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Foreword

ISO (the International Organization for Standardization) is a worldwide federation of national standards
bodies (ISO member bodies). The work of preparing International Standards is normally carried out
through ISO technical committees. Each member body interested in a subject for which a technical
committee has been established has the right to be represented on that committee. International
organizations, governmental and non-governmental, in liaison with ISO, also take part in the work.
ISO collaborates closely with the International Electrotechnical Commission (IEC) on all matters of
electrotechnical standardization.

1 1C o dode oo doao o 2o o oo o d o oo cazatlb b o oo Sirarn-da-tlha lCO /I C N o oty D
Intel‘natlon TotantarasSar CurarcCt T attoTOanCCvv It T arCSgTv CIT T thCTo O TG DIT CCTIv eSSy T ATt 2

The main thsk of technical committees is to prepare International Standards. Draft Internatjonal
Standards 4dopted by the technical committees are circulated to the member bodies for vqting.
Publication [as an International Standard requires approval by at least 75 % of the member bpdies
casting a voge.

Attention is|drawn to the possibility that some of the elements of this document-may be the subjéct of
patent rightg. ISO shall not be held responsible for identifying any or all such patent rights.

ISO 10004 was prepared by Technical Committee ISO/TC 176, Quality managément and quality assurance,
Subcommittee SC 3, Supporting technologies.

This firstedition of ISO 10004 cancels and replaces ISO/TS 10004:2010, which has been technically reyised.
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Introduction

0.1 General

One of the key elements of organizational success is the customer’s satisfaction with the organization
and its products. Therefore, it is necessary to monitor and measure customer satisfaction.

The information obtained from monitoring and measuring customer satisfaction can help identify
opportunities for improvement of the organization’s strategies, products, processes and characteristics
thatare valued by customers, and serve the organization’s objectives. Such improvements can strengthen

custamer confidence and result in commercial and other henefits

This|[International Standard provides guidance to the organization on establishing effectiye processes

for monitoring and measuring customer satisfaction.

0.2 Relationship with ISO 9001:2008

This[International Standard is compatible with ISO 9001:2008, whose objectives it supports by providing

guidance on monitoring and measuring customer satisfaction. This International Standqrd can help

address specific clauses in ISO 9001:2008 related to customer satisfactien, namely those ligted below.

a) 1S09001:2008, 5.2, on customer focus: “Top management shall ensure that customer r¢quirements
gre determined and are met with the aim of enhancing customer satisfaction.”

b) 1S09001:2008, 6.1, b), on resource management: “The erganization shall determine and provide the
fesources needed (...) to enhance customer satisfactionf by meeting customer requiremjents.”

c) [ISO 9001:2008, 7.2.3 c), on customer communication: “The organization shall deermine and
'ﬂmplement effective arrangements for communicating with customers in relation to (...)|c) customer

eedback, including customer complaints.”

d) 1S09001:2008, 8.2.1, on customer satisfaction: “As one of the measurements of the perfformance of
the quality management system, thesorganization shall monitor information relating fo customer

erception as to whether the érganization has met customer requirements. The methods for
btaining and using this information shall be determined.”

e) 1SO 9001:2008, 8.4, on analysis of data: “The organization shall determine, collect pnd analyse
dppropriate data to demoristrate the suitability and effectiveness of the quality management system
gnd to evaluate whereeontinual improvement of the effectiveness of the quality manageent system
¢an be made. This shall include data generated as a result of monitoring and measyrement and
from other relevant sources. The analysis of data shall provide information relating to (}..) customer
gatisfaction (:()7”

This [[nternational Standard can be used independently of ISO 9001:2008.

0.3 Relationship with ISO 9004:2009

This International Standard is also compatible with ISO 9004:2009, which provides guidance on
managing for the sustained success of an organization. This International Standard supplements the
following guidance given in:

|

S0 9004:2009, Clause B.2, on customer focus, and

— 1S0 9004:2009, 8.3.1 and 8.3.2, on determining needs, expectations and satisfaction of customers.

0.4

Relationship with ISO 10001, ISO 10002 and ISO 10003

This International Standard is compatible with ISO 10001, ISO 10002 and ISO 10003. These four
International Standards can be used either independently or in conjunction with each other. When used
together, ISO 10001, ISO 10002, ISO 10003 and this International Standard can be part of a broader

© IS0 2012 - All rights reserved
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and integrated framework for enhanced customer satisfaction through codes of conduct, complaints
handling, dispute resolution and monitoring and measurement of customer satisfaction (see Annex F).

ISO 10001 contains guidance on codes of conduct for organizations related to customer satisfaction.
Such codes of conduct can decrease the probability of problems arising and can eliminate causes of
complaints and disputes which can decrease customer satisfaction.

ISO 10001 and this International Standard can be used together. Guidelines given in this International
Standard can support the establishment and implementation of codes of conduct. For example, the
processes described in this International Standard can assist the organization to monitor and measure
customer satlsfactlon w1th these codes of conduct (see ISO 10001 2007 8 3) L1kew1se the codes of
conductcan Assts HYH . errting e : uring
o the

b can
[ly.

—t

ISO 10002 and this International Standard can be used together. Guidelines given,in this Internatjonal
Standard cgn support the establishment and implementation of a complaintsshandling process. For
example, th¢ processes described in this International Standard can assist théorganization in monitpring
and measurjng customer satisfaction with the complaints-handling progess’(see 1SO 10002:2004,|8.3).
Likewise, infformation from a complaints-handling process can be us€d'in monitoring and measyring
customer saftisfaction. For example, the frequency and type of complaints can be an indirect indicator of

customer satisfaction (see 7.3.2).

[SO 10003 g
could not b
stemming f1

that
ction

ontains guidance on the resolution of disputes regarding product-related complaints
satisfactorily resolved internally. ISO 10003 canthelp to minimize customer dissatisfa
om unresolved complaints.

ISO 10003 gnd this International Standard can be used together. Guidelines given in this Internatjonal

Standard c4
example, thq
and measur
Likewise, in
customer sg
of customer
which can

Internationd
monitoring
to take actid

n support the establishment and implementation of a dispute resolution process
processes described in this International Standard can assistthe organization in monit
ing customer satisfaction with the dispute resolution process (see ISO 10003:2007, 8

For
bring
3.2).

formation from a dispute resolution process can be used in monitoring and measfiring

tisfaction. For example, thefrequency and nature of disputes can be an indirect indi
satisfaction (see 7.3.2).cColectively, ISO 10001, ISO 10002 and ISO 10003 provide guid
help to minimize eustomer dissatisfaction and enhance customer satisfaction.

1 Standard complefrents [SO 10001, ISO 10002 and ISO 10003 by providing guidance o
hnd measuring ofgistomer satisfaction. The information gained can guide the organiz
ns which can-help to sustain or enhance customer satisfaction.

rator
ance
This

n the

htion

vi
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Quality management — Customer satisfaction —
Guidelines for monitoring and measuring

1 Scope

This International Standard provides guidance in defining and implementing processes to monitor and

mea

This

prov

2 Normative references

The

referjences, only the edition cited applies. For undated references, the latest edition of thg
docujment (including any amendments) applies.

IS0 9000:2005, Quality management systems — Fundamentalsiand vocabulary

3

For the purposes of this document, the terms and definitions given in [SO 9000:2005 and the foll

3.1

product
result of a process

NOTH 1 Product can be a service, software, hardware or processed material.

