stated importance is vergomamon today and one major
cornerstone of customer satisfaction analysis ésdérived importance models and this is
where the bivariate and the multivariate analysésreeeded. The derived importance models
estimated the dependence between one area orajuestil the overall satisfaction measure.
Hill, Roche and Allen (2007) use the term impor&afier measured importance and impact
for derived importance. Impact can be calculateddifierent ways, e.g., by bivariate
correlation between each question and the oveatififaction or multiple correlation between
all questions and the overall satisfaction. HilpdRe and Allen (2007) believe that when
using one overall question the bivariate correfai®the best measure of how each question
affects the satisfaction. Allen and Rao (2000) arthat bivariate data analysis is inadequate
for this purpose. One argument for that is that lineariate data analysis ignores the
collinearity between different predictor variables.

Allen and Rao (2000) have divided the multivariatgalysis techniques into three kinds;

dependence models, interdependence models anddhylodels. One common dependence

model is the multiple regression analysis to eshbthe key drivers to the overall
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satisfaction. The outcome variable is presumecefzedd on a number of predictors. The key
drivers can be interpreted as the derived impoeariceach question. Allen and Rao (2000)
state that the derived importance should only leel &is allocate marginal resources and not to
reallocate resources. Reallocations will only Iéachew key drivers since some areas will
deteriorate. One drawback with multiple regress®that the importance of each key area
cannot be stated in absolute terms. The analysisotdell that one area or question is twice
as important as another, only that it is more intgodrthan another question.

In more advanced customer satisfaction measurenaentsnber of questions are sometimes
set out to measure one latent variable or attrjbeitg., the customer satisfaction with the
timeliness. The variable estimation is done by ggregation of these questions. Factor
analysis is one of the interdependence models avalyao find the underlying dimensions or
variables in all the questions. Interdependenceefsodre used to group the variables into
conceptually distinct areas. In factor analysisuhderlying dimensions are not known and a
study of the correlation of the measured variaggiees some information on which variables
share an underlying dimension or factor. In thiy Wee measured variables can be reduced to
a smaller number of variables that explains thati@iship between the measured variables.
In exploratory factor analysis the number of fast@ unknown initially and so is which
variable that loads on which factor. There are mdifigrent kinds of factor analysis but,
according to Hayes (2008), the results are oftemlai regarding the method. To extract the
underlying factors, methods to calculate the leashber of common factors that can explain
the correlation between the observed variablesisee. Some methods that can be used are
the least-square method, the principal method hadrtaximum likelihood. A more recent
form of factor analysis was developed in 1989 anaalled confirmatory factor analysis.
Vavra (1997) describes confirmatory factor analyssa hypothesis initially being created,
regarding the underlying structure of how the J@ga and the factor relate, based on a
background theory. The confirmatory factor analygsia test if the collected data support the
hypothesis. Allen and Rao (2000) believe that camdiory factor analysis is used too seldom
in customer satisfaction research but that it Ganguite beneficial.

Related to the confirmatory factor analysis is $teictural Equation Modeling (SEM) which
is an example of a hybrid model. According to Vaute similarity is that an initial model
about the structure of the relationship betweenvtr@bles and the satisfaction ratings exists.
The model can be tested by the collected datan/Allel Rao suggest that structural equation
models have two parts, one measurement model andtactural model. The measurement
model represents the confirmatory factor analyait and is a model of the latent variables.
The structural model specifies dependences betiieelatent factors. The fit of the model to
the collected data is assessed with chi-squaresl. tascording to Allen and Rao, in SEM
analysis the factors are believed to influencentfamifest variables and not the opposite, i.e.,
the measured variables depend on the factors. Bjeetve in customer satisfaction research
is often to tell how the manifest variables inflaerthe factors, and therefore another method
is needed. The alternative, according to Allen &ab, is a variation of traditional SEM
analysis, called Latent variable path modeling w#intial least squares (also called SEM with
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PLS). This method permits a different relation begw the manifest variables and the factors
and makes the model usable as a way to predidutoeme. SEM with PLS is very popular
among customer satisfaction researchers.

Many customer satisfaction professionals use aeximd satisfaction. Vavra (1997) argue that
it is not really an ordinary index consisting ofgaota, but more a composite measure of
satisfaction. The index is a kind of aggregation tbé attributes asked about in the

guestionnaire. The aggregation can be based dheatjuestions in an equal fashion or some
guestions with higher importance can weigh moren tbdners. For each latent variable an
index can be calculated in this way. The overalis&ction can be calculated by an

aggregation of the subindexes. The weight in thal index for each subindex or attribute can
be calculated in different ways, by simple meansvith some more sophisticated method
mentioned above, e.g. factor analysis or multiglgression. Many other methods are also
available but not very common in customer satigfaatesearch.

Hill, Roche and Allen (2007) suggest that the lveay to compute a customer satisfaction
index is to not have an overall satisfaction questn the end but to ask the customer about
the importance of each question. The index is cdetpby weighting each question by its
importance for each customer and aggregates thésdés one satisfaction measurement for
each customer. The index is then an aggregatidheo$atisfaction score for all respondents.
The weighting can also be derived from issues tdrast from the management but this
measure does not provide much information on custaequirements. When asking about
the importance of each area the variation of thevars is also interesting. The variation of
importance can provide input on different custormegments and if the importance differs
between them. Certain targeted actions can thepubén on specific customer segments.
Since the index itself seldom is the most importaumtput of the survey, Hill, Roche and
Allen (2007) suggest it can be beneficial to cateilboth impact and importance to gain the
highest knowledge on what areas really matterdatistomers.

3.9 Presentation and Uses of the Results

An important issue is the presentation of the datarly presented data can ruin a perfectly
implemented survey. The data must be presented imderstandable format for the people
that will use it. The implementation of the surveyst also be presented and explained.
Hayes (2008) suggests that the presentations bémefi being short and concise. Summaries
with means and standard deviations are a good baséareas are used, summary scores for
each area provide a general measurement of thatlégn importance estimation is linked to
a satisfaction estimation the results can be ptedein a chart with importance on one axis
and performance (satisfaction score) on the offiee. result is sometimes called a priority
matrix and gives a clear picture of what areas rniedze improved. An example of a priority
matrix is seen in figure 14. The subareas that leaVew level of satisfaction and a high
importance are those that should be prioritizedpating to Vavra (1997).The borderline
between high and low scores can be determinedéwyrianization and depends on what its
objectives are. If the importance estimates arel smd improvement of the areas that are
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situated in the left upper quadrant should increhseoverall satisfaction the most. This is,
however, highly dependent on how the importancesraave been measured or derived. It is
also important to remember not to concentrate taolmon the factors in the priority quadrant
and forget about the other areas.

Prioritise! Monitor and preserve

High

Importance Improve if possible Low priority

Low

Low High

Satisfaction Score

Figure 14. An example of the quadrants in a priontatrix.

The information derived from customer satisfactgurveys can be used in many ways.
Peterson and Wilson (1992) suggest that it is ts@ssess the work effort of the employees,
to update the sales processes and to evaluate toghpempanies. If the numbers are good
they can also be used in advertisement. One ofgthat pitfalls in customer satisfaction
measurements according to Vavra (19%/)that the results are communicated poorly to
personnel that have the opportunity to improvedperations. A customer satisfaction survey
that has measured the satisfaction and the regeirsnof the customers exactly and does not
have any problems with measurement errors andityaitll is useless if the results are not
communicated in a useful way. The results must drancunicated in a way that is user-
friendly. There is unfortunately not much reseaticme in the area of how to communicate
the customer satisfaction results graphically.

The most effective way to use the survey resulenteance customer satisfaction and thereby
revenue is to focus on the most serious gaps batiWeeservices provided and customers’
requirements of these services, according to Ridiche and Allen (2007).The results are only
usable if they are a part of a feedback loop todiganization and the employees that deal
with the customers. There is no point in measucigfomer satisfaction and dissatisfaction if
the results are not implemented in the organizatidifi, Brierly and MacDougall (2003)
point out that a solid feedback loop to the empésyeommunicates a message that customer
satisfaction is important to the organization. Tasults of a customer satisfaction study are
taken more seriously if they are communicated pekyp in workshops and similar events.
All employees that play a role in the customerssatition process should be involved in the
feedback process. A pitfall can be that the resaitts only communicated to leaders and
managers and not to the employees that really mms@tcommunicate with the customers.
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When communicating the results of a study it is oantgnt that the measurements are
understandable. The employees are better motivateey feel that the results are reliable

and that the measurements are solid. The informdienefits from being short and to the

point. The survey design does not have to be regdab often but Hill et al. (2007) suggest

that it should be at least on an annual basis. @asgns with previous results can be used to
make the developments clear to the co-workers.

Another use of customer satisfaction data that Billerly and MacDougall (2003) suggest is
the feedback to the customers. If the customerspidudicipated in the survey were told that
they should be notified of the results, the resuitsst of course be sent to them. If not, the
dissatisfaction with the organization can incredfsthe customer satisfaction results have led
to an improvement in some area it is beneficiatlelb the customers of the improvements.
Otherwise it can take a long time for the custotoenotice the improvement. After all it is
the perceived satisfaction of the customers thaigcts the profit. The communication of the
results to the customers tells them that their iops are taken seriously. If the customers
notice a large improvement within one area, thewol satisfaction level often increases.
This is called “the halo effect” by Hill et al. (@8). Hill, Roche and Allen (2007) suggest that
the purpose of the survey, the implementation ef shrvey, the results and the planned
actions should be communicated to all customersy elieve that providing feedback from
customer satisfaction measurements to customeas isnder-exploited way of increasing
customer satisfaction.

Comparisons with other companies are also a pesdisie of customer satisfaction
measurements. This is however only possible intleasurements are done in the same way
with the same methodology. The comparisons canigmet on areas that the company needs
to improve. One positive aspect of using an extemarket research agency is the
opportunity to benchmark the results with the ot@npanies that the agency has surveyed.
The measurements speak of every company’'s abibtymeet their own customers’
requirements. Hill, Brierly and MacDougall (2003)ipt out that it is not necessary to limit
the comparisons to the own industry because baestipe models and approaches can often
be found in other industries. To compare the ogins’ results to companies in the same
industry can however be beneficial to see whatllet/eatisfaction that is reasonable for that
customer base. In some industries the overallfaatisn can be lower or higher than in
others. The satisfaction development in a companyriother interesting measurement,
especially if changes have been made due to sdifascores. This requires that the same
methodology has been used during a long time perieterson and Wilson (1992) point out
that because of the skewness of satisfaction memsmts presenting only a high score is
uninteresting, since most satisfaction ratings shwgh values. The results are only
interesting in comparison with other measuremeritdhe same product or service in
comparison with other companies through benchmgrkin

If the scores obtained in the customer satisfadioweys are high, especially in comparison
with other competing companies, or if an improvetrteas taken place, the results are often
used as advertisements. A pitfall is when the amgps content with relatively high ratings
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and therefore does nothing to improve the qualitytoservices or goods. Another risk is
when a company is more interested in getting a Bgre for PR reasons than to actually
measure the satisfaction situation among its custemAccording to Dillman, Smyth and
Christian (2009) the purpose of a survey shouldtdenonitor the performance of the
company and its services. In some cases the coegpane more interested in just getting a
high score and if they for that reason try to emaga or persuade the respondents to answer
in a positive way the whole measurement proces®rbes invalid. A problem that is
especially associated with customer satisfactiodiss is that the companies often do their
own surveys and therefore biases the results. iSkdar conscious or subconscious positive
influence on the results is large.

Often in customer satisfaction measurements thasfdies on the satisfied customers. A
satisfaction index is computed and the degree tdfeal customers is presented. Another
approach could be to look at the dissatisfied ecusts and calculate the impact of each factor
on the customer dissatisfaction. Hill, Roche andei\l(2007) argue that it is equally
important to study the dissatisfied customers asstitisfied customers. They further argue
that trying to eliminate bad customer experiencesfien more beneficial for the customer
satisfaction than enhancing good customer experfeand exceed customer expectations. To
try to exceed customer expectations can raiseatisfaction temporarily but after a certain
point the customers are no longer seduced by ndwarneements and services. It is more
important to keep the basic service at a high lare to make certain that the service
consistently meets the customers’ basic requiresne8turgis and Thomas (not dated) argue
that to focus on the dissatisfaction also helpsvisgl the problem with the skewed
distribution.

3.10 Quality Evaluation

When does a survey have a high quality and how ésntrolled? Eurostat uses six quality
dimensions: accuracy, accessibility and claritynparability and coherence, punctuality and
timeliness, and relevance. The accuracy of a sus/ey course a large part of the results; if
the data is inaccurate the results are uselessadteacy of the data is however useless if the
data is published too late or is inaccessible t®intended users. These quality dimensions
often conflict with each other. The accuracy canréised if the data collection can be
extended but this will decrease the timelinesské&ep a survey relevant the basic concept
may need to be changed but this affects the corbifiyeof the data. All of these quality
dimensions are also in conflict with available funrgd The goal of a survey should be to have
the highest possible quality given the resourcdses& quality dimensions are seldom
considered in customer satisfaction measuremeinse $any surveys are conducted with ad
hoc methods and without the proper “know-how” theldy gets poorer. The systematic
approach to quality improvements of the survey @sscis not common in customer
satisfaction surveys as we have noticed.

If the customer satisfaction survey results ar¢ glaa continuous improvement process in the
company it is important that the customer satigfacsurvey produces data of high quality. A
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part of a systematic quality management is to ocomlly collect comparable data to see
changes and effects of policy and process chafdgeproduce comparable data a systematic
approach is a solid way to go. A systematic quatignagement approach can be used to
achieve the quality goals of a survey as well a&s dbality goals of the whole company.
Quality assurance is a way to establish process¢give high quality products. An example
of quality assurance is to use the appropriate oastifior data collection according to general
guidelines. When a survey is initially designedsibeneficial to establish a process that not
only produces reliable data but also produces deatation of the process itself. The process
data can be used for feedback to the researchdra part of a quality improvement process
of the data collection. Systematic documentatien almplifies rotation of the work force and
makes the survey easy to replicate. Different ¢yialbntrol methods can be used to evaluate
the survey process during its course. Some exangdlepiality control are pilot studies,
mentioned in chapter 3.5.4., and interviewer euauna. The corrections due to quality
controls should also be documented and used asfie survey evaluation. Since customer
satisfaction surveys seldom have a large budgetamadnot of a high priority in most
companies the resources for evaluations and quedityrol are limited. In many cases an
external company is hired, to do the measurementsich eliminates some of the
opportunities for quality control of the data ark tdata collection itself. Some level of
expertise is required to understand the need fatitgucontrols and the companies buying
these surveys often do not possess that expertise.

