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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
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ribed in the ISO/IEC Directives, Part 1. In particular the different approval criteria needed for the
Fent types of ISO documents should be noted. This document was drafted in acéordance with the
rial rules of the ISO/IEC Directives, Part 2 (see www.iso.org/directives).

Attention is drawn to the possibility that some of the elements of this documént may be the subject of
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The main changes compared with\the previous edition are as follows:

q

q

— improved alignmeént with ISO 10001, ISO 10002 and ISO 10003.

glignment with ISO 9000:2015;
glignment with ISQ©001:2015;

it rights. ISO shall not be held responsible for identifying any or all sueh-patent rights. Details of
atent rights identified during the development of the document will be in the Introdug¢tion and/or
e [SO list of patent declarations received (see www.iso.org/patents).

frade name used in this document is information given for the-éonvenience of users gnd does not
[itute an endorsement.

Ain explanation on the voluntary nature of standards, the meaning of ISO specifi¢ terms and
pssions related to conformity assessment, as well ‘as’information about 1SO’s adherence to the
d Trade Organization (WTO) principles in the Technical Barriers to Trade (TBT) see the following
www.iso.org/iso/foreword.html.

document was prepared by Technical Committee ISO/TC 176, Quality management| and quality
rance, Subcommittee SC 3, Supporting technologies.

second edition cancels and replacesthe first edition (ISO 10004:2012), which has been technically
ed.
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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 and services. 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, services, processes
and characteristics that are valued by customers, and serve the organization’s objectives. Such

improveme

ts can qfrpngfhpn customer confidence and resnlt in commercial and other henefits

This docum
and measur

The satisfac

or a private
0.2 Reld

This docum|
monitoring

bnt provides guidance to the organization on establishing effective processes for monit
ng customer satisfaction.

bring

tion of persons or organizations that could or do receive a product or a serviee from a public

organization is the focus of this document.
tionship with ISO 9001

ent is compatible with ISO 9001, whose objectives it supportsiby providing guidan
and measuring customer satisfaction. This document can help address specific claug

e on
es in

ISO 9001 related to customer satisfaction, including those listed below

a) 1SO900[1:2015, 4.3, on the scope of the quality management system;

b) IS0 9001:2015, 5.1.2, on customer focus;

c) ISO09001:2015, 6.2.1, on quality objectives;

d) ISO09001:2015, 8.2.1 c), on customer communication;

e) 1S0900/1:2015, 9.1.2, on customer satisfactiom;

f) 1SO9001:2015, 9.1.3, on analysis and evaluation;

g) IS0 9001:2015, 9.3.2 c), on management review inputs;

h) IS0 9001:2015, 10.1 on imprevement.

This document can also be used-independently of ISO 9001.

0.3 Reldtionship with'1SO 9004

This documient is compatible with ISO 9004, and supports its objectives through the effectivg and
efficient application of customer satisfaction monitoring and measuring processes. ISO 9004 proyides
guidance to|achieve sustained success of an organization. The use of this document (ISO 10004) can
enhance performance in the area of monitoring and measuring of customer satisfaction to facilitate

the achievement of sustained success. It can also facilitate the continual improvement of the quality
of products, services and processes based on feedback from customers and other relevant interested
parties.

NOTE Apart from customers and complainants, other relevant interested parties can include suppliers,
industry associations and their members, consumer organizations, relevant government agencies, personnel,
owners and others who are affected by the customer satisfaction monitoring and measuring processes.

This document can also be used independently of ISO 9004.
0.4 Relationship with ISO 10001, ISO 10002 and ISO 10003

This document is compatible with ISO 10001, ISO 10002 and ISO 10003. These four documents can
be used either independently or in conjunction with each other. When used together, this document,
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[SO 10001, ISO 10002 and ISO 10003 can be part of a broader and integrated framework for enhanced
customer satisfaction through codes of conduct, complaints handling, dispute resolution and monitoring
and measurement of customer satisfaction (see Annex A).

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 document can be used together. Guidelines given in this document can support
the establishment and implementation of codes of conduct. For example, the processes described in
this document can assist the organization to monitor and measure customer satisfaction with these
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fining and implementing processes for monitoring and measuring customer satig
iple, an organization can establish a code of conduct with respect to the confidentiality

mation in monitoring and measuring customer satisfaction.

0002 contains guidance on the internal handling of product- and service-related com

ently.