NOTH 2 Adapted from ISO 9000:2005, definition 3.4.2, whose original three notes have been condense

3.2

custpmer
orgahization or persen.that receives a product

NOT
orga

NOT
ison

SuTT CuUStomer satisfaction:

International Standard is intended for use by organizations regardless of typé,size

ollowing referenced documents are indispensable for the applicatien”of this documer

Terms and definitions

B 1 Customersimight include other interested parties who might be affected by the products pr
nization and'who might influence the success of the organization.

K 2 While a customer can be internal or external to the organization, the focus of this Internatid
the’external customer.

or product

jded. The focus of this International Standard is on customers external to the organizdtion.

t: For dated
b referenced

owing apply.

dinto Note 1.

bvided by the

nal Standard

NOT

E 3 Adapted Irom ISO9000:2005, definition 3.3.5, whose original note has been expanded 1nto

EXAMPLE Consumer, client, end-user, retailer, beneficiary, purchaser.

3.3

customer satisfaction

cust

omer’s perception of the degree to which their expectations have been fulfilled

Notes 1 and 2.

NOTE The definition of customer satisfaction differs from that in ISO 9000:2005, in that the provisions of this
International Standard are intended to assist in the identification of customer expectations entirely from the
point of view of the customer’s vision of the expected product; while the definition in ISO 9000:2005 involves the

orga

nization’s understanding of the customer’s requirements.
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https://standardsiso.com/api/?name=7d8a7b17c99cf20b988f2922d8bc9bac

ISO 10004

3.4

:2012(E)

organization
group of people and facilities with an arrangement of responsibilities, authorities and relationships

NOTE Adapted from ISO 9000:2005, 3.3.1. Notes have been deleted.

EXAMPLE Company, corporation, firm, enterprise, institution, charity, sole trader, association, government
agency, non- governmental organization or combination thereof.

3.5
complaint

expression of dissatisfaction made to an organization (3.4), related to its products, or the complaints-

handling pr
[ISO 10002:

NOTE Compl{

4 Conce

4.1 Gene

The concepf
the basis for

4.2 Concf

Customer sdtisfaction is determined by the gap between the customer’s expectations and the custo

perception g

To achieve ¢
These exped

Customer e
subsequent]

The extent
customer to

[tisimporta
and the cust
is the latter
the customd
as presente

Since custo

I;

pcess itself, where a response or resolution is explicitly or implicitly expected
004, definition 3.2]

ints can be made in relation to the processes for monitoring and measuring customersatisfaction

pt and guiding principles

ral

of customer satisfaction outlined in 4.2, and the guiding principles set out in 4.3, pr
effective and efficient processes for monitoring and measuring customer satisfaction

ppt of customer satisfaction

fthe product as delivered by the organizatioh, and of aspects related to the organization

ustomer satisfaction, the organization should first understand the customer’s expectat
tations might be explicit or implicit{ or not fully articulated.

pectations, as understood by the organization, form the primary basis of the product t
y planned and delivered.

to which the delivered. product and other organizational aspects are perceived by
meet or exceed expectations determines the degree of customer satisfaction.

htto makeadistinction betweenthe organization’s view of the quality of the delivered prq

that governs'the customer’s satisfaction. The relationship between the organization’
r’'s views.on quality is further described by the conceptual model of customer satisfac
in Anhex A.

ersatisfaction is subject to change, organizations should establish processes to mo

(3.3).

vide

mer’s
tself.
ions.
hat is

/ the

duct

omer’s perception of the delivered product and of other organizational aspects, becatiise it

5 and
tion,

nitor

and measure customer satisfaction on a regular basfs.

4.3 Guiding principles

4.3.1 Comprehension

The organization should clearly and fully understand the customer’s expectations, and the customer’s
perception of how well those expectations are met.

4.3.2 Inte

grity

The organization should ensure the relevance, correctness and completeness of data pertinent to

customer sa

tisfaction.
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4.3.3 Relevance

The information derived from customer satisfaction data should be meaningful and useful.

4.3.4 Timeliness

Gathering and dissemination of information should be done at the appropriate time, consistent with the
organization’s objectives.

4.3.5 Communication

The Trganization should ensure that customer satisfaction information is communicated, to interested
parties, as appropriate.

4.3.4 Continuity

The ¢rganization should ensure that monitoring of customer satisfaction is ghgoing and continuous.

4.3.7 Responsiveness

Custpmer satisfaction information should be used as a basis for action'to support the achievement of the
orgahization’s objectives

4.3.8 Transparency

Releyant customer satisfaction information and resulting actions should be shared with customers.

4.3.9 Accountability

The ¢rganization should establish and maintain accountability for the decisions and actionf taken with
respect to monitoring and measuring customer satisfaction.

4.3.10 Commitment

The ¢rganization should be actively committed to defining and implementing processes to monitor and
meagure customer satisfaction.

5 Framework foPmonitoring and measuring customer satisfaction

The |organizatign-should establish a systematic approach to monitoring and measurirng customer
satisfaction.Fhis approach should be supported by an organizational framework to enable the planning,
operptions maintenance and improvement of processes for monitoring and measuring customer
satisfaction.

Planning includes determination of the methods of implementation, and the allocation of necessary
resources (see Clause 6).

Operation includes identifying customer expectations, gathering and analysing customer satisfaction
data, providing feedback for improvement and monitoring of customer satisfaction (see Clause 7).

Maintenance and improvement includes the review, evaluation and continual improvement of processes
for monitoring and measuring customer satisfaction (see Clause 8).

© IS0 2012 - All rights reserved 3
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6 Planning

6.1 Defining the purpose and objectives

As a first step, the organization should clearly define the purpose and objectives of monitoring and
measuring customer satisfaction, which might, for example, include the following:

to evaluate customer response to existing, new or re-designed products;

organization behaviour;

to inves
to inves
to moni

to comp

The purposs
influence hg

The objectiy

to obtain information on specific aspects, such as supporting processes, personnel or

tigate reasons for customer complaints;

tigate reasons for loss of customers or market share;

for trends in customer satisfaction;

are customer satisfaction in relation to other organizations.

 and objectives influence what, when, how and from whom the data-are gathered. They
w the data are analysed and how the information is ultimately to'be used.

es of monitoring and measuring customer satisfaction should be defined in a manner

that their fullfilment can be measured using performance indicators ds specified by the organizati

6.2 Detel

Based on tH
measureme

The type of
of overall s

by cus
by regid
by time
by marH

by prod

The organiz
basis, on an

6.3 Dete

tj[mer,

'mining the scope and frequency

le purpose and objectives, the organization-should determine the scope of the pla
nt, in terms of both the type of data that is sought, and from where it is to be obtained.

nformation gathered can range from data regarding a specific characteristic, to assess
isfaction. Likewise, the scope of assessment depends on the type of segmentation, sug

n,
period
et, or
uct.

ation should also determine the frequency of data gathering, which can be on a re
occasional basis, or both, as dictated by business needs or specific events (see 7.3).

also

such
n.

nned

ment
h as:

pular

IR HOEY Py oy 1P ERETeNpy | Mpp: Prapreeaps I arnacililis:
llllllllls uupu:lucul,auuu IIITLUIIUUS dIilu 1 CDPUllDlUlllI.lCD

Some information regarding customer satisfaction might be obtained indirectly from the organization’s
internal processes (e.g. customer complaints handling) or from external sources (e.g. reports in the
media). Usually, the organization needs to supplement such information with data obtained directly
from customers.