Biemer and Lyberg (2003) state that quality caisdid to have three levels, the product level,
the process level and the organizational level.ofganization that works thoroughly with
quality improvement often has a high process qualine way to establish high quality on
the organizational level is to work with businegseadlence models, as the models mentioned
in chapter 2.5. A high process quality is requifed high product quality. To monitor the
process quality a documentation of the processopeence is recommended. The process
should produce data about itself, paradata, whachle evaluated and used to correct errors
in the process. The term paradata originates fromp€r (1998). The production and use of
paradata should be standardized and give a feedbagk for continuous improvement.
Paradata can be used to build warning mechanistoghe process. A high product quality
means that the product can be used as it is inten@e, that the survey results are useful for
the organization. The product should be developemboperation with the stakeholders of the
product. The product quality is often a trade-atvieen cost and the quality dimensions.

Some of the most important things to consider hat the process can always be improved
and successful findings should be implemented &artbardized. It is also important to learn

from mistakes and errors so they can be avoidederfuture and by other employees. Most
customer satisfaction surveys do not spend a laesburces on quality evaluations. The
evaluation is limited to pretesting, interviewemtwols and control of the data processing, at
best. Embedded experiments and evaluations of mgéed changes are uncommon. The
costs of bad data in a company can be high an@amns are therefore crucial even if that
means large short-time spending. Unfortunately siesyatic approach to quality control of
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data does not seem to be common in the customsefastibn survey field. One reason for
this can be that the Business Excellence modelsalaake the quality of the data into
consideration when assessing a business. The rmcest# the data is often enough to score
high on the parts regarding customer satisfacti@asurements. The models do not provide
any guidelines on how the data should be colleeted controlled. The massive use of
customer satisfaction surveys is a trend amongtinepanies but only limited value can be
derived from many of them. The high frequency afveys prevents thorough analysis and
use of the collected data and leaves no time f@ravements of the survey. Because the
comparability between time-points is diminishedhé surveys are altered, changes in the
survey methodology are costly for the companiestargt might prefer to stick with an old
strategy.

ISO has developed a standard 20252:2007 for madgebjon and social research (ISO,

2007). This international quality standard is deped as a tool to ensure that the data
collection is done in a consistent and verifiablanmer for these kinds of surveys. The

standard includes some international quality pples as transparency and consensus
between the involved parties. The standard conefstgidelines on many of the steps of a
data collection and presentation process. The netestate what documentation is needed
in each step to monitor the data collection proeegsto enable evaluation of the process.

4. Benchmarking Indexes

4.1 American Customer Satisfaction Index (ACSI)

American customer satisfaction index (ACSI) is arkefa based measurement for firms,
industries and national economies, according toé¢bet al. (1996). It is intended to measure
establishments’ quality and is used as an indidatoquality development. The index goal is
to measure quality of goods and services as experkby the customers in the U.S. ACSI
strives at comparing different sectors and com@am€SI is constructed using a model that
measures customer satisfaction as a latent variahleh is a version of a hybrid model. This
latent variable consists of different factors asdsupposed to be general enough to be
comparable between firms, sectors and even natibims.primary goal of the index is to
estimate customer loyalty which is a good indicatba firm’s success in a very changeable
market. ACSI is constructed using three parts; geed quality, perceived value and
customer expectations. Perceived quality is opmnatized in two parts; customization and
reliability. Customization measures the degreel@filbility against every unique customer.
Reliability measures the ability to accomplish slaevice promised to the customer. Perceived
value is operationalized using price information @erhaps more accurately, price relative to
guality. Customer expectations measure past expersefor the customers and also expected
experience in the future based on rumors and marfamation.

Fornell et al. (1996) state that ACSI is designedbé representative to the whole U.S.
economy. The index monitors seven economic secitms.sectors are divided into industry
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groups on the basis of their contributions to GIDReach industry group many representative
establishments are chosen on the basis of toted.sBhe largest company in every industry is
also chosen. For every chosen company approxim2&lycustomer interviews are done. The
sample is a national probability sample of housgfolCustomer expectations are measured
by guestions about the customer’s recollectionhaf ¢xpectation of the service or good
provided by the company in question. Three expectaheasurements are collected; overall
expectations, expectations regarding customizasiod expectations regarding reliability.
Three experience measurements are also collectestalb perceived quality, perceived
customization and perceived reliability. The overlstomer satisfaction is measured by
three other questions; overall rating of satistattithe degree to which the company met the
customers’ expectations and rating of the goodeovice in relation to the customer’s ideal
good or service in the given category, the thregstjons mentioned in chapter 3.2. There are
also questions about customer complaints and cestmyalty towards the company.

The index is constructed for every monitored conypamd takes a value between 0 and 100.
An example of the index results for different sestare shown in figure 15. The value is
supposed to be comparable between companies, aagaodFornell et al. (1996). An index
value for a company is best understood when cordpsreother companies in the same
industry or in comparison with an index numbertfe same company at a different point of
time. The index then shows how good the compaulpiisg in relation to its competitors and
how it has evolved. ACSI is also used as an indicat the state of the American economy
and its customers. It has been shown that the A€%I good indicator of a company’s
revenue according to Fornell et al. A high indexnber or a high growth of the index value
often is associated with a high return on investidiine index is also a good help for policy-
makers and managers, since they receive an indiocatwhat to improve which in the end is
good for the customers.
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Figure 15. The ACSI scores for the fourth quarte?@09. (ACSI, 2010)
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4.2 Svenskt kvalitetsindex (Swedish Quality Index)

Svenskt kvalitetsindex (SKI) is a system for monitg the satisfaction of customers and
users of the products and services provided by BWextganizations. An index is derived for
every sector based on the customer satisfactioardagy a number of companies in that
sector, according to SKI (2009a). The companiesagdnizations of a specified sector are
selected based on their market share. The companibsa substantial market share are
always among the selected companies. SKI measheesatisfaction regarding around 50
sectors each year. SKI is a part of the pan-Euromgganization Extended Performance
Satisfaction Index (EPSI)-rating and the same mdgleised. The model was developed in
Sweden and is based on a research program th&idsitarl 989 according to the SKI CEO.

An economic model concerning customer behavidhésbase for SKI. The model tries to
explain the level of customer satisfaction basedtloee areas, Quality, Satisfaction and
Performance according to SKI (2009b). A number atént variables describe these three
areas. The latent variables are divided into Ds\ard Results and can be found in figure 16.
The Drivers arémage, Customer Expectations, Perceived ProducliQu®erceived Service
Quality andPerceived Value In the modePerceived Product Qualitgnd Perceived Service
Quality are thought to determinPerceived Value The first Result variableCustomer
satisfactionis modeled to depend dPerceived Product Quality, Perceived Service Qualit
andPerceived ValueThe customer satisfaction then leadtagalty/Trust Financial Results
are believed to depend on customer loyalty and busare not part of the model. According
to the SKI CEO the link betwedroyalty/Trustand Financial Resultss empirically sound
and SKI is about to publish research that suppgbesiependence.
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Figure 16. The SKI and EPSI model. (EPSI, 2010)

Each latent variable is measured by a number o$toues, called manifest questions. For
each latent variable an index from 0 to 100 iswdated by using an analysis model based on
SEM with PLS. The method also provides estimateshefdependence between each the
Drivers and the Results. The customer satisfactiolex is measured by three questions
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previously mentioned, overall satisfaction, expeotes and how close the supplier is to an
ideal supplier. Theoyalty/Trustindex is also measured by three questions, wilisg to
recommend the supplier, how well the customer spabkut the supplier and if the customer
wants to use the same supplier again. The indesesc@nstructed only by these three
guestions but the weight of each question is detertnby the drivers according to the partial
least squared-method. The method can be considgnéel complicated and is a type of
hybrid-model, mentioned in chapter 4.7. The questiare answered on a scale from 1 to 10,
where 1 meanhlot satisfied at all/Do not agree at @hd 10 mean¥ery satisfied/Completely
agree.According to SKI an index difference to units bedwewo companies is statistically
significant on the 95 % significance level. SKI saers an index number above 75 as very
good and one between 60 and 75 as normal.

SKI (2009b) states that a general base questianr@nsists of about 10 background
guestions and 30 manifest questions and the ietesviare conducted via telephone. The
guestionnaires are altered a bit according to pleeiic issues regarding each sector. We have
studied an example of a SKI questionnaire. Ingisstionnaire the answering scales used are
10-point scales that range from, elNgot satisfied at alto Very satisfiedbr some other verbal
end points regarding the question at hand. The tigmesire starts with two screening
guestion and then continues with the overall satign question. The population is the whole
Swedish population between 18 and 79 years. A fagel samples are drawn from the
population each year according to the SKI CEO. &hesgye samples are used for a couple of
months for all surveys and smaller samples aretggldor each sector. To each member of
the sample a home telephone number and a cell piluaméer are registered if possible. The
frame construction is performed by an external camypand the data collection is done by at
least two other companies according to the SKI CH&@ frame coverage can be questioned
since not all Swedish citizens are listed and temesl properly with satisfying contact
information. Telephone numbers are often registemedomeone other than the user and it
can be very difficult to link a telephone numberatgpecific person. SKI states that they are
very involved in the interview process and monitoe quality of the data collection. The
respondents are interviewed by telephone and tigeviaw is supposed to take around 15
minutes. Each call regards only one sector. Whesmapled person is reached some screening
guestions determine if he or she belongs to thgetapopulation. The target population
consists of customers to the specific company otosehat the telephone interview is all
about. The goal is to reach active customers ofstiexific company but the definitions of
what constitutes an active customer is somewhérdiit in different sectors. Especially the
reference period can change between different isecemarding on what type of good or
service the sector provides. At most 20 call-baksused for each respondent according to
the CEO. If a person is not reached after thedebeaks he or she is substituted. The SKI
CEO states that they have a high response raten@i0-80 per cent. The persons that refuse
to participate are considered nonresponse anduasgitsited to reach the quota. SKI does not
take the nonrespondents into consideration in Hieutations or in the precision estimates
according to its CEO. This can create problems witle generazibility since the
nonrespondents and the persons that cannot beeceacight differ from the respondents.
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Some groups are easier to reach since they arkalaleaihrough telephone and other groups
are harder to reach. One example is that youngsopg might change telephone numbers
more often than older people and are thereforeenaa contact. These two groups might
differ in satisfaction attitudes which lead to l@dsstimates.

The results for major companies in each sectompaesented separately. In order for these
results to be sound precision goals must be reaauoedrding to the SKI CEO. To reach the
precision goal at least 250 customers of each coynpaust be reached. Often more than 250
customers are surveyed and some companies alsoteamésults presented on a regional
level which creates the need for a larger samplee $urveyed companies and other
stakeholders can subscribe to the results and ttessdts are more detailed than what is
officially published. These subscriptions contaime tseparate results for all surveyed
companies in that sector which gives the compaaies of information on their competitors.
The results contain information on each driver & it influences the satisfaction index
according to the model. The companies can use tlessdts to what is most beneficial to
improve the satisfaction. According to the SKI CE@re and more companies during the
years have chosen to work with the results in th# but the results are also used in
advertisement and ranking.
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5. The Use of Customer Satisfaction Surveys in Selected
Swedish Organizations

5.1 The Choice of Organizations

Our initial goal was to study organizations thavéna high quality trademark. We tried to
choose organizations that we believed had relgtivedmplex customer satisfaction
measurements. A large customer base was also ot @friteria. In the selection process
organizations with well-known customer satisfactsnmveys were also included. The study is
limited to organizations with at least a part of tirganization located in the Stockholm area
for logistic reasons but this has not been a litmitasince most large Swedish companies
have a Stockholm office. The selection also inatudeme of the winners of the Swedish
Institute for Quality (SIQ) - awar®&wedish Qualityduring 2008-2009. These organizations
were not located in Stockholm and were thereforgamied by telephone and e-mail. Most of
the organizations contacted were willing to paptte in our study. Two companies declined.
One large retail company declined because of tgaees and that they were in the middle of
restructuring their customer satisfaction measurdésnelrhe other company that deals with
insurances discontinued our correspondence afeinttial contact. Some companies studied
stressed that they would like to be anonymousigtttesis. They asked us not to publish their
satisfaction concepts or questionnaires and we Aav@mmodated their request.

SIQ is a member of EFQM National Partner Organra(NPO) and is a national institute
that works towards continuous improvement with aewiperspective on all kinds of
organizations. SIQ (2009b) states that the awalthsed on a point system according to the
SIQ model for Customer Oriented Business. The mbdsl seven main criteria that each
consists of a number of subcriteria and is simitarthe Malcolm Baldrige model. A
systematic approach with continuous improvementsvierded by the model. The model can
give a total of 1000 points and a score betweendtD400 points is considered good. The
seventh main criterion is customer satisfaction anevorth 300 of the 1000 points. The
measurement process of customer satisfaction igshw6® of these 300 points. The
organizations apply for the award and the parttappain the evaluation process is associated
with a fee.

5.2 Questions and the Interview Process

We developed a standardized questionnaire fohaliriterviews. The questions are found in
Appendix 1. Before every interview materials frohme tselected organizations had been
studied when possible. In most interviews the redpat talked freely about the customer
satisfaction measurements in the organization amdptementary questions were used to
cover all the questions in the standardized queséime. The interviews were taped for

recollection purposes and to minimize misunderstegsd The interviews dealt with subjects

such as the purposes of the customer satisfactimeys and how important the companies
deem the surveys. The interviews also covered $anich as which data collections they used
and how the data was analyzed. All meetings hakentplace in the headquarters of each
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organization. In several cases complementary nahtieais been sent to us after the meeting.
In some cases we have sent complementary questidhe organizations. In the cases with
international organizations Swedish representathaase been interviewed. They are not the
designers of the surveys but are responsible ®6thiedish market.

5.3 Case Study Results

5.3.1 Statistics Sweden
The Customer Satisfaction Surveys provided by Statistics Sweden

Statistics Sweden conducts customer satisfactiorvegst on behalf of the Swedish
municipalities and other organizations. The surveleal with the services that the
municipalities and organizations provide to thézeis, for example health care and elderly
care. Statistics Sweden also does employee sditisfagurveys. The frames are provided by
the municipalities with contact information and t&tics Sweden usually does not make any
big changes to the frame. The frames are oftentearied using a combination of different
registers or lists. The frames can sometimes be quoor. Sometimes the client does the
sampling and in those cases Statistics Sweden atenifr the sampling has been done
correctly. The mode is more and more often webestgvin the cases where the contact
information includes e-mail addresses the samptomgacted by e-mail only. If the contact
information only includes addresses the sampleashed by mail with login to an online-
survey. In other cases mail surveys are used. Mefep surveys are considered to be too
expensive. Reminders are sent with the same modieagnitial survey and telephone
reminders are rare. The responsible departmenttaisi®s Sweden has not noted any
difference in response rates between web and maiegs. Generally the response rates are
decreasing for all modes, but this unfortunatelpli@g for must surveys in society. The
customer satisfaction survey in the municipalitiéféen concern small populations and
therefore censuses are often done.

The response rates vary a lot and are usually leetw6 and 70 per cent. Surveys directed to
companies in their roles as customers of a murligypasually have a low response rate,

since the surveys are not mandatory. The nonrespengenerally treated as missing

completely at random and the respondents are usHteicalculations as the whole sample.
Item nonresponse imputation is used if the respatsdeave answered three final questions.