0002 and this document can be used together. Guidelines given'in this document
stablishment and implementation of a complaints-handling preécess. For example, th
'ibed in this document can assist the organization in¢monitoring and measurin
faction with the complaints-handling process (see 1SO%10002:2018, 8.3). Likewise,
a complaints-handling process can be used in monitoring and measuring customer
xample, the frequency and type of complaints can be'an indirect indicator of customer
/.3.2).

0003 contains guidance on the resolutionsof disputes regarding product- and ser

tisfaction stemming from unresolved camplaints.

0003 and this document can be uséd together. Guidelines given in this document can
lishment and implementation ofia dispute-resolution process. For example, the process
is document can assist the, organization in monitoring and measuring customer

tion process can be usedin monitoring and measuring customer satisfaction. For ¢
ency and nature of disputes can be an indirect indicator of customer satisfaction (see |

ctively, [SO 1000%,.1SO 10002 and ISO 10003 provide guidance which can help to minimi
tisfaction and{enhance customer satisfaction. This document complements ISO 1000
SO 10003 byproviding guidance on the monitoring and measuring of customer satis
mation gained can guide the organization to take actions which can help to sustain
mer satisfaction.

rganization
faction. For
of customer

blaints. This

hince can help to preserve customer satisfaction and loyalty by resolving.complaints effectively and

can support
e processes
g customer
information
satisfaction.
satisfaction

vice-related
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support the
bs described
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the dispute-resolution precess (see ISO 10003:2018, 8.3). Likewise, information from a dispute-

xample, the
V.3.2).
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Qu

ality management — Customer satisfaction —

Guidelines for monitoring and measuring

1 Scope

This document gives guidelines for defining and implementing processes to monitor and measure

custgmmersatisfactiom:

This
serv

NOTH
that 4

2 Normative references

The
cons
unda

ISO 9

3
Fort
ISO 3
— 1
— 1

3.1

cust
pers
requ

EXAN
benef

document is intended for use by any organization regardless of its type or size, or’the g
ces it provides. The focus of this document is on customers external to the organizatig

Throughout this document, the terms “product” and “service” refer to the outputs of an
re intended for, or required by, a customer.

following documents are referred to in the text in such away that some or all of t
Fitutes requirements of this document. For dated refererices, only the edition cited
ted references, the latest edition of the referenced doctment (including any amendme

000:2015, Quality management systems — Fundamentals and vocabulary

[erms and definitions
he purposes of this document, the terms.and definitions given in ISO 9000 and the foll

nd IEC maintain terminological databases for use in standardization at the following g

SO Online browsing platform: available at https://www.iso.org/obp

EC Electropedia: availaple.at http://www.electropedia.org/

bmer
bn or organization’ (3.7) that could or does receive a product or a service that is int¢
red by this person or organization

PLE Consumer, client, end-user, retailer, receiver of product or service from an inte
iciary.and purchaser.

roducts and
n.

organization

heir content
applies. For
hts) applies.

bwing apply.

ddresses:

ended for or

rnal process,

Note

1&oyentry: A customer can be internal or external to the organization.

[SOU
3.2

RCE: IS0 9000:2015, 3.2.4]

customer satisfaction
customer’s (3.1) perception of the degree to which the customer’s expectations have been fulfilled

Note 1 to entry: It can be that the customer’s expectation is not known to the organization (3.7), or even to the
customer in question, until the product or service is delivered. It can be necessary for achieving high customer
satisfaction to fulfil an expectation of a customer even if it is neither stated nor generally implied or obligatory.

Note 2 to entry: Complaints (3.3) are a common indicator of low customer satisfaction but their absence does not
necessarily imply high customer satisfaction.
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Note 3 to entry: Even when customer requirements have been agreed with the customer and fulfilled, this does
not necessarily ensure high customer satisfaction.

[SOURCE: IS0 9000:2015, 3.9.2]

3.3

complaint

<customer satisfaction> expression of dissatisfaction made to an organization (3.7), related to its
product or service, or the complaints-handling process itself, where a response or resolution is explicitly
or implicitly expected

Note 1 to entry: Complaints can be made in relation to other processes where the organization interacts with the
customer (3.1).

Note 2 to entfy: Complaints can be made directly or indirectly to the organization.
[SOURCE: IS0 9000:2015, 3.9.3, modified — Notes 1 and 2 to entry have been added.]