The organization should determine how customer satisfaction information is to be obtained, and who is
responsible for that activity. The organization should also determine to whom the information is to be

directed for

appropriate action.

The organization should plan to monitor the processes for obtaining and using customer satisfaction

information

, as well as the results and effectiveness of these processes.

© ISO 2012 - All rights reserved
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6.4 Allocating resources

The organization should determine and provide the necessary competent human and other resources
for planning, monitoring and measuring customer satisfaction.

7 Operation

7.1 General

To monitor and measure customer satisfaction, the organization should:

— identify customer expectations;

— gather customer satisfaction data;

— analyse customer satisfaction data;

— ¢ommunicate customer satisfaction information;
— 1nonitor customer satisfaction on-going.

Thesle activities and their relationship are depicted in Figure 1, atid described in 7.2 to 7.6

Gather
customer satisfaction
data
INPUTS OUTRUTS,
Identify . Analyze
Related :> customer Measurl.ng ] customer :> Degrege of
to expectations customer satisfaction | satisfaction customer
customer data satisfgction
satisfaction

Communicate
customer satisfaction
information

) Monitoring customer satisfaction >=—> |(7)

Figure 1 — Monitoring and measuring customer satisfaction

7.2 | Identifying customer expectations

7.2.1 Identifying the customers

The organization should identify the customers, both current and potential, whose expectations it
intends to determine.

Once the “customer” group has been defined, the organization should identify the individual customers
whose expectations are to be determined. For example, in the consumer goods sector, such individuals
mightbe regular customers, or they mightbe occasional customers. When the customer is an enterprise,
one or more persons in that enterprise (e.g. from purchasing, project management or production)
should be selected.

Further examples of various types of customers and considerations are provided in Clause B.2.

© IS0 2012 - All rights reserved 5
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7.2.2 Determining customer expectations

When determining customer expectations (see Figure A.1), the organization should consider the following:

stated c

implied

[tisimport
[tems that 3
known to th

As outlined
clearly and
satisfaction
are provide

Therelation

NOTE
customer sat

7.3 Gathg

7.3.1 Idey

The organiz
which have
grouped int
a)

product

EXAMPIL
disposal
b) delivery

EXAMP]]
organiz,

EXAMPIL
handling
transpal

ustomer requirements;

customer requirements;

statutory and regulatory requirements;

other customer desires (“wish list”).

re presupposed might not be specified. Some aspects might be overlooked, or may n
e customer.

in the conceptual model (see Annex A), it is crucial that the customer’s exp€ctation
fompletely understood. How well these expectations are met will influence'the custo
Examples ofvariousaspectsto considerin ordertobetterunderstand customer expect
1 in Clause B.3.

bhip between customer expectations and customer satisfactionis further discussed in Claus|

Infformation regarding customer expectations can also be used-in\preparing codes of condu

sfaction (see ISO 10001:2007, Clause 6).
ering customer satisfaction data

itifying and selecting characteristics related-to customer satisfaction

htion should identify the characteristics of the product, of its delivery and of the organizg
a significant effect on customer satisfaction. For convenience, the characteristics cz
b categories such as:

characteristics;

E Performance (quality,ndependability), features, aesthetics, safety, support (mainten
training), price, perceived value, warranty, environmental impact.

characteristics;
E On-time delivery, completeness of order, response time, operating information.

htional characteristics.

E Rersonnel characteristics (courtesy, competence, communication), billing process, comp
, security, organizational behaviour (business ethics, social responsibility), image in so
efey.

atlions

duct.
pt be

5 are
er’'s

e B.4.

ct for

tion,
n be

ance,

aints
ciety,

The organization should rank the selected characteristics to reflect their relative importance, as
perceived by the customer. If necessary, a survey should be carried out with a sub-set of customers to
determine or verify their perception of relative importance of characteristics.

7.3.2 Indi

rect indicators of customer satisfaction

The organization should examine existing sources of information for data that reflect characteristics
related to customer satisfaction, e.g.

— frequency or trend in customer complaints and disputes (see ISO 10002:2004, Clause 8, and

[SO 100

03), calls for assistance, or customer compliments;

© ISO 2012 - All rights reserved


https://standardsiso.com/api/?name=7d8a7b17c99cf20b988f2922d8bc9bac

ISO 10004:2012(E)

— frequency or trend in product returns, product repair or other indicators of product performance or
customer acceptance, e.g. installation or field inspection reports;

— dataobtained through communication with customers, e.g. by marketing, customer service personnel;

— reports from supplier surveys conducted by customer organizations, which can reveal how the
organization is perceived in relation to other organizations;

— reports from consumer groups that might reveal how the organization and its products are perceived
by consumers and users;

— media reports which might reveal how the organization or its products are perceived, and which

ight themselves also influence customer perceptions;

—_— q

— 1
—

Such
proc
such
cust

7.3.3

7.3.3
Whil
cust
data
— 1
— 1
— 1
— 1

The
appr

7.3.3

ector/industry studies, e.g. involving a comparative assessment of charaeteris

¢rganization’s product;

egulatory agency reports or publications;
omments and discussion in social media.

data can provide insight into the strengths and weaknesses of the product and related ¢
bsses (e.g. product support, complaints handling and customer’ communication). Thg
data can help to shape indicators of customer satisfaction.dt'¢an also help to confirm or
mer satisfaction data gained directly from the customef.

Direct measures of customer satisfaction

.1 General

there might be indirect indicators of-satisfaction (see 7.3.2), it is usually necessa
mer satisfaction data directly from customers. The method(s) used to gather customer
depend on various factors, e.g.

he type, number and geographical or cultural distribution of customers;
he length and frequency ¢fcustomer interaction;

he nature of the product provided by the organization;

he purpose and €est of the assessment method.

rganization‘should consider the practical aspects described in 7.3.3.2 to 7.3.3.4 when J
pach and/méthods to use for gathering customer satisfaction data.

.2 A Selecting the method for gathering customer satisfaction data

tics of the

rganization
analysis of
supplement

'y to gather
satisfaction

blanning the

The

rgamnization shoutd sefectamethod for gathering data that isappropriate to thie reedand the type
of data that is to be collected.

The method most commonly used for gathering such data is a survey, which can be either qualitative, or
quantitative, or both.

Qualitative surveys are those that are typically designed to reveal characteristics of the product,
delivery or the organization that are relevant to customer satisfaction. They are typically undertaken to
understand or explore individual perceptions and reactions, and to uncover ideas and issues. They are
relatively flexible in application, but can be subjective.

Quantitative surveys are those that are designed to measure the degree of customer satisfaction. They
are typically conducted to collect aggregate data, using fixed questions or criteria. They are used for
determining status, benchmarking, or tracking changes over time.

© ISO
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Brief descriptions of these types of survey methods and a comparison of their relative advantages and
limitations are provided in C.2.4.

7.3.3.3 Selecting sample size and method of sampling

The organization should determine the number of customers to be surveyed (i.e. the sample size) and
the method of sampling, in order to measure customer satisfaction. The goal is to obtain reliable data at
minimum cost. The accuracy of the data gathered is governed by the size of the sample and the way the
sample is selected, i.e. the method of sampling.