The questionnaires are developed from a standastiQunnaire and the clients can customize
the questionnaire to their individual needs. Thents can use the standard questionnaire to a
reasonable cost, but almost all clients chooseustomize it. The questionnaire consists of
background questions and a number of questionsatieatised to derive latent factors. The
guestionnaires have the three final questions atpeerall satisfaction, how the service meets
the customer’s expectations and how close the g to an ideal service. These three
guestions are used to calculate an initial custasaéisfaction index ranging from 0 to 100.
The next step is to calculate the different effexftevery factor on the customer satisfaction
index using SEM with PLS. The modeling is only dahehe there are more than 100
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responses. The model values are used to constindtypmatrices that show the impact of

every factor on the customer satisfaction indextdéta with low index and high effects are

considered worth prioritizing to improve the ovérmldex. The representatives from the

department are aware that the question order daremte the responses. The three overall
guestions are placed at the end of the questiaaan the factors mentioned influence what
the respondents consider when they formulate tpivions on overall satisfaction.

Most questions are answered on a scale from 1 tdnlBome scales 1 meahmt at all
satisfiedand 10 mean¥ery satisfiedand in otherdNot good at allandGood, to the highest
degree Other labels are also used.n&d opinionalternative is included in each question.
Cognitive studies, done by Statistics Sweden, Isésvn that the respondents consider five
or less as a bad grade and six and seven meafiegatiSight or more are considered to
indicate very satisfied. The standard questionnaiméd any considerable changes in the
guestionnaire are tested by the cognitive lab ais$ics Sweden.

The clients who buy their customer satisfactioneimdrom Statistics Sweden use the
outcomes in different ways. Some only look at taex but more advanced users look at the
priority matrices. Many tables are provided to tients and they can also request the raw
data material but this is slightly more complicateetause of the confidentiality concerns.
The department says that their clients seem saisfiith their products. In those cases a
customer satisfaction index is produced for the esamunicipality during several years the
index is usually quite robust. Not many studies endbeen conducted regarding the
improvements a municipality makes due to the pyormatrices. The department
representatives brought up the question whetheir thmdel really measures “true”
satisfaction or if such a thing even exists. Theyaware that it is nearly impossible to create
a model that catches the “true” satisfaction valnd that this model is an indicator of the
customer satisfaction. They believe that most tdiesre aware that the index might not
measure “true” satisfaction. The complexity of thedel is probably too hard for most clients
to understand and they have to trust that it meastire satisfaction of their customers in
some way. It is also important to remember thattieasurement is cross-sectional and that it
is only worth something in comparison with otherasigrements.

The Customer Satisfaction M easurements among the Clients of Statistics Sweden

Statistics Sweden also conducts surveys amongdteircustomers regarding the satisfaction
with the services of Statistics Sweden. The managénfor customer satisfaction index
among paying customers and extensive users ofstitatiSweden says that customer
satisfaction is very important in their quality ned&l The agency has recently begun to work
with the EFQM-model and the customer satisfactsoa big part of that.

According to the business description of StatisBegeden, which was prepared in the line
with the EFQM-model, the organization does threerusriented surveys. These are a
customer satisfaction index callédKl, the Agency Imageand theDelivery survey.The
Agency Imagés a study among the citizens of Sweden about theivs of Statistics Sweden.
The Delivery Surveys a survey distributed to all the customers tlaatehpurchased a service
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from Statistics Sweden at a cost of more than ID$BK. TheDelivery Surveyis the tool
Statistics Sweden uses for continuing evaluatiomtsotervices. Every department uses the
results to follow up specific cases and problemsgjavicomplaints can be followed-up by
telephone calls to the customer. Both Mi€l and theAgency Imageare done every other
year. TheAgency Imagéas a sample of 2000 citizens and the responsevestel7 per cent
in 2008. The questions are about the citizens’ iops about Statistics Sweden and their
knowledge about what the organization does.

The target population in tH¢KI consists of two groups, paying customers and begsusuch

as government institutions. Statistics Sweden akswes other official statistics agencies
within Sweden’s decentralized system for offici@tistics (the so called SAM-agencies). The
frame population has changed during the years.gdoidem is that the paying customers are
not always the bulk of users and consumers of tiésscs. Statistics Sweden would like to
reach the users to a larger extent. Another probkerthat different people in the same
organization use the statistics in different wapsit only one answers the customer
satisfaction questionnaire. Management has trigguiton some extra effort to reach the most
suitable person and user of the statistics witlmroaganization and will work on this issue
even more in the future. In the beginning the npirpose oNKI was to study the opinions
of the largest customers and to get input on wbathtange in the statistics delivery. The
survey is nowadays part of a greater quality imprognt effort. Knowledge about
improvements is also a big focus and as well aspemisons with other governmental
organizations. The index can be compared to otatral governments if they have measured
the customer satisfaction in a similar way. Sta@$tagencies in other countries measure
customer satisfaction using different methods amgeaningful comparison cannot be done.
The sample is reached by e-mail and the questimmmaweb based. Statistics Sweden has a
liaison at every large organization which is a oosgr or user and the questionnaire is sent to
the liaison. The survey is voluntary. Several redens are sent by e-mail to the sample units
that do not respond and a telephone reminder id unsthe last week of the survey period.
The survey manager would like to change this proeetb only one reminder by e-mail and
one telephone reminder to raise the response mdtdecrease the respondent burden.

The questionnaire in thRKI has been used for several years but has been dpaldtwv
times. The questionnaire will most likely be chashder the next year and a few less useful
guestions will be removed. The survey manager is aoonpletely satisfied with all the
guestions as they are formulated today. One unsagcesjuestion is what kind of statistics
product the customer has been using. The custoamesedldom answer this question correctly
and Statistics Sweden already knows the answes. gurestion may have led to nonresponse
in the past and is probably among those that vellrdmoved. The original questions have
been reviewed by the cognitive lab at Statisticsee@®n but not after the updates. The
guestions inrhe Delivery Survelgave been evaluated more recently.

The customer satisfaction index in tR&I is computed via several steps in a similar way as
the service provided to other organizations memtibin the previous section. An initial
customer satisfaction index is based on the thoegpeehensive questions about the customer
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satisfaction with Statistics Sweden. The three tijoies are overall satisfaction, how Statistics
Sweden met the expectations and how close Stafistieden is to an ideal producer of
statistics. The other questions are used to deatent factors about the properties of the
quality of the statistics that Statistics Swedelivdes. Structural equation modeling with PLS
is used to see how the different factors affectahgtomer satisfaction index and to assess
how the three comprehensive questions affect texinThese dimensions are used to see
what properties are most important to increaseirdex. The final customer satisfaction
index is a result of both the initial index and taetor and their effects. The results are
compiled in priority matrices and diagrams and ¢hase the most important outputs of the
survey. The index itself is not considered very am@nt. The latent factors areformation,
Presentation, Usefulness, Treatment, Competencdicieity, Professionalismand
Punctuality An index for each factor is also calculated. Eguakstion is answered on a 10-
point scale between 1 and 10.0%0 not know/Does not applyption is available on each
guestion. The verbal labels for each scale aretaddp the question structure. The following
example in figure 18 illustrates the most commaaesi the questionnaire. Another example
is the overall satisfaction question, seen in #gli®. The overall customer satisfaction index
from 2008 was estimated to 74 on an index of tpthll0. The highest score on a focus area
was 86 in the arereatment The lowest score was 65 in the aReasentatior(SCB, 2008).

Don’t

Grade the following aspects: Lowest grade Highest grade ",
° L How

1 2 3 4 5 6 7 8 9 10 0

o The plainness of the tender ... oo O

Figure 17. The question originates from the NKI asé part of an area regarding the businesslikennex at
Statistics Sweden. (Eurostat, 2003)

Not at all Very Don’t
satisfied satisfied  fnow
1 2 3 4 5 6 7 8 9 10 0
o How pleased are you with SCB in total?.................... 000000 o

Figure 18. This is the overall satisfaction questiipom the customer satisfaction index, the NKur{Stat,
2003)

The questionnaire consists of 15 questions withougx subquestions for each main question.
The manager of the survey is not completely satisfivith the NKI. The biggest issue
according to the management is the low responseitatas 43 per cent in 2008. Some major
organizations were among the nonrespondents. Sepavmpilations for different customer
groups are impossible because of the low respatse The survey for 2008 could not be
used for inference to the whole population dud&low response rate. The population size in
2008 was around 4000 customers and users andrtipessize was around 1300. The survey
manager suggests that a smaller sample might le insthe future and the survey may
benefit from changing to a telephone-based survey.
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The Delivery Surveysed to have 10-point scales but the answeririgssbave been changed
to seven-point scales. The reasons were that #lesswere seen as too detailed and that the
respondents could not report their opinions thatigely. TheNKI could also benefit from
changes in the answering scales.

The results are presented for the head of eachrtdegra at Statistics Sweden and are also
published in the annual report of Statistics Sweddre Delivery Surveyis also used in the
annual evaluation. The manager of the survey didstade that the results of the Customer
Satisfaction Index are actually used in a contirsuquality improvement effort today. The
survey is used indirectly in the quality improvermmenocess. The use of the EFQM-model
will hopefully lead to a more standardized quaiityrovement according to the manager. He
cannot state that the customer satisfaction hagased as a result of improvements made
because of survey results.

5.3.2. A Swedish University

A Swedish university has conducted two studensfatiion surveys, one in 2003 and one in
2007. The purpose of the surveys was to measurehmwatudents experienced their situation
at the university. In the 2007 survey the questalse dealt with how the students ranked the
guestions’ importance. The planning section at uheversity claimed that the university
thinks that measurements of the student satisfa@re very important. The university also
conducts surveys among alumni. The department$aantties also survey their own students
using satisfaction questions. The survey conducte2D03 was done by a market research
agency and the 2007 survey was done by an alumnhsawbackground in statistics. The
2007 survey was based on the 2003 survey to soteateXhe question areas were discussed
and decided by the quality council at the univgrsithe council consists of representatives
from the departments, the faculties and the stgdent

The questionnaire was not tested in a formal @tatdy. It consisted of 51 questions, each
with up to 12 subquestions. The questionnaire ljotabnsisted of 120 questions and
subquestions. Each question area was concludedavgjtiestion about the overall satisfaction
with that area. Some areas were, for exantpke,structure of the courses, teachers, course
literature, examination work environmentand studentinfluence. The response categories
were the same for almost all satisfaction questighss-point scale ranging fronvery
Satisfiedto Very Dissatisfiedvas used with no numerical labelgvery satisfaction question
was followed by a question about the importancthefissue. These questions were answered
in a 3-point scale ranging frodMery Importantto Less Importantas seen in figure 20. The
importance scale is unbalanced and an alternatightrbe to havéNot Importantinstead of
Less important.
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Tosum up, how satisfied or dissatisfied are you with the structure of the coursesduringthe spring

semester of 2007?
Satisfaction: VerySatisfied [ O OO O O  VeryDissatisfied Don’tknow [J
Importance: Verylmportant [ [ [ Less Important

Figure 19. The question originates from the student satisfactsurvey of 2007. The importance scale is
unbalanced and an alternative would be to have INgortant instead of Less Important. The satistactscale
is however balanced but is neither verbally nor etoally labeled apart from the end points.

The survey was done with mail questionnaires anglseat to a sample of 2000 students. The
frame was all students listed during the autumnes¢en 2006 and the spring semester 2007.
A stratified sample was drawn based on faculty.Str@ly one mail reminder was used. The
response rate was 37 per cent which was considguéd low by the researchers. The
researchers stated that it is difficult to genegathe results to the whole population due to the
low response rate. The results from 2007 and 208 wuite similar and therefore the 2007
results were considered representative even ifahgonse rate was low. A simple analysis of
the nonresponse was made but no calibration ortetipn method was used.

The results of the student satisfaction survey 2@@ve compiled mostly with bar charts
showing the satisfaction and the importance. Stheemiddle points in the scales were not
labeled in the questionnaire the researcher hagaared them aBairly Satisfied, Neither
Satisfied nor Dissatisfiednd Fairly Dissatisfiedduring the analysis process. This procedure
IS not correct since it interprets the opinionsaiway that the respondents are not aware of.
No index or other overall measurement was calcdlafEhe importance ratings were
considered in the evaluation of the results and deeision-makers thought that the
importance ratings raised the usability of the syrvlhe results of the survey were intended
to be used in the decision-making and in the plagprocess. It has however not led to any
decisions on a central level. An example of a tesam the survey was that 47 per cent of
the respondents were dissatisfied with the consteicesponse given by teachers after an
examination. 21 per cent were satisfied. The cpmegding importance of this question was
that 60 per cent of the respondents thought thatag very important. This is only one
example of an area where there was room for impneve. Another example is a question
about the quality of the air/temperature in thecl@ag facilities. The dissatisfaction rate on
this question was 40 per cent and the satisfactte was 29 per cent. 72 per cent of the
respondents regarded this question very important.

The result of the study was presented to the fiesuétnd the departments and they could use
the results in their decision-making as they sawTie student satisfaction is intended to be
monitored again but the university has not yetasdate. The surveys are not conducted on a
regular basis.
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5.3.3. The Swedish Tax Agency

The measurements at the Swedish Tax Agency atteabiit different than other satisfaction
measurements. The Tax Agency does not have customes proper sense but it must
measure the satisfaction of their users. All citzeand companies are users of the Tax
Agency but some have a more extensive contact.TalkeAgency provides services and the
satisfaction of those services can be measuredredéional way. The agency also needs to
measure the trust of the citizens and companiegshwtan be more complicated. A high
satisfaction with service and trust is part of thgectives of the Swedish Tax Agency.
Another objective is to get the tax payers to pegrttaxes correctly.

Since 1996 the Swedish Tax Agency has conductedl apong the citizens every other year
and among the companies every other year. Theptabtwas conducted in 2007 and the
system is now under reconstruction. The survey$ lval conducted less often and other
smaller surveys will be conducted more frequenigme of the reasons for this change,
according to the Tax Agency, are that the surveg®apensive and that the situation does not
change a lot between the measurements. These seasenconvincing and should be
considered in more customer satisfaction survayshe future both citizens and companies
will be surveyed in the same year. The objective ido the next extensive study in 2011. The
poll directed to the citizens has dealt with questiabout the respondents’ opinions on the
Tax Agency and the Swedish tax system. The policbasisted of two different surveys, one
called theCitizen Surveyr theCompany Survegnd the other one called tRegion Survey
(for both the citizens and the companies). Region Surveybhavestudied the opinion of
citizens and the companies about the Tax Agendyiktyato perform its mission. In the
future theRegion Surveywill be replaced by one telephone survey calledUker Survey.
The Citizen Survetudies the opinions of the citizens and @@mpany Survegtudies the
opinions ofthe companies about the tax system, tax evasiohendontrol of tax payments.
The survey tools were developed together with twarket research agencies. One of the
agencies was responsible for the data collectiahsaanning. Since 2005 the data analysis is
conducted by the Swedish Tax Agency. Earlier thalyesis was done by the other market
research agency. After 2005 the data collecti@moislucted by one mode only. Before 2005 a
mix of telephone interviews and mail questionnawes used. The mode effect was however
large and a decision to do only mail questionnaias taken. The telephone mode produced
more positive answers. The respondents felt mdwetent to criticize the tax authorities
when they spoke to an interviewer than when theyvared the questions on paper.