34
customer service
interaction pf the organization (3.7) with the customer (3.1) throughout the }ife cycle of a prodyct or
a service

[SOURCE: IS0 9000:2015, 3.9.4]

3.5

feedback
<customer satisfaction> opinions, comments and expression$Zof interest in a product, a service or a
complaints-handling process

Note 1 to entfy: Feedback can be given in relation to other processes where the organization (3.7) interactq with
the customer|(3.1).

[SOURCE: IS0 9000:2015, 3.9.1, modified — Note I to entry has been added.]

3.6
interested party
stakeholder
person or oflganization (3.7) that can affect, be affected by, or perceive itself to be affected by a dedision
or activity

EXAMPLE Customers (3.1} owners, people in an organization, providers, bankers, regulators, unions,
partners or spciety that cansinclude competitors or opposing pressure groups.

[SOURCE: IS0 9000:2015, 3.2.3, modified — Note 1 to entry has been deleted.]

3.7
organlzatlc n
orb-aofnaanlathat hac itc o Flinectionc vth racnancihilitine Avthoritiae And wolatiantbhi
erson or gr ips
p greup-of people thathas-itsown functions-with respensibilities autherities-andrelationship

to achieve its objectives

Note 1 to entry: The concept of organization includes, but is not limited to, sole-trader, company, corporation,
firm, enterprise, authority, partnership, association, charity or institution, or part or combination thereof,
whether incorporated or not, public or private.

[SOURCE: ISO 9000:2015, 3.2.1, modified — Note 2 to entry has been deleted.]
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4 Concepts and guiding principles

4.1

General

The concept of customer satisfaction outlined in 4.2, and the guiding principles set out in 4.3, provide
the basis for effective and efficient processes for monitoring and measuring customer satisfaction.

4.2

Concept of customer satisfaction

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

nradiect xzaxad arganization o oG

ects related

custe

to th

To ad
Thes|

Cust
serv

The {
the ¢

It is
prod
orga
betw
mod

Since

and measure customer satisfaction on a regular‘basis.

4.3

4.3.1
The

meag

4.3.2

Suffi
cust

4.3.3

raarcmarcanti o 4l o arcarzicn ac Jdals Lbautha 3 1 d oFf
T S Pt PO O Tt pProtut T o SCTv ICCas OCTv CTr e oo y Tt OT gat i ZatroT, artr O a S

e organization itself.

hieve customer satisfaction, the organization should first understand the custonier’s e
e expectations might be explicit or implicit, or not fully articulated.

bmer expectations, as understood by the organization, form the primary basis of p
ces that are subsequently planned and delivered.

ustomer to meet or exceed expectations determines the degre€of customer satisfactig

mportant to make a distinction between the organization’s view of the quality of tl
uct or service and the customer’s perception of the.delivered product or service 4
hizational aspects, because it is the latter that governs.bhe customer’s satisfaction. The
een the organization’s and the customer’s views om,quality is further described by th¢
el of customer satisfaction, as presented in Annéx\B.

customer satisfaction is subject to changeilorganizations should establish processe

Guiding principles

Commitment

rganization should be dctively committed to defining and implementing processes to
ure customer satisfaction.

Capacity

Cient resodrces should be made available for and committed to monitoring and
mer satisfaction, and should be managed effectively and efficiently.

Transparency

Kpectations.

roducts and

extent to which the delivered product or service and other organjzational aspects are perceived by

n.

he delivered
nd of other
relationship
e conceptual

5 to monitor

monitor and

measuring

The organization should ensure that adequate customer satisfaction information is communicated to
customers, personnel and other relevant interested parties, as appropriate.

4.3.4 Accessibility

Customer satisfaction information should be easy to find and use.

4.3.5 Responsiveness

The organization should address the needs and expectations of customers in its use of customer

satis

faction information.
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Information integrity

The organization should ensure that customer satisfaction information is accurate and not misleading,

and that dat

a collected are relevant, correct, complete, meaningful and useful.

4.3.7 Accountability

The organization should establish and maintain accountability for, and reporting on, the decisions and

actions take

4.3.8

n with respect to monitoring and measuring customer satisfaction.

Improvement

Increased e
should be a

'fectiveness and efficiency of the processes to monitor and measure customer satisfa
bermanent objective.