The sample size can be determined statistically to ensure the precision and confidence levels required

in the findipgs. Tn addition, the method of sampling used should ensure that the resulting sample
represents the population well. Both aspects are further discussed in Clause C.3.

7.3.3.4 Degveloping the customer satisfaction questions

The product and the characteristics to be surveyed should be clearly defined, In~addition, ¢ther
characterisfics can also be surveyed [see 7.3.1, c)]. When developing the questions to be posed, the
organization should first determine the broad areas of interest, and then the sub-set of questions wjithin
those areas|with sufficient details to provide information about customer perception.

The scale of measurement, which depends upon how questions are Wworded, should also be clgarly
defined. Further guidance on defining the questions and consolidating them into a questionnaire is
provided in|Clause C.4.

7.3.4 Collecting customer satisfaction data

The collectipn of data should be systematic, detailed and;:documented. The organization should specify
how the datja are to be collected. When selecting the miethod(s) and tool(s) for collecting data, ceftain
aspects should be considered, e.g.

a) customer type and accessibility;

b) timelings for data collection;

) availab:E technology;

d) available resources (skills andbudget);

e) privacy|and confidentiality:

When detemining the“frequency, period or trigger for collecting customer satisfaction data, the
organization should eenisider aspects such as the following:

— the deve¢lopnient or launch of a new product;

— the comlpletion of significant project milestones;

when some relevant change is made in the product, processes or business environment;

the monitoring and sustaining of on-going customer relationships;

customer tolerance to frequency of surveys.

when there is decrease in customer satisfaction, or variability in product sales (by region, or season);

The data collection might be done by the organization itself. This can be economical and, given the
organization’s knowledge of the product or the customer, it might yield better information. This can
also result in a stronger relationship with the customer and a better understanding of customer issues.
However, there is a risk that the data might be biased by the relationships of individuals involved in the
survey. This risk can be avoided if the data collection is conducted by an independent third party.
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7.4 Analysing customer satisfaction data

7.4.1 General

Once the data related to customer satisfaction has been collected, it should be analysed to provide
information, which typically includes the following:

the degree of customer satisfaction and its trend;

aspects of the organization’s product or processes that might have significant impact on satisfaction;
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gtrengths and primary areas for improvement.

Wheh analysing customer satisfaction data, the organization should consider the agtivities
7.4.2]to 7.4.6. Further guidance on each of these activities is provided in Annex®,

7.4.1 Preparing the data for analysis

The dlata should be checked for errors, completeness and accuracy, and it should be grouped
categories, if necessary.

7.4.3 Determining the method of analysis

The method(s) of analysis should be selected depending onthe type of data collected and t
of the analysis. The various methods for analysing data‘can be classified as either

a)
b)

Iirect analysis, involving analysis of the custémer’s responses to specific questions, or

indirect analysis, involving the use of various analytical methods to identify potentiall
factors from a body of data.

Typic¢ally, both categories of analyS§is*can be used to extract useful information froi
satisfaction data.

7.4.4 Conducting the analysis

The ¢lata should be analgsed to gain information such as:

¢ustomer satisfaction (overall or by customer category) and trends;

ifferences‘in-the degree of satisfaction by customer categories;
ossible.causes and their relative effect on customer satisfaction;

¢ustomer loyalty, which is an indicator that the customer is likely to continue to dema

€$SEeS;

described in

into defined

he objective

y influential

n customer

nd the same

or other products from the organization.

7.4.5 Validating the analysis

The analysis and its conclusions should be validated, which can be done by various means, e.g.

segmenting the data to determine possible sources of variability;

— determining the relevance of product characteristics: the characteristics identified as potentially

relevant to the customer and their relative importance to the customer (including poss

ible changes

in characteristics and the relative importance of the characteristics over time) greatly influence the

results of the analysis performed;
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— assessing the consistency of the results, by comparison with other indicators or trends in areas that
also reflect customer satisfaction, e.g. product sales and customer complaints.

7.4.6 Reporting results and recommendations

The results of the analysis conducted should be documented and reported, together with possible
recommendations to assist the organization in identifying areas for improvement, in order ultimately to
enhance customer satisfaction and serve the larger interests or mandate of the organization.

The report should provide a clear and comprehensive indicator of customer satisfaction. In addition
to the data collected directly from customers, there might be other characteristics or measures that
reflect cust¢mer satisfaction, €.g. those cited in 7.3.2.

Key measures of relevant characteristics can be combined into a consolidated value termed theCgustpmer
satisfaction|index” (CSI). The CSI might, for example, be a weighted average of customer sdtisfaction
survey results and the number of complaints received. The CSI can be a convenient ardyuseful wjay of
measuring gnd monitoring customer satisfaction over time or space.

The report should also identify the relevant characteristics and components of cistomer satisfactign, as
well as the potential causes of and contributors to customer dissatisfaction.

7.5 Communicating customer satisfaction information

The information gained from the measurement and analysis of customer satisfaction data shou|d be
directed to the appropriate functions in the organization, so that steps might be taken to improvg the
products, pijocesses or strategies, in order to serve the objectives of the organization.

In order to help achieve this, the organization can
— identify|or establish the forums and processes to review customer satisfaction information;

— determine what information should be communicated to whom (including customers);

— formu11’:e‘ action plans for improvement;

— review jmplementation of action plansiand outcomes in appropriate forums, e.g. management revjews.

The on-going implementation of such actions can enhance the effectiveness and efficiency of the
organization’s quality managemeént system.

Customer sgtisfaction information (both positive and negative) can help guide the organizatign to
address issyes related te)meeting stated customer requirements. It can also help the organizatipn to
understand|and addre§s-the customer’s expectations, or issues related to the customer’s perceptipn of
the delivered product or the organization, and thereby enhance customer satisfaction.

Generic guidanée on some of the ways in which the information might be used is provided in Annek E.

7.6 Monitoring customer satisfaction

7.6.1 General

The organization should establish a process for monitoring customer satisfaction, to ensure the
information gathered is relevant and that it is used effectively to support the organization’s objectives.
Guidance on monitoring activities is provided in 7.6.2 to 7.6.5.

7.6.2 Examining the customers selected and the data gathered

The organization should verify that the customer(s) or customer group selected are aligned to the
purpose of data gathering, and that they are complete and correct. The organization should examine the
sources of customer satisfaction data, both direct and indirect, for validity and relevance.
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7.6.3 Examining customer satisfaction information

Customer satisfaction information should be monitored by the organization at defined intervals, and by
the appropriate level of management. The nature and scope of information monitored is unique to the
organization’s needs and goals, and might include, for example:

comparative or competitor information;

trends in customer satisfaction data (overall and, for example, by product, region, type of customer);

strengths and weaknesses of the organization’s product, processes, practices or personnel;

q
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Monitoring actions taken in response to customer satisfaction information

brganization should monitor the process by which relevant customer satisfaction in
ded to appropriate functions, in order to take actions intended to increasé customer s

brganization should also monitor the implementation of actions undertaken, as well
ch actions on customer response related to specific characteristics, or on the overall
Faction, or support other organization objectives.

xample, if customer feedback is related to “poor delivety”, the organization should

bsequent customer feedback.