The Public Opinion Polls

In the most recenRegion Survepy Skatteverket (2007among the citizengzonducted in
2006, a simple randorsample of 5000 persons between the ages 18 to $4used. The
frame for both thé&region Surveydirected to the Swedish citizens ahe Citizen Surveyvas
the Swedish person and address register (SPAROvdaimprises every person registered in
Sweden.The simple random sample in titizen Survey2006 consisted of 3000 persons
between the ages of 18 to 74. In both@izen Survey 200By Skatteverket (2007i@nd the
Region Survey 200@ail surveys were done. In ti@tizen Surveywo mail reminders were
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sent out, and then a telephone reminder was ugetkfhone numbers were available. If not,
a third mail reminder was sent out. In fRegion Survey 20060 mail reminders were used.
One of the purposes of ti@@tizen Surveyndthe Region Surve2006was to gain knowledge
about how the Swedish population viewed the Swethghsystem and the Swedish Tax
Agency and how the views had changed over time t#@rgourpose was to gain knowledge
about the opinions of the Swedish population reiggrtbx evasion, and the services of the
Swedish Tax Agency. The results were intended tosieel both as feedback and as a basis for
future developments. The questionnaire of @igzen Surveyonsisted of attitude questions
and most of them were formulated as positive statésnfor the respondents to consider.
Most of the questions could be answered with a iBtpgcale that ranged from 1 to 5. 1
equaledDo not agree at aland 5 equale@ompletely agreeThe questionnaire also included
guestions about the attitudes towards the Swedigoré&ement Authority. Both sections
ended with question about the overall trust intthe authorities.

The questionnaire of th&egion Surveyby Skatteverket (2007a) consisted of attitude
guestions regarding the service of the Swedish Agency. Ten quality dimensions were
covered in the questionnaireaccessibility, efficiency, client treatment, exsert
communication, control, justice, work system, trastl attitudes of officials The questions
were worded as positive statements for the respasde consider, an example is provided in
figure 21. Most of the questions could be answew#ti a similar scale as in th€itizen
Surveyby Skatteverket (2007b). The last question wasiatih@ perception of the officials of
the Swedish Tax Agencyhe respondent was presented with three claimsaasdasked to
grade how accurate each claim is on an eleven-goale that ranges from 0 to 10, where 0
equalsDo not agree at aland 10 equal€ompletely agree

Do notagree Completely
atall agree No
1 2 3 4 5 opinion
Thestaffis nice and helpful ..ooocee oo eeeeemene e L O L L]

Figure 20. An example from the Region Survey 06208e question is a positively worded statementhie
respondent to consider. (Skatteverket 2007a)

The results are computed by a Generalized Regre§SIBEG-) estimator to compensate for
the nonresponse. The GREG-estimator used the ayxilariables gender and age category.
Proportions and means were calculated for eachtiquneand presented in diagrams and tables
with a margin of error. This method is quite sofibe&ged and not common in Swedish
customer satisfaction surveys.
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The Company Opinion Polls

During 2007 there were two polls directed to thepanies in Sweden. One was tRegion
Survey 200Dy Skatteverket (2008b) and the other wasGbenpany Survelyy Skatteverket
(2008a). They were both conducted with mail survélyse frame for both th€ompany
Surveyand theRegion Surveyas the Business register of Statistics Swedem. Rédgion
Surveywas intended to measure the opinions of the Swezhshpanies regarding service,
control, knowledge, work system and the percepbbrihe officials at the Swedish Tax
Agency In the questionnaire 11 areas of quality was @efhey weraccessibility, client
treatment, efficiency, expertise, communicatiofgrimation, control, justice, work system,
trust and officials' attitudesThe sample in th&®egion Survey 2003onsisted of 5000 active
companies with a branch code. The response raté &®86 40 per cent. Two mail reminders
were sent out. The companies were stratified aftenber of employees. Accounting firms
were put in a separate stratum. The nonresponseamagensated by calibration. Proportions
and means were calculated for each question arsemqed in diagrams and tables with a
margin of error. In th&kegion Survey 200%e results among 1491 respondents gave a mean
of 4.03 on the question regarding the friendlinetshe staff. The question was answered
using a 5-point scale that ranged from 1 to 5, wherequaledo not agree at alland 5
equaledCompletely agreeThe margin of error was 0.06.

The questionnaire in thRegion Survey 200done by Skatteverket (2008b) consisted of 21
blocks of questions. Six of these concerned backgtwariables, four were about the extent
of contact the company had with the Tax Agency #ral rest were questions about the
perceived service from the Tax Agency. The questisare worded as positive statements for
the respondents to consider. Most of the questiere answered using a similar scale as in
the public opinion polls. The last question was whibe perception of the officials of the
Swedish Tax AgencyThe respondents were presented with three stateraad were asked
to grade how accurate each claim was on an 11-poaié that ranged from O to 10, where O
equaleddo not agree at aland 10 equale@ompletely agree

The Company Survebhy Skatteverket (2008ayas intended to measure the views of the
companies regarding the tax system, tax evasiortiaandontrol. The sample in tl@ompany
Surveyof 2007 was a stratified random sample of 301@va@aatompanies. The companies
were stratified after number of employees. Accoumfirms were put in a separate stratum.
The response rate 2007 was 55 per cent. Two maiinders were sent out, and then a
telephone reminder was used if telephone numberg \aeailable. If not, a third mail
reminder was sent out. In the earlier editionshef@ompany Surveyo telephone reminders
were used which led to a lower response rate opdOcent. The mean estimation was
conducted as in thRegion SurveyProportions and means were calculated for eachtigue
and presented in diagrams and tables with a mawgierror. The questionnaire of the
Company Surveyonsisted of 20 questions. The same answeringgsdal the attitude
guestions were used asthe Region Surveylhe questionnaire also included questions about
the attitudes towards the Swedish Enforcement AiithoBoth sections ended with a
guestion about the overall trust in the two autiesi TheCompany Surveyas the only one
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of the four surveys that had an open question whespondents could provide further
comments or opinions.

Surveys since 2008

OneUser Surveyhas been dondhe target population in this survey comprisescaitens
and companies that have been in contact with thed®W Tax Agency during the last year.
The survey was and will be conducted by telephaneniable the screening process of the
individuals that have not been in contact with 8veedish Tax Agencylax declaration alone
does not qualify as having been in contact. Onetiteinom measuring the satisfaction of the
citizens and the companies in the same year isttisa¢asier to make comparisons.

In 2008 a survey called ti&ontrol Surveywas conducted. The population of this survey was
companies and citizens that had gotten a positiveegative revision of their tax payment.
The purpose of the survey was to study how the truthe Swedish Tax Agency changed
because of the decision. The mode was telephdeeiewing. The population was stratified
and one stratum was private persons and the otezes stratified by organization type. The
sample consisted of 1000 units from each stratune fesponse rate was 43 per cent but
differed somewhat over the different strata. If thest had changed the person could answer
an open-ended question on the reason for that.rd$mondent also got a few statements to
consider. The statements concerned different kiodslient treatment. The correlation
between the statements and the trust change waslated. There are no plans to do this
survey regularly.

The Swedish Tax Agencpok part in an omnibus survey, in 2009, condudigdh market
research agency. The agency regularly conductsrambas survey by telephone among all
people in Sweden over the age of 14. The sampleS@@scitizens and 250 self-employed.
The frame was the Swedish Phone-book. One numbegrselacted randomly and then the
numbers 1 to 9 were added to this number. In tlig unlisted phone numbers were included.
Only one of these ten numbers was used. Substituticere used to some extent. If no
member of a household was available after four-lwatks the telephone number was
substituted. When a telephone number was reacloeinguter program randomly selected
which person in the household that should be irgemed. If this person was unavailable
another person in the same household was seleatetbmly. In this way 750 units were
collected. A person could not be included in bdta titizen group and the self-employed
group. The sample was stratified by region. PastiBtation was done on the variables size
of household, sex, age and occupation. The madsstarch agency employing this survey
believes that the post stratification neutralizes substitution effect to some extent. This
belief is correct if the post-stratification is doan variables that correlated to the willingness
to respond and they probably do. Some nonresporagsis was made. The market research
agency stated that the results only representttitiesl material. In the omnibus survey the
Swedish Tax Agency asked questions about the dgsttowards them regarding information,
simplicity to declare taxes, client treatment atidwuales towards tax evasion and the controls
that the Tax Agency conducts. The questions wemaudtated by the Tax Agency and based
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on the questions from tHeegion Survegnd theCitizen Survey.The questions were positive
statements that could be answered using a scalelfrtm 5, where 5 meanto@pletely agree
and 1 meanDo not agree at all.The alternativeNo opinionwas also available.The
guestions were practically identical for citizemslaself-employed persons. The Swedish Tax
Agency plans to participate in an omnibus surveyhef kind every year to get continuous
measurements. Until then these results cannot ivpa@d to earlier measurements. Another
survey, Trust andParticipation, was done in 2009. The survey studied the reasom$ak
evasion and the trust in the Swedish Tax Agency.

The most extensive contact that the people in Swedge with the Tax Agency is nowadays
by a telephone service. This service provides arsw¥eequestions about tax payments and
other issues. A sample of the calls to the teleptsmmvice is selected and the callers are asked
to participate in a short telephone survey direetfer they have been in contact with the
service. If they are willing to participate, andntiewer calls back and asks them three
guestions about the client treatment, waiting temd satisfaction with the answer provided.
This is the most direct way to measure the satisfamf the clients of the Swedish Tax
Agency.

The need for sensitive questions in the surveyaadee evident at the Tax Agency than at a
regular company. The questionnaires bring up guestabout tax evasion that can be very
sensitive. The researchers of the Tax Agency hawsidered the difficulty in measuring
these types of variables and that it can be hagktdruthful answers. One way is to place
these kinds of questions at the end of the quesdior. Another problem that the Tax Agency
deals with is that many people do not have any kedge about the work in, for example, tax
control and therefore do not have any opinionstanratter. The surveys produce a large
amount ofDon’t knowsand neutral responses. The researchers expressmmern about
how to present results like this. One alternatigald be to change the answering scales but
the Tax Agency considers the comparability overyiars very important.

The satisfaction measurements of the Swedish Tané&gcurrently are undergoing a change
and the kind of measurements that are going todeel in the future is not decided. The
analysis procedures have been developed at theAgiancy and to be able to use these
methods in the future the documentation must bid sold the risk is that only a few persons
know the procedures.

The Use of the Survey Results

The survey results are used to measure how welbtedish Tax Agency has met its goals
regarding client treatment and trust. These gaald¢abe found in the Mission Statement and
evaluated in the Annual Rapport. The results ase sént to the local offices and presented to
responsible leaders. The Swedish Tax Agency wasclestralized a couple of years ago and
during that time the results could be used moreth®y regional offices for improvement
processes. Some of the regional offices were vegrested in measuring the satisfaction of
their users and to be able to look at every regeny large samples were used. The response
burden was considered too large and the samplevsigelecreased. The possibility to look at
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the satisfaction for each office is no longer afalé and no longer relevant since most
contacts with the users are made via the centdchtizlephone service. Another reason not to
measure the satisfaction on a regional level isrttany of the local offices have been merged
to a combined office for the Tax Agency and anotf@rernment agendyorsakringskassan.
External sources are also used in the evaluatiooegs. The Swedish Tax Agency takes the
results from SKI in consideration when they evadutiteir progress.They also use self-
measured processing times to evaluate the effigiand client treatment.

5.3.4. An International Hotel Chain

This international hotel chain has one main headgqu#hat is located outside of Sweden.
Each individual country has its own headquarteerihotel is self-managed and has to reach
a minimum standard to be a part of the hotel chéime quality of each hotel in Sweden is
monitored by the Swedish headquarter.

The hotels have a standardized customer experigracegement system online where all
customers are asked to give their opinions on tls¢lly at one specific hotel. The
guestionnaire is initially the same for all couesribut translated. The questionnaire was
developed by a market research agency and has umssh by the hotel chain in other
countries for some time. It is fairly new in Swederd only recently has it become mandatory
for all the hotels in the chain to use it. Earlely the guests that made their reservations
through the official reservation channels were dskefill in the questionnaire. They were
invited by e-mail and such invitations are stilledsfor this group of customers. As a
minimum, the information about the web questiormaitust be given to the guests in the
guest information according to demands from therimtional headquarter. The hotels can,
however, choose to promote the survey more extelysiuntil now the response rate for the
Swedish hotels has been very low, nearly nonexjsiin some hotels. The U.S. and other
countries have a much higher response rate. Thed tlzdin hopes that the response rate will
rise due to the new policy of mandatory promotibthe survey in Sweden. All customers are
asked to answer the web survey and no samplingng,dwhich in practice makes this a
survey with a self-selected sample. All guestsimated by e-mail are asked to use the same
link to the web page, which means that there isvag to see who filled in the questionnaire
if the respondent does not provide information altbat. This means that the respondent can
fill in the form multiple times. The system remeend IP-addresses for 90 days which makes
it difficult to fill in the form multiple times fran the same computer. In the system an
opportunity to delete fake responses or multipkposses about the same reservation exists.
The responsibility to delete false responses Irethe individual hotels but they must contact
the research agency to do so. The lack of a pregrapling method and the low response rate
makes it improper to use this survey for inferenidee quality manager states that when 75
responses are collected for a hotel the resultsbeacompiled and used to gain knowledge
about that individual hotel. We believe that sitloe sample is self-selected no generalization
to the whole population (all the reservations oegjlon the individual hotel) can be done. In
practice, the system merely collects feedback angptaints.
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In the web questionnaire the guests are asked seeanquestions about their stay and the
service provided. They are asked to state at whithl they stayed and when. They are also
asked to provide full name and e-mail address.hEaglquarter encourages each hotel to react
to every questionnaire that is sent in. If a glast given negative feedback the specific hotel
has to contact that guest. If the hotel does nibavioup bad critics it can lead to exclusion
from the hotel chain but a first step is that tiséehis excluded from the official reservation
channels. The system automatically compiles tha o graphs and means. The hotels can
also study the statistics for a given time period.example to see if changes have resulted in
improvements. Each hotel is supposed to use the idatheir own quality improvement
process but this process is not standardized. €hdduarter uses the results to evaluate each
hotel and to monitor if the hotels damage the hiatieél. One important question is if the
qguest will recommend the hotel chain to othersa Bpecific hotel gets a bad score on this
guestion a warning is sent to the hotel and theyeh® deal with this complaint. The
willingness to recommend the hotel is very impartemthe brand of the hotel chain. The
chain cannot risk having individual hotels that puomise the brand name; therefore this
warning method is functional. The survey can alsoused for positive feedback to the
employees. In the questionnaire the guest haspgpertunity to name a specific staff member
at the hotel who has been especially helpful. Tystesn enables comparisons between
different hotels in a country and between countriBse quality manager points out that
comparisons between countries can be risky sindtereit cultures often interpret
guestionnaires differently and that some culturaseha tendency to answer with more
extreme values. The hotel chain is interested imparisons between hotels in different
countries but acknowledge the difficulties.