4.3.9 Confidentiality

Personally i
required by

NOTE Pd
used to ident
or similarly s

4.3.10 Cus

The organi
satisfaction

dentifiable information should be kept confidential and protected;\unless disclosu
law or consent for disclosure is obtained from the person concernéd,

rsonally identifiable information is information that when associated with an individual c

pecific identifier. The precise meaning of the term differs around the world.

fomer-focused approach

ration should adopt a customer-focused appiroach to monitor and measure cust
and should be open to feedback.

4.3.11 Competence

Organizatio
necessary t

4.3.12 Tim

Gathering a
time, consis

h personnel should have the persoual attributes, skills, training, education and exper
monitor and measure customer.satisfaction.

eliness

hd dissemination of Customer satisfaction information should be done at the approp
Lent with the organization’s objectives.

4.3.13 Comprehension

The organiZ
perception ¢

ation should clearly and fully understand the customer’s expectations, and the custoi
f how.well those expectations are met.

ction

re is

hn be

fy him or her, and is retrievable by the individual’s name, address)émail address, telephone number

pmer

ence

riate

mer’s

4.3.14 Conltintiity

The organization should ensure that monitoring of customer satisfaction is systematic and continuous.

5 Framework for monitoring and measuring customer satisfaction

5.1 Context of the organization

In planning, designing, developing, operating, maintaining and improving of processes for monitoring
and measuring customer satisfaction, the organization should consider its context by:

— identifying and addressing external and internal issues that are relevant to the organization’s
purpose and that affect its ability to achieve the objectives of monitoring and measuring customer
satisfaction;

© ISO 2018 - All rights reserved
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— identifying the interested parties that are relevant to monitoring and measuring of customer
satisfaction, and addressing the relevant needs and expectations of these interested parties;

identifying the scope of the processes for monitoring and measuring customer satisfaction, including

their boundaries and applicability, and taking into account the external and internal issues and the
needs of interested parties noted above.

5.2

Establishment

The organization should establish a systematic approach to monitoring and measuring customer
satisfaction. This approach should be supported by top management, leadership and commitment

thro

cust

Plan
alloc

Oper]
data

Main
for n

Whe
riskg

i

ghout the organization, and an organizational framework to enable the plannling, design,
development, operation, maintenance and improvement of processes for monitoring'ang

Imer satisfaction.

hing, design and development includes determination of the methods of implementat
ation of necessary resources (see Clause 6).

ation includes identifying customer expectations, gathering and analysing customer

tenance and improvement includes the review, evaluation and continual improvement
onitoring and measuring customer satisfaction (see Clausé 8).

h measuring and monitoring customer satisfaction, thetorganization should consider
and opportunities that can arise. This involves:

portunities;

dentifying and assessing specific risks and opportunities;

T

Asd
In th
is in{
effec
satis
the
meas

An o
does
ident

lanning, designing, developing, implémenting and reviewing corrective actions and im
ertaining to identified and assessed risks and opportunities.

pfined in 1SO 9000:2015, 3.72.9;.risk is the effect of uncertainty, which can be negative
e context of customer satisfaction monitoring and measurement, an example of a ne
ufficient survey response rate resulting from intrusive questioning, and an example
t is that the organization reconsiders the resources associated with the monitoring
faction as a result\0f'a review of the related process. These risks can be addressed b
\llocation and-deployment of resources leading to the improvement of customer
urement and’monitoring methods.

pportunity is related to identification of a new possible way of realizing positive outc
not necessarily arise from the organization’s existing risks. For example, the orgal

ify’anew product, service or process as a result of a customer suggestion provided in t

| measuring

ion, and the

satisfaction

providing feedback for improvement and monitoring of customer.satisfaction (see Clause 7).

of processes

and address

onitoring and evaluating processes and intérnal and external factors concerning risks and

T b

provements

or positive.
bative effect
pf a positive
of customer
y reviewing
satisfaction

bmes, which
hization can
he course of

custgmer satisfaction measurement.

6 Planning, design and development

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:

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

— to obtain information on specific aspects, such as supporting processes, personnel or organization
behaviour;
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to investigate reasons for customer complaints;

tigate reasons for loss of customers or market share;

to monitor trends in customer satisfaction;

are customer satisfaction in relation to other organizations.

The purpose and objectives influence what, when, how and from whom the data are gathered. They
also influence how the data are analysed and how the information is ultimately to be used.