Assessing the effectiveness of actions taken

der to assess the effectiveness of actions taken, the organization should verify that t
faction information gained is consistent with, or is validated by, other releva
rmance indicators.

bxample, if the organization’s Customer satisfaction measurements show a positi
Id typically also be reflected in related business indicators such as increased deman
et share, increased repeatscustomers and increased new customers. If the customer
urement trend is not reflected in other business performance indicators, it migh

natively, it might indicate that the measurement of customer satisfaction failed to co
rs that influenee the customer’s decision.

8
The

aintefance and improvement

ation or flaw in the customer satisfaction measurement and communication processed.

formation is
atisfaction.

hs the effect
measure of

verify that
satisfaction

he customer
nt business

ve trend, it
d, increased
satisfaction
L point to a

nsider other

rganization should periodically review its processes for monitoring and measuri

g customer

satisfaction, in order to ensure that they are effective and efficient and that they yield information that

is current, relevant and useful. Typical actions to consider include the following:

satisfaction;

business goals and priorities;

ensuring that there is a plan, schedule and defined process for monitoring and measuring customer

reviewing the process of selecting customers and characteristics to ensure they are aligned with

ensuring that the process for capturing customer expectations (implicit and explicit) is current and

comprehensive in scope and that it includes verification, where possible with the customer;

ensure the sources are current, comprehensive and relevant;
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— ensuring that methods and processes for direct measurement of satisfaction reflect changing
customer conditions and business goals;

— reviewingthe methods of analysis of customer satisfaction data to ensure they are valid and adequate;

— verifyin
if the cu

g that the various components and their relative weights reflect current business priorities,
stomer satisfaction data are consolidated into an indicator such as CSI;

— periodically reviewing the process for validating customer satisfaction information against internal
data or other business indicators;

— verifying that the forum and process for on-going review of customer satisfaction information is

appropt

— verifyin

iate and adequate;

g that the process for communication of customer satisfaction informationcteorel¢vant

functions is operational and effective, e.g. determining if the recipients find the information ujseful

or if the
— identifyj

promot

handling pro
and improve

NOTE InlE‘ormation from the use of code of conduct for customer satisfaction’(see ISO 10001), complaints

information is utilized;
ing impediments and aids to communicating customer satisfaction information in order to

P improvement

esses (see SO 10002) and dispute resolution processes (see ISO 10003) can assistin the maintenance
ent of processes for monitoring and measuring customer satisfagtion.
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Annex A
(normative)

Conceptual model of customer satisfaction

A.1 General

Thisjannex provides further information on the conceptual model of customer satisfaction|(introduced
in Clause 4). It serves as the basis for the guidance provided in this International Standard.
A.2 | Conceptual model of customer satisfaction

The relationship between the organization’s perspectives and the custdmer’s perspectivégs regarding
product quality is illustrated by the conceptual model in Figure A.1.

Customer’s Planned

Expectation Product
of Product (by the organization)

Degree of satisfaction ﬁ Degree of conformapce
(customer’s view of quality) (organization’s view of quality)

Customer’s Delivered

Perception Product
of Product (by the organization)

Figure'A/1 — Customer satisfaction conceptual model

NOTH Customer’s perception of product also includes other organizational aspects

In thjs model, the customer’s expectation of product characterizes the product the customdr would like
toregeive. The cuStomer’s expectations are mainly shaped by the customer’s experience, thefinformation
availpble anddthe customer’s needs. These expectations might be reflected in defined requjrements, or
they[might be*assumed and undefined.

The planned product characterizes the product that the organization intends to deliver. It i generally a
COMPTOITISE DEtWEET te OTEaTi Zation S UMderstanding of the TuStoner Sexpectations, theorganization’s
capabilities, its internal interests and the technical, statutory and regulatory constraints applicable to
the organization and the product.

The delivered product characterizes the product that is realized by the organization.

The degree of conformity, which constitutes the organization’s view of quality, is the extent to which the
delivered product conforms to the planned product.

The customer’s perception of product characterizes the productas the customer perceivesit. This perception
is shaped by the customer’s needs, the business environment and alternatives available in the market.

Satisfaction is a judgement, an opinion expressed by the customer. The degree of satisfaction reflects
the gap between the customer’s vision of the expected product, and the customer’s perception of the
delivered product including other organizational aspects.
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Therefore, attention should be paid to both dimensions:
a) theinternal measures of quality in the realization processes;

b) the external measures of the customer’s view of how well the organization has met the customer’s
expectations.

As illustrated in the conceptual model, in order to improve customer satisfaction, the organization needs to
close the gap between quality expected by the customer and the customer’s perception of delivered quality.
In order to do so, the organization should address each of the stages in the conceptual model cycle, i.e.

— thoroughly understand the customer’s expectations when defining the planned product and ensure
that the customer is fully informed about the product’s features and limitations (this is therarea of
requirements capture, communication and product design);

— deliver product in conformity with the planned product (this is the area of operationahimanagement
and profcess control);

— understland the customer’s perception of the delivered product and enhance customer satisfagtion
through improvements to the product and improved information about_the product and its
constrajnts (this is the area of communication, marketing and customer; relations).

The organization should consider that customer satisfaction is related not only to product and deljvery
characteristics, but also to other organizational aspects.
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This|annex provides further information and guidance on identifying customer expé

outl

B.2
The

satisfaction) are listed below, illustrated by examples of customers in different sectors.

a)

b)

d)

B.3

ISO 10004:2012(E)

Annex B
(normative)

Identification of customer expectations

General

ined in 7.2.

Identifying the customers

differenttypesof customersto be surveyed (for determination of custénier expectations

[urrent customers are those who have bought the organizatien’s-products recently. Thd
1) regular customers who buy the organization’s products*or services;
EXAMPLES Customers of a bakery; users of public trafsportation

2) occasional customers who periodically buy the organization’s products.

EXAMPLES Customers of computer shops or @pharmacy.

usually specify their expectations directly to the organization.
EXAMPLES  Customers of welding equipment or tailoring service

Indirect customers are those'who buy the organization’s products through a dealer
rganization. In such cagses, it is important for the organization to understand the exp
he dealer, as well as the'expectations of the target customer.

XAMPLES Custemers of cell-phones

otential customers are those who might be interested in the organization’s products,
et bought the product. The expectations of such customers might be influenced by the
rganization, because they have no experience in dealing with the organization.

ost.customers are those who have previously bought the organization’s product, but
ofmake further purchases. In such cases, the organization should seek to understand

for the change 1n the customer s preference.

Aids to understanding customer expectations

ctations, as

or customer

se might be:

Direct customers are those who buy products directly from the organization. Sucl customers

or another
ectations of

but have not
image of the

have ceased

the reasons

It is the organization’s responsibility to understand the customer’s expectations and to translate them
into requirements. The organization can gain a deeper understanding of customer expectations by
considering such aspects as the following:

— the role played by the customer in designing and delivering the product (where applicable);

— ensuring that customer feedback is designed to reveal information on the customer’s expectations

and perceived value of the delivered product;
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— the role of other parties (e.g. a third-party deliverer, or a partner, or both) which might affect the
satisfaction of customers;

— how the customer intends to use or deploy the product.