The questionnaire consists of approximately 40 tes about the stay at the hotel, which
can be considered as quite extensive. The quesii@nbhegins with some overall questions
about the visit, the service and the quality of klméel. The questionnaire has some open-
ended questions. The question areas are, for egaoguhfort, service at arrival, service at
departureand cleanliness at the hoteMost of the questions are answered using a 1iOpoi
scale with the alternativesxtremely Satisfied, Satisfied, Neutral, Dissasand Extremely
Dissatisfied This means that each alternative has two scaldspas seen in figure 22. This
scale is quite uncommon and hard to interpretHerrespondents. Aot applicableoption is
also provided. Every question is equally importenthe summary. The questionnaire ends
with some background questions. The guest is askadswer the questionnaire within seven
days after his or her stay. One reminder is sentlbone person has made the reservations
for his or her whole family only one e-mail invita is sent out. The hotel has no respondent
rule concerning if every guest or a representatifvevery reservation should be invited to
participate.
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How satisfied were you with HOTEL STAFF/SERVICE?

Extremely Extremely
Satisfied Satisfied Meither Dissatisfied Dissatisfied MN/A

8

Quality of HOTEL STAFF/SERVICE overall

Helpfulness of front desk staff

Friendliness of hotel staff

Knowledge/efficiency of staff

Staff responsive to requests

Professional appearance of staff

Helpfulness of housekeeping staff

Figure 21. This is an example from the web questge used by the hotel chain. The questions aeglapping
and it can be hard for the respondents to sepatfaefront desk staff from the hotel staff et cetd@itze scale is
unconventional with two numbers for each verbaklab

The hotel chain offers bonus points to loyal cusimsrif they answer the questionnaire. The
guest then has to be a member of the frequent glidstOther incentives are not offered.

The quality of every hotel is also monitored by site controls performed by the Swedish
headquarter. The results of these controls oftetchmiie results of the survey according to
the quality manager. Some of the Swedish hotels usge paper questionnaires that they
themselves designed alongside the standardizedqwestionnaire to further monitor their
own quality level.

One problem with a centrally developed questiomaithe translation process. The Swedish
guestionnaire is translated into proper Swedish dmuhe of the answers and answering
alternatives no longer match with each other inShedish questionnaire. Another issue is a
calendar where the respondent is asked to filha days for the stay. The calendar is an
English type calendar which starts with a Sunddye $ame calendar is used in the Swedish
guestionnaire but the Swedish calendars typicaléyrt swith a Monday. The risk for
measurement error is obvious.

5.3.5. Public Transportation

A major public transportation company in Swederhveitlarge customer base conducts many
different kinds of customer satisfaction surveylse Thost important one is an ongoing survey
that is done regularly during the travels. Duringe oyear approximately 20 000 answers are
collected. The survey is done by paper questioaraid an external market research agency
is responsible for the distribution of the papeesgfionnaires and the data processing. The
selection process is based on an inclusion prabafolr each departure based in turn on the
frequency of that departure’s route. For a seleckeparture a systematic selection of the
passengers is done. The public transportation coynphooses to use an external agency to
74(96)



avoid that the selection process is biased by pesof the public transportation company.
The questionnaire can be handed in directly butréspondents also have the opportunity to
send in the questionnaire by mail. When one ofat#hors during a journey was asked to
participate in the survey the systematic sampliag wbviously not done in a correct way. It
seemed that nice looking persons were asked tacipate and that the selection was not
systematic. It was an externally recruited per$at tlid the selection and distribution. To be
able to send in the questionnaire by mail the auttwdually had to ask for instructions.
However, at a later time, the other author was dstagoarticipate in the same survey and at
that time the selection process seemed to be damectly. Some problems are always hard
to avoid, for example, when a passenger is asleemin his or her seat at the moment.
During over-night travels the respondents are msitithed but instead sent a questionnaire by
e-mail after the journey. The results for the ongosurvey are compiled every month. The
nonresponse has generally been very low and nesponse adjustments are made. The high
response rate can be explained by the fact thatesgondents spent a long time on their
journeys and have the time to answer the questiennéhe fact that the questionnaire is
collected directly is also beneficial for the respe rate. Some nonresponse analysis has been
done which, according to the public transportatompany, showed that the nonresponse did
not influence the results. The survey deals witkdropics and only one topic is asked about
at a time. The three topics aemfort, benchmarkingnd client treatment The same
procedure has been used during a couple of yedrsvhan the questionnaires were initially
developed, the concepts were formulated by integrpértise and by the use of focus groups.
Some of the questions have been updated sinceatigeadjusted if they have shown to be
hard to interpret for the respondents.

The questionnaires are developed with a numbeues$tepn areas regarding satisfaction level
and three overall satisfaction questions. Eachtores answered on a scale from 1 to 10 and
aDon’t knowalternative is included. The verbal meaning ofhescale is adjusted to fit each
guestion wording as in figure 23, where the answgescale ranges frovery unpleasantly
treatedto Very pleasantly treatednd the question obviously is about treatment.

Very Very

unpleasantly pleasantly Don't
freated treated  know
Indicate on a scale of 1 -10, where 1 = very unpleasantly tfreated
and 10 = very pleasantly treated. 1 2 3 4 5 B 7 8 9 10
Indicate the overall impressionyou got of the treatment L1 [ [ 1 0 01 OO OO O O U

from the staff when they controlled your ticket

Figure 22. This question regards the client treattrauring the ticket control. A bi-polar 10-poirtae is used.
The question originates from the survey regardilent treatment.

Each question area ends with an overall questidnttaa importance of each question to the
overall satisfaction is assessed by multiple reggoesanalysis. The three overall satisfaction
guestions are used to construct a customer sdimsfamdex and the importance of each
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guestion area to that index is assessed by multggeession analysis. The three overall
guestions regard overall impression, if the journmest the customer’'s expectations, and how
far the journey was from a perfect journey. The¢hquestions have the same weight in the
customer satisfaction index. The company has sethiteshold for a good result to be 70 or
above on an index with a maximum of 100.

When this survey procedure was initiated at the paomg it was a step toward a more
standardized and centralized monitoring of thearast satisfaction. Other ad hoc surveys are
also conducted to monitor changes in the orgamzafihe goal is that all statistics that are
compiled must have an area of use. The resultauised in developing business plans and
governing documents. The staff gets feedback ftoenstirvey results on a monthly basis but
not on an individual or group level. The resulte atso compiled in an extensive annual
report. The data analysis is performed by the campaternally. The company is ISO
certified and works according to the 1ISO 9001:2860dard.

The company also has a customer panel where custarae sign up. Today the panel has
6500 members. Each member of the panel can beysaug to 14 times per year and the
surveys deal with a variety of subjects. The comgp@naware that the results from the
customer panel are not generalizable but are wsedmpile knowledge and feedback from
the customers.

The company compares its satisfaction levels wehchmarking questions regarding other
travel companies in their own surveys. They als® SKI results but are somewhat doubtful
about the selection process used by SKI.

5.3.6. A Car Manufacturing Company

This international car manufacturing company haa pgominent business idea that it should
work for a high level of customer satisfaction. fidfere a reliable measurement of customer
satisfaction is very important. The importance ghhcustomer satisfaction is well anchored
on every level of the organization, from the mamaget to the retailers and the service
stations. The measurements of customer satisfactigaxd the service and client treatment.
The quality of the product is measured in other svayfhe customer satisfaction
measurements have been done on the Swedish markatféw decades and until 2007 an
external market research agency was used as tlearchs service provider. A paper
guestionnaire was administered once a year. In #00&s decided that a consistent approach
for customer measurements should be developetidowvhole European market. As a result a
standardized questionnaire was developed usingcisfgroups from all over Europe.

The customer satisfaction is currently measureer atcar has been purchased and after a
visit to a service station. The goal is to get femak on every private car purchase and also to
study a random sample of visits to every servieiiagt. The sample of the customers of the
service stations only comprises visits that cost ¢astomers more than 1000 SEK. The
sample size for each service station depends iziéks The ongoing interviewing process is
done by telephone and every interview is supposethke about 10 to 15 minutes. The
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private buyers of all new cars are contacted onekvedter the delivery of the car. The point
of this waiting period is to give the sales peraarhance to do a follow-up on the purchase. A
big effort is put into really reaching all the buyeThis has resulted in a response rate of 80
percent. No further nonresponse analysis is dondhendata material. No customer is
contacted more often than every nine months. Reggarthe sample of customers to the
service stations a random sample is selected fnyeservice station. A specified number of
customers for each station are to be reached @edatertain number of unsuccessful call-
backs a sampled customer is replaced. The saméaquesre has been used since 2007 with
smaller adjustments. The standardized questionigineEnglish and a translation to Swedish
was done before the implementation of the surveymeé smaller modifications of the
translation have been made to clarify certain qoest

The questionnaire regarding retailers consistsewes focus areas that are measured with
multiple questions. The seven areas correspontetsteps that a car purchase consists of.
The questionnaire also contains one overall satisfa question, one question about loyalty
and one question about willingness to recommendcHreretailer. These three questions
initiate the interview. The questionnaire regardsegvice stations also consists of seven focus
areas linked to the steps involved in a car servidee service station questionnaire also
contains the three overall questions about satiefagdoyalty and willingness to recommend.
Other focus areas that regard some of the stejgdveny in a service case are covered in the
guestionnaire. Every satisfaction question, in mithveys, is measured with a 5-point scale
from 1 to 5 where 1 meamdot satisfied at aland 5 mean€ompletely satisfiedThe scales
also contain one combined option fdo not know/No response/Does not apply some
guestions the telephone interviewers must codedigondents’ answers and in some cases
the interviewers are told to probe for answers.rigvetailer and service station gets instant
access to the measurement through an online syEhesry car retailer can see what needs to
be improved. Analysis can easily be done on tha daterial for both the retailers and the
headquarters. The respondents have the opportinitgmain anonymous but most choose
not to be. If a respondent has a serious compta@mtinterview is stopped and the retailer
involved is alerted directly in order to instanthgal with that customer. The interview is
resumed at a later time. The satisfaction measurermeghe most important measure for the
car manufacturing group. The number of rating€énipletely satisfidds counted for every
retailer on the satisfaction question and the fonglrconditions between the headquarters and
the retailers depend on that score. The reasonthferintense focus on the top-score
Completely satisfieds that the company’'s own studies have shown thdhe overall
satisfaction increases from 4 to 5 the willingnessecommend the car brand increases five
times. In theory the willingness to recommend the lirand to others is the most important
measure for the company brand. No studies have dee® on the subject but the company
works according to the hypothesis that satisfactiod willingness to recommend are closely
linked. The company also believes that customesfaation and willingness to recommend
are closely related to profit. The loyalty measueatris harder to interpret since a person can
claim a high theoretical loyalty but is not loyalreality. The company does not calculate any
correlation estimates between the focus areashendverall satisfaction question or between
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the overall satisfaction and the loyalty and recandation questions. In Sweden the
company has a unigue opportunity to measure atyalty since the car register can give
precise knowledge on which cars a person has own#ue past. The register provides an
opportunity to see from which competing company twen customers and to which they lose
customers. The car company is interested in comgais customer satisfaction with that of
other car companies in Europe. They measure th&fagdion of all car customers using a
special survey. SKI also makes customer satisfac@nparisons of car companies but our
car company does not consider these ratings veghlyhiregarding service customer
satisfaction since the SKI measurement also canf@oduct satisfaction.

The results of the customer satisfaction measurtsreme used both as information to the
retailers and the service stations but also avaluaion method. The company truly believes
that a high customer satisfaction leads to a higffitgand it is important that the retailers also
believe in this connection. The headquarter seeass$ to help the retailers analyze the data
and to improve poor ratings. The car company hesntty started to use web questionnaires
to monitor the service station process. The sargplthe web questionnaire is not included in
the sample for the telephone interviews.

5.3.7 HSB Ostergotland

HSB Ostergotland is a real estate company thabb#stenants and tenant-ownership. HSB
Ostergotland got the Swedish Institute for Qual8YQ) — awardSwedish Qualit009. SIQ
(2009c) motivated that HSB Ostergotland got the rdwhecause of their ability to
systematically develop the organization in a waat ttontinuously improves the situation for
the customers and generates engaged employees.edsura customer satisfaction HSB
Ostergotland uses a service provided by an extenagket research agency. The agency has
developed a survey system customized for realeestahpanies. The market research agency
does market research for other real estate congpasewell. This gives their clients an
opportunity to compare their results to other conigsin the same business.

For the customer satisfaction survey conductedndu2009 HSB Ostergotland used a paper
guestionnaire, which also was available in a digdgemat, i.e., a mixed mode approach was
used. All tenants were surveyed in 2009 and theesuwas anonymous. HSB Ostergétland
has conducted the survey for the last seven yedredilier they have surveyed both tenants
and tenant-owners. The response rates have beendaé® per cent. During the previous

years the apartments of every other entrance wasysd. With the new system only tenants
are surveyed; the survey will only be done evetyeptyear. The tenant-owners will be

surveyed through another system provided by anotteker research agency. This survey
concerns a sample of the board members of the tecaht-ownership associations.

The market research agency responsible for stgdyia tenants has developed a standard
questionnaire that HSB Ostergétland used for tB8D9 customer satisfaction survey. The
standardized questionnaire gives an opportunigotapare all real estate companies that are
clients of the agency. If a real estate companytsvém ask its customers more specialized
guestions, the agency also provides a longer questire with both the standard questions
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and the additional questions. The standard quesdiosn consists of 17 questions or question
areas. The questions deal witbmfort, satisfaction with HSB Ostergétland, opitscabout
the building and the apartment, opinions about th&ntenanceand so on. There are also
questions about the customer’s willingness to renend HSB Ostergotland to other people.
Some of the questions are double-barreled withguestions in one; an example is provided
in figure 24.

What do you think about: Very Quite Notso Bad Not taken Does not
Good Good Good a position  apply

The floor plan/the possibilities to furnish the apartment? I:l I:l I:l I:l I:l I:l

Figure 23. This question originates in the 2009 sfiomnaire for HSB Ostergétland. The question isitde-
barreled since the floor plan and the furnishinggibilities are not the same. A tenant can likoarfplan that
is hard to furnish and vice versa. The answeringlesés a verbal 4-point scale with no mid-point mith two
alternatives for those respondents that have naiopiin the matter.

The questions are answered using a four-point sgdleVery Good Quite Good Not so
Good and Bad The market research agency does not use anyaheniddle alternative
because it wants the customer to take a positioreamh question. The respondents are,
however, provided with the alternativB®t taken a positiomnd Does not applyFor every
guestion area there is a possibility for the reseon to provide comments. The agency
believes that this can give valuable informationhomv the company can improve in specific
areas. Each question is weighted according to @tpanse rate. If few customers have
answered a question, the research agency takeaglas indicator that the question is less
important to the customers. This method is strangee item nonresponse can have a variety
of explanations, e.g., misunderstandings, satigfiobr that the response alternatives do not fit
the respondent’s opinion. The goal of the agendy iget a response rate of at least 65 per
cent and sends out reminders to reach this goal.