The objectives of monitoring and measuring customer satisfaction should be defined in a manner such

that their fulfifment can be measured using performance indicators as specitied by the organizatign.

6.2 Detel

Based on tH
measureme

The type of
of overall s

by cus
by regid

by time

by prod|

by serv

The organiz
basis, on an

6.3 Deterl

Some infornpation regarding customer satisfaction might be obtained indirectly from the organiza

internal prd
media). Usyj
from custon

The organiZ
is responsil
be directed

Imer;

by marl

uct;

'mining the scope and frequency

le purpose and objectives, the organization should determine the scope-of the pla
ht, 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;

ce.

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

'mining implementation methods and responsibilities

cesses (e.g. customer complaints handling) or from external sources (e.g. reports i
ally, the organization needs to supplement such information with data obtained dig
Ners.

ation should determine how customer satisfaction information is to be obtained, and
le for;that activity. The organization should also determine to whom the information
for appropriate action.

nned

ment
h as:

pular

ion’s
n the
ectly

who
is to

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.

6.4 Allocating resources

The organization should determine and provide the necessary competent human and other resources
for monitoring and measuring customer satisfaction.
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7.1 General
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To monitor and measure customer satisfaction, the organization should:

— identify customer expectations;

— gather customer satisfaction data;

— analyse customer satisfaction data;

—

ommunicate customer satisfaction information;

— 1Inonitor customer satisfaction ongoing.

Thes|
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e activities and their relationship are depicted in Figure 1, and described in\Z2 to 7.6.
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Figure 1'= Monitoring and measuring customer satisfaction

Identifying eustomer expectations

Identifying customers

prganization should identify the customers, both current and potential, whose expectations it
ds.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
might be regular customers, or they might be 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 information and guidance is provided in Annex C. Other examples of various types of customers
and considerations are provided in C.2.

7.2.2 Determining customer expectations

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

— stated customer requirements;
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customer requirements;

— identification of any applicable statutory and regulatory requirements;

NOTE 1

other customer desires (“wish list”).

customer expectations.

Codes of conduct for customer satisfaction (see ISO 10001) can also be considered in determining

[tis important to recognize that a customer might not always explicitly specify all aspects of the product
or service. Items that are presupposed might not be specified. Some aspects might be overlooked, or
may not be known to the customer.

As outlined
clearly and

satisfaction
expectation

The relation

NOTE 2
customer sat

7.3 Gathg

7.3.1

The organi3

of the orgahization, which have a significant effect on-customer satisfaction. For conveniencg

characteristics can be grouped into categories such as:

a) productand service characteristics;
EXAMPIE Performance (quality, dependability), features, aesthetics, safety, support (mainten
disposal} training), price, perceived value, watranty, environmental impact.

b) delivery characteristics;
EXAMPIE On-time delivery, completeness of order, response time, operating information.

c) organizptional characteristics.
EXAMPIE Persommel/ characteristics (courtesy, competence, communication), billing pr
complaints handling;,security, organizational behaviour (business ethics, social responsibility), img
society, fransparency.

The organizatien(should rank the selected characteristics to reflect their relative importang

perceived b
determine o

7.3.2

Information regarding customer expectations can also be used in preparing codes of condu

Identifying and selecting characteristics related to customer satisfaction

in the conceptual model (see Annex B), it is crucial that the customer’s expectation
fompletely understood. How well these expectations are met will influence the-custos
Examples of various aspects to consider in order to better understand” cust
5 are provided in C.3.

ship between customer expectations and customer satisfaction is further discussed iy

sfaction (see ISO 10001:2018, Clause 6).

ering customer satisfaction data

ation should identify the characteristics of the product or service, of its delivery

S are
mer’s
bmer

CA4.

rt for

and
, the

ance,

cess,
ge in

e, as
rs to

the customer. If necessary, a survey should be carried out with a sub-set of customg

Indirect indicators of customer satisfaction

The organization should examine existing sources of information for data that reflect characteristics
related to customer satisfaction, for example:

ISO 100

03), calls for assistance, or customer compliments;

customer acceptance, e.g. installation or field inspection reports;

frequency or trend in customer complaints and disputes (see ISO 10002:2018, Clause 8, and

frequency or trend in product returns, product repair or other indicators of product performance or
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frequency or trend in service nonconformities or other indicators of service performance, e.g. on-

time or delayed service delivery;

data obtained through communication with customers, e.g. by marketing, customer service

personnel;

reports from supplier surveys conducted by customer organizations, which can rev
organization is perceived in relation to other organizations;

eal how the

reports from consumer groups that might reveal how the organization and its products and services

are perceived by consumers and users;

mmedia reports which might reveal how the organization or its products and servicesa
dnd which might themselves also influence customer perceptions;

jector/industry studies, e.g. involving a comparative assessment of chardcterig
¢rganization’s products and services;

fegulatory agency reports or publications;

¢omments and discussion in social media.