B.4 Customer expectations and customer satisfaction
Customer satisfaction contains the following two separate segments:

a) satisfaction with specific elements or aspects of the delivered product;

b) overall §atisfaction of the customer, which is not the sum (or average) of the individual elementf and
should therefore be evaluated separately.

The customer often specifies certain elements of the product that directly impact satisfaction/ However,
satisfactionfis affected by other characteristics, whose relationship is illustrated in Figure B.1.

NOTE Fipure B.1 is based on the Kano model (see Reference [8])

satisfied
A

Performance:

Characteristics that are directly
conrected to satisfaction — in
general, the more fulfillment, the

better.

Latent Opportunities:
haracteristics that are important,
but are not (yet) expected or
fulfilled.

-
-
—— -

» fulfilled

not fulfilled

Basics:

Characteristics that are expected. Their
fulfilment only avoids dissatisfaction, but does
not cause satisfaction. Non-fulfillment will cause

extreme dissatisfaction.

dissatisfied
Figure B.1 — Relationship between various characteristics and customer satisfaction

The model ih FigureB'1 links the degree of satisfaction with the fulfilment of expectation, from which
different cafegories of influential characteristics emerge, as described below.

“Basics’ A¥a chavactnrmictine AF thn e di e vwhich +hn ~yctarnne Avnncte Thaty OO0l At OIll
are— e eterISHes— ottt Pproauet—wHeH—tHe—€eHStomer—expeeces—aer—tonent y

prevents dissatisfaction. These are usually not expressed explicitly, but they are important.
EXAMPLE The fact that a pizza is served hot; an anti-lock braking system (ABS) in new cars.

— “Performance” are characteristics of the product which directly affect the satisfaction or
dissatisfaction ofthe customer, i.e.the better theseare fulfilled, the higher the customer’s satisfaction.
The customer explicitly looks for these characteristics and attaches a high value to them.

EXAMPLE The load volume of a passenger car; gasoline consumption; the size of a pizza.

— “Latent opportunities” are characteristics of the product which are potentially very important or
attractive to customers, but which are not currently articulated or anticipated. These offer future
development opportunities and competitive advantage. If such opportunities are not fulfilled, they
do not cause dissatisfaction since they were not expected or anticipated, but their fulfilment can
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have very positive effect on satisfaction. However, it is important to note that such characteristics
are subject to change and might rapidly become “expected” factors.

EXAMPLE Unexpected free fresh flowers in hotel room; service updates for software; additional product
training support.

The characteristics considered above should be regularly monitored because customer expectations
continually change. For example, air conditioning in automobiles was a motivation factor when it was
firstintroduced, but is now considered a standard (i.e. basic) feature.

The organization should consider these characteristics when defining the product. By going beyond the
customer’s stated expectations, the organization can enhance customer satisfaction.

The fategories described above can further help the organization to prioritize potential actions for
imprpvement that might result from the analysis of customer data, as described in D4:3.
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Annex C
(normative)

Direct measurement of customer satisfaction

C.1 General

This annex [Lrovides further information and guidance on the steps and activities associated with!d

measureme

C.2 Custg

C.2.1 Gen

Survey met
quantitative
to the type

C2.2 Qud

C.2.2.1 G¢g

The primar
discussion g

C2.22 In

In-depth pe
and their re|
can be cond

Face-to-face
range from
outline whig
freely, and t

Telephone ipterviews'are less costly and can provide results faster.

C.2.2.3 Di

ht of customer satisfaction, as outlined in 7.3.3.

bmer satisfaction survey methods

eral

hods measuring customer satisfaction can be broadly categorized as qualitatiy
. The organization should select survey methods that are appropriate to the objective
f data to be collected.

litative surveys

neral

y methods used for conducting qualitative surveys are in-depth personal interviewy
roups.

depth personal interviews

sonalinterviews can providetawealth ofinformation about factors thatinfluence satisfa
[ative importance, as wellas an insight into customer expectations and perceptions.
icted face-to-face or vid telephone.

interviews allow @-deeper understanding of customer expectations. Their duratio
45 min to 60 min; or longer. The interview might be partially structured, i.e. based
h helps to address certain basic themes. It is important to allow the respondent to an|
b record responses literally.

Scussion groups

irect

e or
E and

and

ction
They

I can
n an
swer

Discussion groups are typically composed of five to ten participants. They provide less information at
the individual level, but the confrontation and exchange of opinions in the group can reveal common
opinions and perceptions regarding the principal strengths and weaknesses of the organization’s
product, as well as the relative importance of the factors of satisfaction. Discussion groups are often a
fertile source of information and ideas for improvement.

The two approaches cited above might be combined. For example, in-depth interviews might be followed
up with discussion groups. The number of interviews or groups depends on the specific purpose of the
survey and on the degree of similarity in the types of customers.

18

© ISO 2012 - All rights reserved


https://standardsiso.com/api/?name=7d8a7b17c99cf20b988f2922d8bc9bac

ISO 10004:2012(E)

C.2.3 Quantitative surveys

The principal methods of obtaining data through quantitative surveys are the following:

face-to-face interviews or telephone interviews;

— self-completion questionnaires, which might be sent by post, or distributed along with the product,
or provided online (via the Internet).

Personal face-to-face interviews are less popular because of the cost and the difficulty in obtaining
interviews with industrial customers. The more frequently used methods are questionnaires
administered by telephone and self-completion questionnaires by mail.

C.2.4 Comparison of survey methods

The 1

elative advantages and limitations of some popular survey methods are suminarized

Table C.1 — Comparison of survey methods

n Table C.1.

Method

Advantages

Limitations

FacHd

to face inter-

— Contact and personal attention

— Takes more time, therefore slower

Partially structured questions
Spontaneous responses resulting from
group integaction

view — Possibility of complex and directed — (More costly, especially if inlerviewees
questions arejgeographically dispersed
— Flexibility in conducting interview ~—" Risk of possible distortion iptroduced
— Immediate availability of information by interviewer
— Ability to verify information

Telephone inter- — Lower cost than face-to-face interview |[— Non-verbal responses canntbe

view — Flexibility observed (no visual contact)
— Ability to verify information — Risk of distortion by the intprviewer
— Greater speed of execution — Information limited by relatively short
— Immediate availability(of information duration of interview (20 min tp 25 min)

— Customer reluctance to participate
Disdussion group | — Lower cost thanindividual interviews | — Requires experienced facilifator and

related equipment
— Outcome depends on particjpant’s
familiarity with technique
— Difficult if customers are digpersed
over wide region

No distortion by interviewer

High level of standardization/compara-
tiveness

— Fast execution

— Easy evaluation

Mail survey —[Low cost — Lowresponse rate
—<)Can reach a widely dispersed geo- — Self-selection of respondents might
graphic group result in skewed sample that ddes not
— No distortion by the interviewer reflect the population
— High level of standardization — Possible difficulty with unclear ques-
— Relatively easy to manage tions
— Lack of behaviour control i} answers
— Longer time for data collectjion
Online survey — Low cost — Low response rate
(Internet) — Previously prepared questions — Lack of behaviour control in answers

Delay in availability of data

High probability of interruption in case
of unclear questions

— Assumes customer has the equipment
and is familiar with the technology

The advantages and limitations noted in the table assume that data-gathering is done by the organization.
If the survey activity is sub-contracted, some of the comments might not apply.