The results are used to calculate two differenexad, theService Indexand theProduct
Index TheService Indexonsists of the four subindex€&aking the Clients Seriously, Safety,
Cleanlinessand Help when Necessarfvery subindex contributes with 25 per cent to the
Service IndexThe Product Indexconsists of the three subindex&gartment/Premiseés0

per cent),Common Space@0 per cent) andutdoor Environmen{20 per cent) Each
subindex is derived from 10 to 15 subquestidie questions linked to each subindex do not
come in that order in the questionnaire but aregrd in topic order. The results also show
what the customers feel about the development efianagement of the property, the
company brand, the status of the property aredhandffordability of the apartments.

The data material can be presented down to theepsopevel, which means that different
properties can be compared against each other. ®$&gotland uses the results to see if it
has reached its previous goals and if they shatldis new ones. The results are presented to
all employees and to the board members of the tesvanership associations. The results are
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also presented at annual general meetings in thent@wnership associations and in a
newsletter to the tenants.

5.3.8 Tandlikarhuset Almhult

Tandlakarhuset Almhult is a dental practice thatthge SIQ-award in 2008. When winning
the award it measured its customer satisfactiore angear with a questionnaire that was
developed by the dental group Praktikertjanst. ghestionnaire is used all over Sweden by
many of the dental practices that are part of @kjanst. The questionnaire was distributed
to all the patients of Tandlakarhuset during a sgetame period. The questionnaire consisted
of 20 questions that were intended to measure tkasaattitude, environment, client
treatment, care, informatioand dental treatments The objective of Tandlakartjanst was to
have 100 per cent satisfied patients which meattithvanted a mean score above 6, on a
scale up to 10, in all the areas mentioned. Thatqumaire also gave the dental practice an
opportunity to compare its customer satisfacticoresdo the scores of the other practices that
were members of Praktikertjanst.

After each treatment the patients had the oppdstdaidiscuss the treatment with the dentist
and ask additional questions and give his or hamiaps on the treatment. After extensive

treatments Tandlakarhuset called those patiententrol their health status. Tandlakarhuset
also investigated those cases when a patient stopgiéng the practice, and tried to find out

why this happened.

After 2008 a new questionnaire was developed armd yémarly survey was abandoned.
Tandlakarhuset wanted a more continuous measuréharefore changed the survey method.
The new questionnaire consists of two closed-emgedtions, one about satisfaction, as seen
in figure 25, and one about willingness to recomanire dental practice to others. One open-
ended question for comments is also included. Thestipnnaire is distributed manually to all
customers directly after a treatment and is suppdsebe handed in before the customers
leave the practice. One background question abgetis also included. The results are
compiled on a monthly basis. The results of williegs to recommend are used as a so-called
PromoterScore. The data processing and analysipenfermed by an external market
research agency.

How do you experience today’s visit/treatment?

O O O O O
VERY QUITE NEITHERSATISFIED ~ QUITE VERY
DISSATIFIED DISSATISFIED ~ NORDISSATISFIED ~ SATISFIED SATISIFED

Figure 24. The question regards the satisfactiothwai visit to the dental practice. A verbal, 5-pgogtale is
used.
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6. Towards an Improved Customer Satisfaction Survey Design
and Implementation Process

6.1 Summary of Results

6.1.1 Literature

Peterson and Wilson (1992) claim that many satisfac surveys produce skewed
distributions with more answers on the satisfiet shan on the dissatisfied side. Thomas and
Sturgis (Not Dated) have seen similar results. @5gent of the respondents in the surveys
they have looked at have answered that they arly fai very satisfied. These negatively
skewed distributions are linked to the interpretatof the concept of satisfaction and also to
methodological choices. The first cornerstone wth@ng a customer satisfaction survey is to
thoroughly decide what is to be measured and defieeconcept of the survey. Hill, Roche
and Allen (2007) believe that in order to use tinvay results efficiently the concept must be
developed from the customers’ point of view rattiien the organization’s point of view. The
validity of the survey is dependent on if the reskabbjectives have been specified correctly,
or else the survey measures something other thhanded. The concept must be translated
into measurable variables and these variables mestovered with suitable questions,
according to Hox (1997). The conceptualization loarone in several different ways.

How to define and cover the population in a custossisfaction survey is a big issue. A
variety of customer types exists and the orgarmimatnust decide on which to study.
Regardless of what kind of customers the orgamimathooses to study, it has to find them in
some way and to create a frame population. Thedramst provide a way to reach the
customers and the study is always limited to thosstomers that can be contacted. If an
organization has a large customer base and hasedreaframe covering it, a random
sampling method can be implemented. Stratified $ags often the most effective way of
sampling if the frame contains background inforomtion the customers. Systematic
sampling or intercept sampling is often used intamer satisfaction surveys when no
concrete frame is available. The goal of the samypprocess is to create a sample that is
representative of the target population. Quota saggan, on those premises, be viewed as
less suitable since it does not give each elemretita population a specified probability of
being selected. If substitution is used the sangels less random since refusals and non-
contacts are replaced by respondents that are ¢asiidy. Sampling methods that are based
on personal judgments are quite common but areraratom sampling methods. Lin and
Jones (1997) state that in customer satisfactiodiest, uncontrolled sampling methods are
common which leads to samples not suited for si@disinference. One explanation to the
guestionable sampling methods, used in customisfagaton surveys, is that the focus often
lies on getting a high response rate rather théectseg a sample with a statistically valid
method.

The content and design of the questionnaire ar@itapt parts of the customer satisfaction
survey. The questionnaire must cover the areasthieabrganization is interested in but also
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those areas that have a high impact on customisfasdion. Ideally, these two areas should
correspond. In order to find out which areas that important to the customers and their
satisfaction level, questions of importance migatifcluded in the questionnaire or derived
using some kind of analysis method. When the questreas have been chosen the question
wording must be considered. The question wordingukh not bias the results. Leading
guestions can influence the respondents and Petarstd Wilson (1992) suggest avoiding
positively worded questions that induce a highegdiency of positive answers. Positively
worded questions and statements are very commaustomer satisfaction surveys. One
example of the use of positively worded statemastshe use of Likert scales, where
respondents are asked to rate their agreemendtaieanent. Since organizations seldom want
to portray themselves in a bad light, only posigt@ements are used which biases the results.
The choice of answering scales also influencesdhelts. Different scales produce different
kinds of data and enables different kinds of datyssis. The first choice is between a verbal
and a numerical scale. Hill, Roche and Allen (20€l@)m that verbal scales produce data on
the ordinal level and that numerical scales prodaterval data. Regardless of choice, the
scale should be balanced so that the results mdtigged. Krosnick and Fabrigar (1997) state
that bipolar scales are the most fitting for attéuquestions, such as satisfaction. The number
of scale points is the next thing to consider, sndased on beliefs concerning how detailed
the customers can specify their opinions. Dillm@&myth and Christian (2009) stress that the
results are very sensitive to scale choices andthieadifferent effects should be reported in
the presentation of the results.

Another thing that is common is that the questiand questionnaires are too long and too
detailed, which may decrease the response ratgefa high response rate, the respondents’
ability to and interest in answering the questiostsould be considered during the
guestionnaire development. Engaging questionsateaftairly easy to answer are beneficial.
In general, customer satisfaction surveys are &eolcwith a low response rate. This might
be due to low interest from the customers andithing of the surveys. Personal contacts as
in-person appeals, telephone invitations or pelsmthinvitation letters are ways to increase
the response rate. To put more effort in encourptiie respondent to participate creates a
higher social obligation for the customer to answer questionnaire and also makes the
survey more memorable. It is, however, importanttadias the respondents’ opinions when
encouraging them to participate or to put more reffo encouraging a special type of
customer. When a high nonresponse rate is a factmist common approach in customer
satisfaction surveys is to ignore the nonrespons¢éhé analysis. Too detailed and long
guestionnaires might also induce acquiescence atigficing behavior. The respondents do
not put in the required effort to be able to anstherquestions truthfully. Many other issues
must be taken into consideration when construdiiegquestionnaire. If it is to be used in
many different countries, different cultural effecimust be accounted for and the
guestionnaire must be translated correctly. Inorolsee if the questionnaire is constructed in
a good way, is understandable and not biases thdtsesome sort of pretesting should be
implemented. Vavra (1997) states that pretestingnas used to the extent it should in
customer satisfaction surveys.
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In customer satisfaction surveys mail, paper, ted@e and web surveys are the most common
modes of data collection. The cost is the most prent factor when choosing mode but also
the available contact information. The differeradas have different benefits and drawbacks
and cause different effects on the data collectlonorder to minimize the impact of the
different effects, the modes should not be mixed ane must be careful when comparing
results produced by different modes.

The data analysis in customer satisfaction sureegf varying complexity. Hill, Roche and
Allen (2007) divided the data analysis into threstegories, univariate, bivariate and
multivariate. In univariate data analysis each alglg is analyzed separately and a typical
example is to study the number of top scores oh gaestion. The bivariate and multivariate
data analysis is used when the correlation betwdéésrent variables is to be studied. Most
typical to study is the dependence between ovesdlkfaction and the other variables, in
order to derive the importance of these variabllesivariate data analysis the correlation
between a single variable and the overall satisfads studied. In multivariate data analysis
the dependence of many variables and the overtdifaztion can be studied at once. The
multivariate data analysis is, according to AllemdaRao (2000), divided in three parts;
dependence models, interdependence models anddhytailels. A typical example of a
dependence model is the multiple regression motleé model is used to estimate the
importance of each predictor (question or questicen) on the overall satisfaction. Factor
analysis is an interdependence model and is usegrdop the measured variables into
different distinct areas. These areas are underlfactors that influence the satisfaction in
different ways. In hybrid models the factors arenstoucted beforehand and the models
estimate the effect of each latent factor in théa.ddhe most common hybrid model is
structural equation modeling with partial least a®@s estimation. One common way to
compile the results of a customer satisfaction esyiig to do an index. The index can be a
simple aggregation of the measured variables oecbas a more complex model, such as
multiple regression or a structural equation modieke index makes it easier to see changes
over time but does not provide much information. iAdex number alone does not provide
any information if it is not compared to somethiglge, such as a benchmarking index. In
general, in order to benchmark the customer satisfameasurements, similar methods and
concepts must have been used. In order for an @agen to compare the results over time
the survey methodology should be consistent.

The point in doing customer satisfaction survey® ise able to act on the results. In order for
the results to be actionable they must be intesptetand presented in an understandable way
for the decision makers. In the results, the inguré of each area should be presented.
According to Vavra (1997) the best areas of impnoaets are where the satisfaction is low
and the importance is high. Hill, Roche and All@07) suggest that it is most beneficial to
concentrate on the areas where the gap betweesush@mer expectations and the customer
perceptions is the widest. The point is that theisien makers need to know where it is most
beneficial to put the resources in order to inaeasstomer satisfaction. In many customer
satisfaction surveys the focus lies on the satisfiesstomers. Hill, Roche and Allen note that it
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is equally important to study the dissatisfied oustrs and that to eliminate dissatisfaction
can be more beneficial for the organization. limgortant to communicate the results to the
organization in an understandable way and thajusbtmanagers get to know the results. The
employees that work with the customers on a redudais must also be informed about the
results in order to improve customer satisfacttditi, Brierly and MacDougall (2003) believe

that communicating the results back to the custsperalso a good use of the results. The
customers acknowledge improvements faster if theyreade aware of them. Hill, Roche and
Allen (2007) believe that providing the results lb&m the customers is an under-exploited use
of the customer satisfaction surveys and thatlltimérease the customer satisfaction per se.

6.1.2 Case Studies

The satisfaction concept is covered in many differeays in our case studies. In our opinion
not much effort has been laid down to formulate ttha companies really want to measure.
Most of our companies have come up with a numbejuektions or question areas from the
company’s point of view without discussing themhwidustomers. The exceptions are two
companies that used customer focus groups whegrdegithe questionnaire. Most of our
companies use questionnaires that have been afouadong time and do not have a lot of
insight regarding who formulated the concept ordhestions. In those cases where market
research agencies have been used, the conceptuastiogs have been developed by the
agency. The trust in the external agencies is high the companies that hired them do not
seem to have been questioning the measurement tookny noticeable extent. The
companies in our case studies do not seem to haee qiuch thought on how the customer
satisfaction concept has been defined and if thestipns really cover the customer
satisfaction issues in a relevant and useful way.

The frame constructions for the customer satisfactneasurements in our case study are
diverse. The dental practice and the transportat@mmpany surveyed their customers while
they were using their services. The dental practt®B Ostergétland and the hotel chain do
censuses and the public transportation company doedstercept survey. The automobile
company, the university and HSB Ostergétland hajisters as frames. Their frames were
rather unproblematic. Statistics Sweden and the d&leTax Agency have a more
problematic frame situation because they do notehhbeir customers readily available. The
Swedish Tax Agency is switching from a mail surte telephone survey which will make
the relevant population more easily reached byueeof screening questions. Previously too
many people without knowledge of the services efthx Agency were surveyed. This mode
change can be seen as a way to change the targedlapon to get more relevant
measurements.

The hotel chain wants to conduct censuses butebigts are more like those generated by
self-selected sampling. The hotel guests were askddl in a web questionnaire and the

hotels had no control over which persons answdredjtiestionnaire. The web questionnaire
was not administrated via personal logins, whichbé#s people to submit more than once,
albeit not from the same IP-address, and it algesgnoncustomers an opportunity to answer
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the questionnaire. The elements of the frame shbeléither persons or room reservations
but the hotel chain has not defined which of the alMernatives that captures their elements.
Another problem is that the individual hotels agsponsible for reminding the customers to
answer the questionnaire. This probably leads tatans between hotels, in that some
guests get more encouragement to answer the quesiie than others. The public
transportation company claims that they selecbagrsystematic sample but this can be hard
to maintain in practice. Nice and friendly customare probably approached more often than
others. The car manufacturing company contactsyemaestomer that has bought a new car
and this is due to the fact that the number of salg is quite small. One major problem in the
cases where telephone interviewing is used isalartain quota must be filled which is the
case in the service station survey and at SKI. gfistically valid random sample is the
starting point but as soon as substitutions ard tseompensate for nonresponse the sample
is biased. This is especially a problem when @dfuare substituted since the refusals can be
correlated to the satisfaction rate.

A few companies used some kind of focus groups wihenquestionnaire initially was
developed and most of them based their questiasan different question areas. The
guestion areas are adapted to the type of orgammzlatit some areas are to be found in all of
our case studies. Client treatment and servicetyuwak two areas that are very important to
the satisfaction concept in all industries. Manyt@ questionnaires and questions in our case
studies have not been rigorously developed or gtedleand some of our cases have changed
the questionnaires during the implementation if amgunderstandings or other problems
occurred. The use of proper pretesting and piladiess has been rare among our cases. We
have, however, not noticed any serious wording lprab or unbalanced answering scales but
minor corrections could surely be considered. Ohdhe most consistent questionnaire
features among our cases is the use of positivelgded statements.