Such|data can provide insight into the strengths and weaknessges of the product, service
orgahization processes (e.g. product support, customer service, complaints handling ap
communication). The analysis of such data can help to shape‘indicators of customer satisfz

also

help to confirm or supplement customer satisfaction data gained directly from the cus

7.3.3 Direct measures of customer satisfaction

7.3.3.1 General

Whilf there might be indirect indicators, of satisfaction (see 7.3.2), it is usually necessa

cust

mer satisfaction data directly fromcustomers. The method(s) used to gather customer

dataldepend on various factors, for example:

The

the type, number and geographical distribution of customers;

the length and frequency of customer interaction;

the nature of produets and services provided by the organization;
tthe purpose arid cost of the assessment method.

rganizatien should consider the practical aspects described in 7.3.3.2 to 7.3.3.4 when |

apprpach andimethods for gathering customer satisfaction data.

Further information and guidance is provided in Annex D.

e perceived,

tics of the

and related
d customer
ction. It can
tomer.

'y to gather
satisfaction

blanning the

7.3.3.2 Selecting the method for gathering customer satisfaction data

The organization should select a method for gathering data that is appropriate to the need and 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 typically designed to reveal characteristics of the product or service, 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.
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Quantitative surveys 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.

Brief descriptions of these types of survey methods and a comparison of their relative advantages and
limitations are provided in D.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 appropriate method of sampling, in order to gain relevant data on customer satisfaction. The goal is
to obtain reliable data at minimum cost. The accuracy of the data gathered is governed Dy the Size
sample and fhe way the sample is selected, i.e. the method of sampling.

fthe

The sample [size can be determined statistically to ensure the precision and confidence levels required
in the findiphgs. In addition, the method of sampling used should ensure that the réstilting sa
represents the population well. Both aspects are further discussed in D.3.

7.3.3.4 Developing the customer satisfaction questions

[mple

The product or service and the characteristics of the product or service)yof its delivery and of the
organization to be surveyed should be clearly defined. Additional charagteristics can also be survi

When devel
of interest,
information|

The scale o
defined. Fui
provided in

and then the sub-set of questions within those areas, with sufficient details to pr
about customer perception.

[ measurement, which depends upon how questions are worded, should also be cl
ther guidance on defining the questions and-‘consolidating them into a questionna
D.4.

7.3.4 Collecting customer satisfaction data

The collecti
how the daf
aspects shof

a are to be collected. When selecting the method(s) and tool(s) for collecting data, ce
h1d be considered, for exampte:

a) customer type and accessibility;

b) timelings for data collectien;

) availab:E technology;

d) available resources'(skills and budget);

e) privacy|and confidentiality.

When detetmihing the Frnqnnnr‘y] pprinrl or trigger for r‘n”nr‘h'ng customer satisfaction dat

byed.

pping the questions to be posed, the organization should first determine the broad greas

vide

parly
re is

bn of data should be systematic,(detailed and documented. The organization should splecify

rtain

, the

l=)
organization should consider aspects such as:

— the development or launch of new products and services;

10

the completion of significant project milestones;

when some relevant change is made in products and services, processes or business environment;

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

the monitoring and sustaining of ongoing customer relationships;

customer tolerance to frequency and complexity of surveys.
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The data collection might be done by the organization itself. This can be economical and, given the
organization’s knowledge of the product or service or the customer, it might yield better information.
This can also resultin 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.

7.4

Analysing customer satisfaction data

7.4.1 General

Onc tha data valatnd 0 cnctarnnye caticfantinn hac hann callactnd i+ chaonld bha ~analucnd to rovide
Otre—tata—feratea—~o—cusStoer—SattSa et ohasS—Beeh—eonreetea s—H—5Setra—Be—ahar V54 b

information, which typically includes:
— the degree of customer satisfaction and its trend;

— 3spects of the organization’s products and services or processes that might-have signif
¢on satisfaction;

— T1elevantinformation on competitors’ or comparable organizations’ products, servicesan
— gtrengths and primary areas for improvement.