If the survey response rate is low, the organization should consider other ways of supplementing or
verifying the information obtained.
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C.3 Sample size and method of sampling

C.3.1 Sample size

The sample size should be statistically determined to ensure a specific level of confidence in the results,
within a defined margin of error.

The statistically computed sample size might be larger than the size that the organization can support.
In practice, the sample size selected is generally a compromise between the desired accuracy and
confidence level and the cost or difficulty of sampling.

In the case ofquatitativesurveys; thesamptesize sty picatty stmattamd s usuatty based omrbusimessjudgm

[f the numbyq
might be su

ent.

r of customers is relatively small, as in a business-to-business context, the entire pepulption

'veyed. In such cases, several people from each business might be selected.

C.3.2 Method of sampling

The organiz
representat

One approa
customerin
or when the

Another apj
categories (|
size, attitud
Proportiong

Random sar
Stratified s{
each specifi

ation also needs to determine how the sample is to be selected, s¢ that the finding
ve of the customer population. Two widely used sampling methodsZare described belo

h is to select customers through a “random sample”, i.e. where-the chance of selectin
the populationis the same. This might be used when the poptlation is relatively homoge
re is little or no information about the composition of thépopulation.

proach is to use “stratified sampling”, in which theleustomers are grouped into va
pr “strata”) in accordance with some criteria, e,g<location, product knowledge or u
e (tolerant/complaining), gender/age of customers and potential value to the organizg
| samples are then drawn from each specified-stratum of the population.

hpling is appropriate if the objective is to,obtain information for the population as a w
mpling is appropriate when the objective is to ensure that information is gathered
bd stratum of the population.

C.4 Developing the customer satisfaction questionnaire

C.4.1 Defi

C4.1.1 G¢g

The design 4
consideratid

C4.1.2 Dg

ining the questions

neral

ind content-of the questions depend on the context and goal in each case, but the step
ns outlined below are generally applicable.

termining the information needed

5 are

W.

b any
hous,

rious
sage,
tion.

hole,
from

t and

The organization should ensure that the information being sought fully addresses all components of
the issue being studied. In addition to the traditional characteristics of quality, delivery and price, there
might be other characteristics important to the customer, e.g. communication, or the organization’s
behaviour, or the organization’s stance on publicissues. Demographics and other relevant characteristics
of the target population should also be considered.

C.4.1.3 Selecting the method for gathering information

The method selected by the organization for gathering information is influenced by the type of
information being sought, and by logistical considerations in reaching the target population. Logistical
considerations could include time, geography, demography, accessibility or other aspects.
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C.4.1.4 Defining the content of individual questions

The organization should formulate the individual questions to solicit the information required, and
ensure the questions are clear to the respondent.

It is also good practice to invite customer comments and suggestions when formulating the questions,
in order to avoid ambiguous or confusing customer responses.

C.4.1.5 Considering the respondent

The manner of questioning should consider how articulate, how well informed, or how familiar the

resp
requ

C.4.1
The

et s withthe productamd—theorgamnization—The orgamnization shoutd i
red of the respondent, and ensure the search for information is seen to be appropriate an

.6 Choosing the question wording

rganization should:

C.4..

C.4.2

The ¢
onh

Whe
desir

C.4.2

The
one (

The
spec
diffiq

efine clearly the issue in terms of who, what, when, where, why and(how;
se ordinary language, i.e. words that match the vocabulary of the respondents;
void ambiguous words (e.g. “occasional” or “professional”});

void language that might provide cues to the respondéent or bias the respondent by in
rganization’s expectations.

. Design of questionnaire

.1 General

juestionnaire should begin with cleatinstructions for use. If appropriate, it should prov
w to address quantitative and/or*qualitative questions.

h designing the questionnaire, the considerations outlined below can facilitate the
ed information.

.2 Choosing the question structure

brganization should organize the questions in logical sequence where possible, and us
juestion to make it easier for the respondent, if the response involves numerous altern|

questionS should be asked in logical order, starting with general questions, follow
fic queries. Likewise, the priority should be on obtaining basic information first, while t
ult{sénsitive or complex questions should follow later.

e the effort
d legitimate.

dicating the

de guidance

bathering of

e more than
atives.

ed by more
he relatively

C.4.2.3 Determining form and layout

The questionnaire should be easy for the respondent to follow, e.g. containing logically arranged and
numbered questions in each section, with clear directions or instructions. Likewise, the layout should be
designed to facilitate the analysis of the data gathered, e.g. using vertically aligned columns for responses.

C.4.2.4 Establishing the measurement scale

The measurement scale depends on the type of information being sought and should be clearly defined.
When assessing attitudes, a 5-point scale for categories across a continuum is often used.

EXAMPLE1  “Strongly agree”; “Agree”; “Neutral”; “Disagree”; “Strongly disagree”.

Where greater discrimination is required, a wider scale, e.g. 10-point, might be used.
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If the need is to compel the respondent to take a position and avoid a neutral response, the questionnaire
can make use of an even number of scale points (e.g. 4 or 6).

EXAMPLE 2

“Very satisfied”; “Satisfied”; “Dissatisfied”; “Very dissatisfied”.

C.4.2.5 Validating by conducting a “pre-test”

A “pre-test”

is a preliminary survey conducted with a small, but representative, set of respondents,

in order to assess the strengths and weaknesses of the questionnaire. It is a strongly recommended
practice, even though it might not be feasible if the number of respondents is limited.

Where poss

mail or teley
questionnai

The pre-test
as the react
questionnai

) - L U U U UUIU O

- - - dusing-the-sameteth g. by
bhone) as in the actual survey. This should be repeated with each significant revision gf the

e.

results should be analysed to evaluate the method of survey, its scope and-clarity, ag well
jion of respondents, and the survey should be amended as appropriate. E6ryexample, if the
e is found to be too long, it might be divided into shorter questionnaires.that take less fime.
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Annex D
(normative)

Analysis of customer satisfaction data

General

annex provides further information and guidance on the analysis of customer satisfac

outliped in 7.4.

D.2

D.2.
The

D.2.

Preparation of data for analysis

Il Data verification
rganization can verify the collected data, e.g. by checking the following aspects:

errors or mistakes in the data: these might need to be_cotrected or removed in or
misleading conclusions;

¢ompleteness of data: it is important to check whether the data obtained from the
¢omplete, and to decide on how incomplete respenses or non-responses are to be treat

dccuracy of data: if sampling techniques are used, it is advisable to confirm that the sanj
method are consistent with the confidenceleével and margin of error that might have be

2 Data categorization

Where applicable, the data collected should be prepared for analysis by

D.3

¢oding open-ended responsesiinto categories, and

¢oding responses into.greups or segments of respondents.

Determination of methods for analysis

D.3.1 General

The

brganization can select the methods of analysis to be used, depending on the data c

the dbjectives. Guidance on the use of some of the statistical techniques cited below can
1SO/TR40017 and ISQ/TR 13425

tion data, as

Her to avoid
customer is
bd;

Iple size and
bn specified.

bllected and
be found in

D.3.2 Direct analysis

The goal of this analysis is to describe or evaluate the answers of respondents to specific questions.

Som

e commonly used methods of analysis and their objectives are presented in Table D.1.
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Table D.1 — Methods of direct analysis

tion

the data

Method Objective Example

Mean To determine the average response On a scale of 1 to 10, if the responses are 4,
5,7 7 and 9, the arithmetic mean is 6.4. The
arithmetic mean is a commonly used meas-
ure of average value.