The answering scales range from 4 points in the J&& to 10 points in other cases. Three
of our cases had scales with 5 points. Three otases used verbal scales only and the others
used numerical scales with verbal labels. Mostwfaases using numerical scales that were
labeled in both ends except for the hotel chain tzal verbal labels on every other scale
point. All the case studies provide an opportutdtyhe respondents not to take a position on
the questions by using either a neutral poirdoa’t knowoption or aDoes not applyption

or some combination. All of the organizations wedgtd use some overall question regarding
guestion areas or overall satisfaction. StatiSweden and the public transportation company
use the three overall questions mentioned in chegf and so do SKI and ACSI. These
guestions covered overall satisfaction, the expects of the customer and how close the
organization was to the customer’s ideal proviéaw these three questions came to be used
to cover the satisfaction concept was not totdiyaicto our sources. No one that we spoke to
could present any justification for using thesee¢hquestions to measure overall satisfaction.
The lengths of the questionnaires have in someschsen quite extensive. Especially the
guestionnaire used by the university was very esttenand also the questionnaire of the
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public transportation company was quite extensMany of the questionnaires we have
studied have been too detailed and the questiensfean overlapping.

In our case studies we have encountered web goeatres, telephone interviews and paper
guestionnaires. In the cases using web questia®alow response rates have been a
problem. Another problem is that no control exddtsvho is answering the questionnaire. The
surveys done by paper questionnaires have notiggardblems with low response rates. One
reason is that the paper questionnaires used byléhtal practice and the transportation
company were distributed manually, which may raise response rate and also that these
guestionnaires are supposed to be answered orrdh@sps. The telephone interviews have
had a high response rate but since substitutiolb&eas used the response rate can be hard, if
not impossible, to calculate. One concern is thattelephone interviewing often indicates
higher satisfaction ratings due to the presencé¢hefinterviewer, since most people feel
reluctant to express negative attitudes to angbeeson. One of our cases has noticed this
effect but most of our cases have not seemed tovdreied about these effects. HSB
Ostergotland used a mixed-mode approach with bagiempand web questionnaires. Most of
our cases use reminders when possible to try tanmze the nonresponse. No invitation or
introduction letters were sent out except in cotinaavith the mail questionnaires. The hotel
chain used incentives is the form of bonus poiot$réquent quests. The surveys done by
telephone used many call-backs to assure thatatingled person was reached. Some of our
cases have done some analysis of the nonrespoheeSwedish Tax Agency is the only
organization that has done calibration to compengatthe nonresponse. Statistics Sweden
treats the nonresponse in its customer satisfastiomeys as missing completely at random
and one can suspect that this is not the caséelNKI done among the clients of Statistics
Sweden the nonresponse was considered so higthéhe¢sults were not generalizable to the
whole population. The same occurred at the unityer3ihe public transportation company
has studied the nonresponse and regarded it missimgletely at random. The automobile
company did not take the nonresponse in consideralie to its small size and neither does
HSB.

The analysis methods are quite diverse among aascéany are just estimates of simple
averages and proportions. The main presentatiohadstare proportions and top-scores and
developments over time, if possible. All of our eéagresent a result for each question.
Indexes are computed by Statistics Sweden, theigtiansportation company, the hotel
chain and HSB Ostergétland. The indexes are cordputth different methods. The hotel
chain gives all questions the same weight when cimgp the index. Statistics Sweden uses
structural equation modeling with partial leasta@s to compute the effects on the index of
each question. The transportation company comptitesindex using the three overall
questions and HSB Ostergétland computes differatexes based on prespecified weights of
each question area. The transportation company etsoputes subindexes and uses
regression to compute the impact of each questiothe subindex value. Some of our cases
want to know which factors have the most impacttun satisfaction level. The methods to
determine importance or impact are also diversatisits Sweden has the most advanced
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method, similar to the method that SKI and ACSI.uBee public transportation company
uses regression to derive importance and the siftyersed stated importance. The university
did not make any clear interconnection betweenirtiy@rtance and the stated satisfaction.
This was a huge drawback in their presentatiomefrésults. HSB Ostergotland uses the item
rate of each question to show how important theocnsrs believe each question is. This
method is unreliable though, since item nonrespeaseoccur for many reasons, e.g., unclear
wording.

The presentation and use of the customer satisfac#isults are among our cases somewhat
deficient. The car manufacturing company and thtelhahain use the results to a large extent
and even evaluate their retailers and individuaklsoon the basis of the results. It is the
individual retailers and hotels that must assunsparsibility to act on the results while the
headquarters have a monitoring role. The resulss @wed both for evaluation and
improvement. The public transportation company asems to use the results to a large
extent to improve its services. The main impressverhave got while doing the case studies
is that the results are inefficiently used. Thaulssare presented at a few meetings and are
maybe even published but no systematic improvempetess is initiated due to the results.
The results do not seem to be a part of some gitatpiality management model. The
exceptions might be the SIQ-award winners who dokweith the results systematically.
Survey results are easier to use if the surveydame regularly and if changes are monitored.
The municipalities that use the services of SiaisBweden to measure their customer
satisfaction regularly have the benefit of beindealo compare their results over time and
with other municipalities. Many of our cases hageently changed their ways of measuring
customer satisfaction which is unfortunate sinaséibles the comparability over time. If the
changes lead to better measurements, they areucdecoecessary but this is not always the
case. The Dental Practice, for example, seemsye bhanged to a poorer survey method.
The comparability to other organizations is gergrdlfficult since the methods are very
diverse. HSB Ostergétland can compare its resoltsier real estate organizations that use
the same research agency and the hotels are cairtpavéher hotels in the chain. The public
transportation company and the car manufacturiogmgdo their own benchmarking surveys.
The transportation company does the survey amaengwh customers but the car company
surveys other car owners as well as their own.

The results of the customer satisfaction surveysrgnour cases are mostly used within the
organizations in annual reports and business pldmsanchoring among the employees is not
extensive and not one of our cases has stateththatise the results as customer feedback, in
a way that is mentioned in chapter 4.8. The resni¢ht be used as advertisement.
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6.2 ISO Guidelines

ISO has recently developed a standard c&flaedlity management — Customer satisfaction -
guidelines for monitoring and measurirfs0 10004:201Q)which provides guidelines on
how to effectively measure and monitor customeasfadtion. In the ISO guidelines customer
satisfaction is defined as the gap between theomests’ expectations and the customers’
perceptions. The first step, according to ISO 1020QX0, is to get a picture of the customers’
expectations. The customer satisfaction is detexdhby how the customer perceives how the
organization meets or exceeds these expectatibns.therefore important to separate the
customers’ perceptions and the organization’s vidwheir ability to meet or exceed the
customers’ expectations. Since satisfaction is ydwahanging, it is essential for the
organization to plan and establish processes tatoraand measure these gaps continuously
and systematically, according to the ISO guidelin€® 10004:2010 states that satisfaction
can be divided into two parts, the first being geisfaction with specific elements or
characteristics of the service or good. The secpad is overall satisfaction and ISO
10004:2010 states that the overall satisfactiomas an average or aggregation of the
satisfaction of all the specific elements and stida¢ measured separately. ISO 10004:2010
divides the elements of a product or service ihi@d categories. The categdtlygienics
involves basic features of a purchase that theomests always expect. If these expectations
are unfulfilled the dissatisfaction increases, fulfilling the features does not increase the
satisfaction because these are the basic demamuistfre customer. The second category
Motivators is directly linked to satisfaction. If the elemerdse fulfilled the satisfaction
increases and vice versa. The last categbdgden Opportunitieconsists of elements that
would satisfy the customers but they are not exgukot fulfilled yet.

The ISO guidelines state that it is important talelssh the purpose of the data collection and
that different objectives might need different datdlection methods. How the information
should be obtained and how often, must be plannddaiso who the information is directed
to in order for it to be used properly. In ordemptan a survey process, the customers must be
indentified and the organization must determineciwhkind of customers that should be
studied, i.e. the target population must be defiiiedan be regular customers or occasional
customers or some other segment. The expectamhsequirements of the customers can be
conceptualized in different ways and it is impottdrat the organization clearly understands
the chosen concept. To be able to measure the inagj@anal features that matter most for
customer satisfaction the organization must charaet its features. The organization must
rank these characteristics according to their ingyme to the customers’ satisfaction. To do
this a pre-test on a smaller sample of the custemmeght be conducted. The measurement
and monitoring of customers might be done with ga@e or quantitative methods. ISO
10004:2010 states that the qualitative methodsnadepth interviewing or focus-groups and
the quantitative methods are surveys of differentd& When a quantitative method is used
the sample size and the sampling method must bdetkcAccording to the ISO guidelines,
the goal is to obtain reliable data with high aecyrat minimum cost. ISO 10004:2010 lists
face-to-face, telephone, mail, and internet sun&ygossible quantitative modes and lists
benefits and draw-backs for all of them. The guids do not recommend one over another.
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Regarding sampling methods ISO 10004:2010 statgg@hdom sampling can be used if the
population is homogenous and little background rimfation exists about it. Stratified
sampling is more efficient and ISO 10004:2010 rew@mds stratified sampling if
background information is available. The samplingtimd used should give a result that is
generalizable to the whole population.

When the most important characteristics of the miggdion are selected and clearly defined
the questions should be developed according teethesas of interest. The questions must
cover all the sufficient details of each charasteriand the measurement scale must match
the questions and question wording. The questiauldhbe formulated with ordinary
language and the layout and question order mustdmsidered according to 1SO. ISO
10004:2010 suggests that general questions sheuditofirst and complex questions later in
the questionnaire. It also suggests that a 5-uialie can be used for attitude questions but if
more fine-grained answers are needed a wider saal®e used. A neutral alternative should
be avoided if the organization really wants to m#ke respondent to take a position. 1SO
10004:2010 recommends pre-tests to evaluate th&tigaeaire and if it meets the scope of
the survey. The data collection process should/sematic and thoroughly documented. The
methods should be adapted to the problem at hamhalaarly specified. The data collection
might be conducted by the organization itself or dy external research agency. Both
alternatives have benefits and drawbacks. The ledyd of the organization might be
beneficial in an internally conducted survey anadhight strengthen the customer relation but
on the other hand the results might be biased Isedéwe organization is not neutral.

According to ISO 10004:2010 the data analysis shtygically give information on customer
satisfaction ratings and trends, what charactesisif the organization that have the highest
impact on customer satisfaction, information aboompeting organizations and areas of
improvements. The analysis methods depend on geediydata collected and both direct and
indirect analysis methods can be useful. Directhodd regard the answers to specific
guestions and the indirect methods regard analytieghods to derive factors and estimates
of importance and impact. The analysis should gidications on what elements and
characteristics that should be prioritized accaydim their impact on satisfaction and degree
of importance. Thé/otivatorsand Hidden Opportunitiesare the most important elements if
the customer satisfaction should be improved.

The results should be comprehensively reportedthegevith recommendations on what the
organization should improve, according to ISO 10R040. Summary measures such as
indexes can be used to give a clear picture othlamges of customer satisfaction over time.
The results of the survey must be used in an apigtepwvay, in order to be beneficial. The
information of customer satisfaction data shouldlis¢ributed to the relevant divisions of the
organization. These divisions then can take theessary steps to improve the relevant
processes in order to create better products andceg The actions taken should be
evaluated and a regular customer satisfaction mem&mt can monitor the changes and
effects of implementations. If actions are takem do the survey results, positive results
should also be traceable in other business ind&asnich as revenue. When a measurement
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and monitoring process is established and usedambguit is important to continuously
control if it maintains a high quality and resuitsuseful data. The methods and concepts
might be up-dated to fit current business priositie

6.3 Discussion and Conclusions

Customer satisfaction surveys have many benefittoday’'s competing market. The most
important asset to a company is its customers arglomer loyalty is not as easy to
accomplish today with a growing global market. Oepéng a customer satisfaction survey
can be costly and we believe it is no use in deetpa mediocre one. The utility of the
survey must overshadow the costs of it and thetyuiihcreases greatly if the survey is
designed according to current best practices. @me Ipitfall seems to be that the surveys are
not part of a bigger picture. Many companies, libtise we have studied and others, seem to
do the surveys only by routine and do not thinlktigh why they do them and what they want
to know. Little effort is spent on defining the c@pts. The first step for many organizations
seems to be to develop the questions, but evenlitibzeeffort is spent. A lot of our cases
used questions developed a long time ago and didthiok about the purpose of the
guestions. Respondents’ interpretations of the tqpregire design and individual questions
were not something the companies or the reseamhcags seemed to worry about. In many
cases the questionnaires were tested during theeysuather than before. Most experts
advocate some kind of pretesting or pilot study #rad is a quite simple way of reassuring
that the measurement tool is useful.

Not many of our cases have expressed concern ragate definition of the target
population. Most believe they have a clear pictofrevho their customers are. The surveys
have dealt with existing customers and not poterdisstomers. The frames have been
somewhat problematic but still not a great cond¢eraur cases. Most of our cases had well-
defined frame populations. The sampling was moestjonable. The hotel chain did not do
any sampling, which lead to some kind of self-deléaespondents. The results cannot be
generalized to any population which is not a probkes long as the users are aware of this
fact. The pitfall is when the results are usedrisndconclusions about a larger population. As
long as the system is only used to gather compglantl feedback, and to monitor specific
hotels the procedure can be seen as valid. Thelisgmpsed by the car manufacturing
company regarding the visits to the service statisralso questionable. They used some kind
of quota sample with substitution, which is nottistecally valid for inference. The use of
censuses was common in our cases. Some of our casks benefit from doing samples
instead and spend more time and effort on incrgagie response rate and analyzing the
results. More resources should be spent on infgnand inviting the respondents to
participate in the surveys. Longer personal cordacburages the respondents to participate.
The hotel chain is the clearest example of flawd@drimation; we believe that each guest
should get a personal invitation to participatethe survey. It is, however, important to
remember that the invitations and personal contawist be systematic. Otherwise the
responses can be biased. It can be hazardoustteelstaff distribute the questionnaires and
encourage the respondents, since they might choaseproach nice and friendly customers
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to get better ratings and to push the respondetidsainswering more positively. This behavior
might be both intentional and unintentional.