Median To identify the middle response If all responses are listed in numerical order,
the median is the response in the middle. In
the above example, the medianis 7.2

Range To determine the interval between the The age of participants in a meeting ranges

smallest and largest values from 20 to 65.
Standard dejvia- To determine the degree of variability in | Units produced by machine A have(greater

variability than those produced by machfne

B

Cross-tabuls

To summarize the distribution of
response by some other variable of inter-
est

tions

78 % of London respondents-rate overall

satisfaction a 9 or a 10, compared to 60 % of

Paris respondents.

Pareto analy

rsis To classify data into categories to assist in

prioritizing issues

In terms of product quality, it is observed
that the majority,of problems (80 %) are
to a few key<auses (20 %).

due

Trend analy|

5is To identify direction (e.g. improving, dete-

The nunmiber of complaints has increased

by

ences between two independent groups

satisfied overall than Paris respondents.

riorating) 5 % edgch year.
Statistical cpntrol | To monitor performance and identify The'error rate in shipments delivered in the
charts statistically significant (i.e. non-random) | Jast quarter was significantly higher thah
variation expected.
Student t-teft To test for statistically significant diffet?,” | London respondents are significantly mqre

Analysis of §
ance

rari- To test for statistically significant'differ-
ences between three or more independent

groups

Overall satisfaction differs significantly
among London respondents, Paris respo
ents and Berlin respondents.

a  Foran eV

en number of responses, the median is the average of the two middle responses.

D.3.3 Ind

The goal of
relationship
presented if

rect analysis

) Table D.2.

this analysis is todidentify factors that have a significant effect on satisfaction, angl
between factors:;*Some commonly used methods of analysis and their objectives

Table D.2 — Methods of indirect analysis

the
are

Method Objective Example

Weighted d4qta To determine the weighted average The mean rating for overall satisfaction is 7,

analysis response considering different kinds of customers and

their relative importance.

Correlation To determine if responses to one question | Of the various aspects of office operation,
can be used to predict response to another | satisfaction with “cleanliness” is found to
question, and to measure the strength of | be the best predictor of overall satisfac-
relationship between variables tion, i.e. respondents who are satisfied with

cleanliness tend to be satisfied overall, and
respondents who are dissatisfied with clean-
liness tend to be dissatisfied overall.

Regression To analyse the relationship between two | As satisfaction with cleanliness decreases,
or more variables, and to measure the overall satisfaction decreases.
effects of one or more variables on a spe-
cific response
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Conducting analysis

D.4.1 General

The results should be systematically processed in accordance with the type of analysis selected.

D.4.2 Data stratification

Data can be classified into defined strata or categories before conducting the analysis. This can reveal
useful information, such as differences in the degree of customer satisfaction, e.g. by analysing repeat
customers versus one-time buyers, the gender of the buyer, the age of the buyer, the customer location,

or by

D.4.
The
aspe
nece
thosg

]

]

q
q

To h
class

Char

product characteristics such as price and features.
8 Prioritization
rganization candetermineand focusonthose characteristics ofthe productand otheror

ssary to know the importance the customer attaches to specific characteristics and
e characteristics on overall satisfaction (see also Clause B.4).

nfrastructure characteristics are those that are accorded a low level of importance by t

ut are necessary for the operation of the business or the preduct, for example: the plg
pizza is served. If they were improved, they would have)little impact on overall satig

rganization can consider eliminating or reducing invéstment in them, to reduce cost
reater value to the customer.

asic characteristics (see Clause B.4) have relatively effect on satisfaction, once a certa

as been achieved. As with infrastructure characteristics, the organization can consig
r eliminating investment in basics. Howevef their performance should not fall beloy

vel, as that might have a negative impaet on overall satisfaction.

erformance characteristics (see Clause B.4) are important to customers and have
ffect on overall satisfaction. Thesexare obvious areas of focus. Their level of performan
aintained, or further improved, if it is found to be cost-effective.

Latent opportunities encompass characteristics that are currently not recognized

important by the customer (see Clause B.4). If improved or fulfilled, such character

ignificantly increase_overall satisfaction; they offer the highest potential for imp
atisfaction.

lp prioritize<improvement actions, the various characteristics can be conveniently ¢
ifying themyin four zones, as illustrated in Figure D.1.

acteristies in zones 3 and 4 offer the highest potential impact on overall satisfaction.

b

rts whose improvement would have the more significant effect on satisfaction. Th¢

banizational
brefore, it is
the effect of

he customer
te on which
faction. The
5 or provide

fin threshold
ler reducing
v acceptable

W significant
ce should be

or deemed
istics, could
rovement of

xamined by
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Such classification may require further study of the relationship between specific characteristics and
satisfaction. The information can help the organization to prioritize actions that could lead to increased
customer satisfaction.

D.5 Validation of analysis

The soundness of conclusions reached through the customer satisfaction analysis process can be
validated by checking, amongst other aspects, those listed below.

a) Segmentatlon if there is a high degree of var1ab111ty in the responses it mlght be due to var1ab111ty
in the qua G 3 A
expectdtions of dlfferent customer segments However 1f0ther measurements mdlcate that product
quality |s stable, the variability in response might point to poor customer segmentation.

b) Relevance of the characteristics: one of the goals of analysis is to identify characteristics which can
have a sjgnificantinfluence on customer satisfaction, as well as their importance, which would allow
the organization to focus its improvement efforts on key characteristics. If thesanalysis suggests
that chgracteristics with high influence on customer satisfaction might havebeen overlooked,|they
might b identified through appropriate research (e.g. focus groups or open questions). The gffect
of such fharacteristics on customer satisfaction should be assessed in the hext measurement ¢ycle.
The indjvidual characteristics that make up overall satisfaction, and-their relative importance, can
change pver time.

c) Consistency of the results: the trend in customer satisfaction:measurements should be consistent
with other indicators that reflect satisfaction, e.g. repeat purchases or market share. If a positive
trend in satisfaction is contradicted by negative trend, fer¢éxample in sales, it could be for seyeral
reasons, e.g.

— the|views of the people surveyed are not shared'by those who make the decision to purchase;

— there has been an increase in the customer’s satisfaction with a competitor’s or compafable
orghnization’s product;

— the|price differential outweighs the improvements in other characteristics.

D.6 Reparting of the analysis

D.6.1 Gerleral
In addition fo reporting the-overall customer satisfaction and its trend, the organization can repoit the

relevant characteristicS/and causes, as well as the components and contributors of customer satisfagtion
or dissatisfdction.

D.6.2 Prepsentation of results

The organization can present the results of the analyses tailored to the needs of the audience. It is good
practice to avoid identifying specific customers. When identification is intended, prior approval by
the customer interviewed is necessary. It should also be in accordance with applicable requirements,
regulations and the organization’s privacy policy.

Graphic representations are an effective way of displaying information and can be considered when
presenting findings, with supporting data gathered in annexes.

A customer satisfaction index (CSI) can be an effective tool for monitoring, reporting and tracking the
performance of the organization or its specific aspects, with regard to customer satisfaction. It can be
an element of the organization’s performance “dashboard”, and also a component of the organization’s
reward system.
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