In our opinion, some of the questionnaires we t&tudied have been too long and detailed.
Overlapping questions are very common. It can bg kiard for the respondents to separate
different elements of a service or purchase andigecdetailed opinions on all of them. Some
of the surveys are also done too often. The regpbusden is too heavy especially since the
topic might be regarded as uninteresting by mogpaedents. Some respondent get tired of
participating in continuing surveys. If the sursegre done too often, there is not time for
improvement between the surveys. If no changesnade the surveys only measure sample
variation which are of no value to the decision erak It would be more effective to do the
measurements less frequently and spend more mameyrovements. The very long
guestionnaires with overlapping questions can teagicquiescence behavior and satisficing.
More thoroughly defined concepts would probablyrsdo the questionnaire lengths. One
exception is the dental practice which could berfesim a much longer questionnaire. As for
design most questionnaires have been acceptate,dur view point. We have unfortunately
not been able to study all of the questionnaifesugh. The questions have been of varying
guality. Many of them have been positively stateuclv biases the results positively. We
have encountered two basic types of positively wdrquestions. The more common case is
when the question is worded &w satisfied are you with...and a less common case is the
positively worded statement ashe staff is competentyhich the customer is asked to
consider. We believe that neutrally worded questiand answers always are preferable to
avoid unnecessary influence on the respondentseAdisagree Likert scales can generate
acquiescence and should also be avoided. Some rotases have used double-barreled
guestions and some of them have not specifiedefegence period for the questions. Three
cases used only verbal scales which can be a dcawiba the analysis. The scale choices
affect the results, e.g., short scales often precugher ratings than longer ones and it is
important for the organizations to keep this in dhiA problem can occur when a survey is
redesigned and the answering scales are changeaotheX issue is the verbal scale points. In
some scales they range fraddompletely Satisfietb Not Satisfied at aland in some from
Satisfiedto Dissatisfiedor some variation of this. Th8atisfied-Dissatisfieccontinuum is
more balanced and more easily interpreted tharSttesfied-Not Satisfiedontinuum. We
believe that the scale ranging frdpatisfiedto Dissatisfiedis preferable since it is balanced
and bipolar, which is fitting for attitude questsoaccording to Krosnick and Fabrigar (1997)
as mentioned in chapter 4.4.2 in this thesis. Aesanging fromSatisfiedto Not Satisfieds
really a unipolar scale, although it can be intetgd as a bipolar scale ranging from positive
to negative. Two of our cases used a questiontizatenas the same for several countries. In
one case we noticed that the translation from Bhglb Swedish was a little bit flawed. The
guestions and answer categories no longer mataiédhae translation process had not been
as thorough as suggested by Harkness (2008) arfchpter 4.4.5.

The choice of data collection method must be basethe design situation. Two examples
when a different mode could have been chosen aeaniversity and the hotel chain. The
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mail addresses of students are often uncertainusecatudents move a lot. Students are
accustomed to using e-mail and the university hasetmail address to most students. The
response rate in the university survey was verydod this was perhaps caused by the choice
of mode. A web-survey might have been more beraficThe hotel chain uses web
guestionnaires, when a simple paper questionnaivéd coe much more beneficial. Many
hotel guests do not have access to internet ddhieig stay and have to remember to answer
the questionnaire when they get an opportunitytigyn they might have forgotten the survey
or even their opinions. During their stay at théehthey probably have some time to finish a
paper questionnaire. This mode would also makasiiee for the hotel to check who answered
the guestionnaire. Another option would be to hpgesonal logins to the web survey. The
telephone mode has both advantages and disadvanfage advantage is that a screening
process can be used which enables the organizatidefine the target population better. The
Swedish Tax Agency'sJser Surveyis one example of this. A disadvantage is that th
telephone survey often induces higher ratings titaer modes due to acquiescence and the
interviewer effect. Even though the companies Wegit ratings the telephone interviews can
create false ratings that are higher than the "tsasisfaction. It is important to have the mode
differences in mind when comparing a telephone esuo a self-administered survey. In
telephone surveys quota samples are often usetheWswe that quota samples can be valid if
the respondents are randomly selected and nonréspisnare not substituted. Otherwise it is
not and should not be used for statistical infeeenc

The nonresponse is often high in customer satisfacgurveys. We believe that this is
partially due to the fact that the topics are quiénteresting to the respondents. The research
providers would benefit from making the topics moreresting and stress the importance of
the surveys to the respondents. Avoiding doing cesgary surveys would also decrease the
response burden which may lead to higher resp@tes.rThe surveys’ main purposes should
be to indentify the customers’ requirements so tinay can be met and subsequently enhance
the satisfaction of the customers. This scope tientirely clear in most customer satisfaction
surveys and the response rate would probably hefnefn a better communication to the
respondents that the surveys are really conduotetthéir sake. The anchoring of the surveys
among the customers is often poor and is a potemtgovement area. We encountered one
survey, the one of the hotel chain, where incestiwere used to motivate the respondents.
The incentive consisted of bonus points that oolyl@d be used for transactions with the hotel
chain. Only members of the frequent guest club @@dt the incentive. This way of using
incentives creates measurement errors since it engourages frequent guests, which
probably is generally more satisfied with the hatlein, to participate in the survey. This
type of incentive is discouraged by Dillman, Smgild Christian as mentioned in chapter
3.6.2. Some of the cases we have investigated tlsesm to consider the high nonresponse a
big problem. On the other hand, other cases dessthat the high nonresponse has made the
results less useful and they have not been ablgeteeralize the results to the whole
population. These cases should really considergihgrtheir survey design to improve the
response rates, since they are aware of the profleenhigh response rate in some cases is
due to the survey situation and the service prakidie situations when the customers have a
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lot of time to answer the questionnaire, the resporate increases. The use of methods to
compensate for the nonresponse is very rare amangage studies. Most of them ignore the
nonresponse and use the responses as the samplgsigrmf the nonresponse is also rare.
This seems to be systematically lacking in custosaéisfaction surveys and can be due to the
fact that these surveys are supposed to be quiplesi In general, advanced statistical
methods are not common and the statistical andittegcompetences are not present in most
cases. In the literature and in some cases we Batvatlvanced analysis is used in the
customer satisfaction industry and we stress thpoitance of matching the analysis methods
to the data quality. In customer satisfaction sysvié might be better to spend the resources
on the data collection than on complicated methibdasmight bias the results.

The data analysis and estimation were in our ogisiés simple. Our initial belief was that the
methods would be more advanced. None of our caddbel surveys in the same way. This is
an indication that many different methods are aldd in the customer satisfaction
measurement industry. We believe that simple aesragd graphs can be sufficient to clearly
highlight the results of the surveys. This is ®pezially since it is very important that the co-
workers and managers can interpret and use thdtsiestome kind of importance
measurement or estimator is, however, beneficighabkind of importance indicator that
should be used is difficult to tell. The importahing is that it is consistent and that the
importance ratings are interpreted relativelysleasy to interpret the results when they are
presented in a way that compares the satisfacdtingrto the relative importance, e.g. by
presenting a priority matrix. The use of indexesaiso varying and ranges from simple
aggregations to complicated equation modeling. Alieve that the important thing is to keep
the results interpretable and not to get into tomglicated methods. The index numbers are
only numbers and should not be the main focus. distomer satisfaction is an intricate
concept that should probably not be summed up @ rmmber or in one overall question.
One risk can be that the index dominates the mcand that a robust index number dampens
the willingness to improve. A high index number atisfy the managers and they do not
feel the need for improvement. A simple index soatasy to present and communicate and
does not encourage a critical take on the surveyltse An ordinal variable such as customer
satisfaction might not be summed up in such a niwaeway. If it is to be done it is
important to at least use a scale that imposes ewervals on the satisfaction variable.
Verbal scales are not suitable for calculating xade Overall we feel that the results are
presented with a much higher precision than whaigsfied by the data material. This can
create a trust in the numbers that is uncalled Ifathe decision-making is based on these
types of results it can be very hazardous.

We feel that presentation-wise many of the surfaysThe results are not used to the extent
possible. It does not seem efficient to put doviot @f effort in a survey that is not utilized to
its full potential. Many organizations would bemdfom more explicitly incorporating their
customer satisfaction surveys into the quality wankl business plans. The customers donate
their time and effort in answering the questionemiand the results should then be used
efficiently, or else they are shown some lack afpext. A distinct improvement that the
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customers notice as a result of the survey migiserthe satisfaction significantly and the
customers might be more willing to play an actigke towards the company. The feedback to
the customers is one big flaw in the surveys weeHawked at. The feedback itself can be a
way to raise the satisfaction and could be utilimed much larger extent. Comparisons with
other organizations are rare and all of our cassre @ware of that the survey results were not
suitable for comparisons if the methods differedvoT of our cases did their own
benchmarking studies in order to be able to makapewisons. The public transportation
company did the benchmarking survey among their cugtomers which probably biases the
results in a beneficial way for the public trangpbon company. The benchmarking survey
done by the car manufacturing company seems toebg Ibiased since the population
consisted of all car owners in Sweden. Many of case studies used SKI benchmarking
results. The companies, however, had some resemgatin the methodology used by SKI.
We believe that the frames used by SKI might haaxeeage problems, especially regarding
undercoverage. The contact information on the feanse probably deficient. SKI uses
relatively small samples for each company whichhhigiply that a difference between two
years can be explained by the sample variation. drhall sample sizes also make the
estimates sensitive to bias due to substitutiohge. doncept and questionnaire that SKI uses
have been more or less the same for a long timehengquestion arises if they really measure
“true” satisfaction. As long as all stakeholdersognize that this is a model of satisfaction the
concept is fair. It is more problematic when orgations and customers interpret the values
as “the truth”. We believe that the measurementstiine considered as relative measures of a
constructed concept, which can be used for compasis

Some of our cases have expressed a satisfactidn that robustness of their customer
satisfaction measurement results. They believethigis an indication that the measurements
are consistent and approaches some kind of “tragisfaction. In all of our cases the
measurements have been robust in the sense thsattefaction has been quite high and the
researchers have been satisfied with the resuligy Thave expressed a belief that the
customers are generally quite satisfied. We hawe dencerns about these beliefs. First, a
robust measure indicates that no or only slightrowpments have been made since the
previous measurement. The purpose should be tedser the satisfaction continually.
Secondly a robust measurement might primarily gapt@an overall satisfaction in most
humans. Humans tend to be quite satisfied with riosgs in life, especially with goods and
services we have chosen ourselves. It has beegnieed that satisfaction is a highly skewed
distribution and most customer satisfaction suryaypbably capture this effect more than the
indication of specific efforts of the company thewey concerns. The organizations should be
careful when interpreting good results. As seetha chapter about the concepts, customer
satisfaction can be a feeling of contentment ard tihe expectations of the customer have
been fulfilled. That is most often not the saméh@scustomer being perfectly happy with the
service or product. A high index number should ¢fene not be overrated and is not enough
to keep the customers. The important key is todieebthan the competition. If there is no
benchmarking available the only way is continuamprovement and never to be satisfied
with the results.
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Our impression from our customer satisfaction casésat the customer perspective is not in
focus but that the company perspective is more rtapd The measurements have been used
more as a monitoring device than an improvemenicdetven though this is not a bad use of
the surveys, the companies might benefit from usegsurveys as an improvement tool. The
initial purpose would be better satisfied if thev&ays were more focused on the customers.

A poorly designed and implemented survey with a lesponse rate is not an asset to the
improvement process of an organization. If the syig not a part of a bigger picture and not
anchored among the co-workers the results are specelly useful. If an organization
decides to do a survey it should be conducted pigpetherwise the resources are better
spent on something else. If the organization ththkscosts to do a proper survey are too high
in comparison to its utility, it is not a good idieaconduct a mediocre survey at a lower cost.

The quality models and awards treated earlier ia thesis underline the importance of
customer focus. Unfortunately they speak littlewtlitow to get a customer focus and how to
identify requirements and measure satisfactionl$evehey do not stress the importance of
accurate and generalizable data and how to meé#seireustomer attitudes in a sound way.
Unfortunately this might lead to ad hoc measuresi@miong the organizations using these
types of models. Some may implement the measurentesat very sound way and some may
not. The quality of the data does not seem to bportant according to these models.
Measurement capability is not really a concerrhim models. In the models we have studied,
the EFQM model, the Malcolm Baldrige model and 81 model for Customer Oriented
Business the customer satisfaction data colledive relatively low scores. For example, in
the SIQ model the measurement process of custoaisfastion only corresponds to 60 out
of 1000 points. This means that organizations tis# good and reliable methods are not
noticeably rewarded compared with organizations tise questionable data collection
methods. Since we began writing this thesis ISQ &asnentioned, published guidelines on
the matter. The guidelines, reviewed in chapter, @& fairly simple and straight forward.
The suggestions are similar to our own conclusmmgnany points which indicate that our
final suggestions in chapter 6.4 are worth consider

6.4 Some Modest Suggestions

We promote continuous and regular measurementsangtinsistent, well developed method.
Much effort should be spent on the planning proeessthe company should decide what the
results will be used for, before implementing thevsy. If the company does not possess the
required knowledge, external competence shouldsbd.Ut is, however, important not to lose
track of the survey and to develop a close cooperawith the externally recruited
competence. When an external market research agensgd, it is important to list a number
of clear requirements and to scrutinize their maghdf the company is not willing to spend
the necessary resources to do or buy a solid sutvaould consider if it really needs the
results. A poorly implemented survey might damdge dompany if it uses the results in its
decision making. We believe that it can be moreeatife to use short and concise
guestionnaires with thoroughly defined variableantko spend a lot of time and effort on very
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detailed questionnaires and complex data analgsisiplex estimates might only be hard to
interpret for the decision makers and employees shauld act on the results. The data
should not be presented on a more detailed datl tean justified. We have noticed a
distinct absence of precision estimates and betieakthe results would be more trustworthy
if uncertainty measurements were used to a largene

We suggest sampling instead of censuses to bet@aldpend more time and resources on
reminders and to anchor the survey among the relgod® in order to increase the response
rate. The surveys are often done to frequentlytheg are inefficient if there is no time to
implement changes in the organization between garve

The frames are often a big problem in customesfsatiion surveys. We suggest that when no
concrete frame exists, the survey is implementedvmay that collects contact information to
the customers. In that way, the respondents feet minligated to answer the questionnaire
and reminders can be used. The survey also beanwresmemorable to the respondents, due
to the longer personal contact, which probablyeases the response rate. In the
implementation process, it is also important to samicate that the respondents are
important and their opinions valuable to the organon.
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Appendix 1

Questions used for the Case Studies

How important does your company think customer sys\are?

How often does the company carry out customer ysf/e

Does your company hire an external company to cartyhe surveys?

Which customer does the company really want toesyrive. what is your target
population?

Would you like to reach another target populatishich you cannot define?
What is the main purpose of the Customer Satisfa@urvey?

Is the goal to get a general picture of all cust@nee is the objective to gather
complaints and improvement suggestions mainly?

How important is the customer satisfaction suniaythe decision process of the
company?

What data collection method is used in the surveys?

How is the sample process carried out?

How do you reach the respondents in the sample?

What did the questionnaire development look like?

What information was considered when the questicere formulated?

Did you do any pretesting of the questionnaire?

Have you used the same questionnaire during a tdimge-period?

What do the analysis process look like?

Do the questions have different weights in thenestiion process?

Does the company use some kind of model to cakeglastomer satisfaction?
Does the company calculate some kind of custonmesfaetion index?

How do you deal with nonresponse in the surveys?

Is the company satisfied with the survey as ibdat/?

Is the company satisfied with the data collectedhaysurvey?

What are the data used for?

Are the results usable in the improvement procéfiseocompany?

What does the improvement process in the compankylike?

Have you seen any improvements in the customesfaetiion due to changes made
from earlier measurements?

How much trust does the company have in the ovsasifaction measurements?
How much trust does the company have in speciasurement in the customer
satisfaction survey?

Does the company compare the results with theteeBom other companies?
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