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

7.4.2 Preparing the data for analysis

The

defined categories, if necessary.

7.4.3 Determining the method of analysis

The

of the analysis. The various methods, for analysing data can be classified as either

a)
b)

Typi

satisfaction data,

7.4.4 Conducting the analysis

The

data should be checked for errors, completehess and accuracy, and it should be g

method(s) of analysis should be selected depending on the type of data collected and t

I:rect analysis, involving analysis of the customer’s responses to specific questions, or

cant impact

d processes;

described in

rouped into

he objective

indirect analysis, involving the use of various analytical methods to identify potentially influential

factors from a body-of data.

fally, both categories of analysis can be used to extract useful information froj

n customer

dlata should be analysed to gain information such as:

customer satisfaction (overall or by customer category) and trends;
differences in the degree of satisfaction by customer categories;
possible causes and their relative effect on customer satisfaction;

customer loyalty, which is an indicator that the customer is likely to continue to dema
or other products and services from the organization.
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ating the analysis

The analysis and its conclusions should be validated, which can be done by various means, for example:

— segmenting the data to determine possible sources of variability;

determining the relevance of product and service characteristics: the characteristics identified

as potentially relevant to the customer and their relative importance to the customer (including
possible changes in characteristics and the relative importance of the characteristics over time)
greatly influence the results of the analysis performed;

assessing the consistency of the results, by comparison with other indicators or trends in areas that

also ref

7.4.6 Rep

The results
recommend|
enhance cug{

The report
to the data
reflect cust

Key measu]
“customer S
satisfaction
useful way (

The report
as well as th

7.5 Comi

The inform4
directed to
products an|

In order to I
identifyj]
determ
formulq

review

ect customer satisfaction, e.g. sales and customer complaints.

orting results and recommendations

of the analysis conducted should be documented and reported, together-with pos
ptions to assist the organization in identifying areas for improvement, in.order to ultim|
tomer satisfaction and serve the larger interests or mandate of the gfganization.

should provide a clear and comprehensive overview of customer“satisfaction. In add
collected directly from customers, there might be other characteristics or measuresg
mer satisfaction, e.g. those cited in 7.3.2.

es of relevant characteristics can be combined intd.a consolidated value termeq
atisfaction index” (CSI). The CSI might, for example;sbe a weighted average of cust
survey results and the number of complaints re¢éived. The CSI can be a convenien
f measuring and monitoring customer satisfaction over time or space.

should also identify the relevant characteristics and components of customer satisfag
e potential causes of and contributors to-customer dissatisfaction.

hunicating customer satisfaction information

ition gained from the measurement and analysis of customer satisfaction data shou
[he appropriate functions-nithe organization, so that steps might be taken to improv
d services, processes onStrategies, in order to serve the objectives of the organization

elp achieve this, the.organization should:

or establish the\ferums and processes to review customer satisfaction information;
ne what infermation should be communicated to whom (including customers);

te action plans for improvement;

implementation of action plans and outcomes in appropriate forums, e.g. manage

sible
ately

ition
that

| the
bmer
F and

tion,

Id be
e the

ment

reviews.

The ongoing implementation of such actions can enhance the effectiveness and efficiency of the
organization’s quality management system.

Customer satisfaction information (both positive and negative) can help guide the organization to
address issues related to meeting stated customer requirements. It can also help the organization to
understand and address the customer’s expectations, or issues related to the customer’s perception of
the delivered product or service or of the organization, and thereby enhance customer satisfaction.

Generic guidance on some of the ways in which the information might be used is provided in Annex F.
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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 selection of customer(s) or customer group(s) is aligned to
the purpose of data gathering, and that the selection is complete and correct. The orgamijzation should
exanpine the sources of customer satisfaction data, both direct and indirect, for validity and relevance.

7.6.3 Examining customer satisfaction information

Custpmer satisfaction information should be monitored by the organizationat'defined integvals, and by
the appropriate level of management. The nature and scope of information monitored is unique to the
orgahization’s needs and goals, and might include, for example:

— frends in customer satisfaction data (overall and, for example, by product, service, region, type of
¢ustomer);

— ¢omparative or competitor information;

— gtrengths and weaknesses of the organization’s products and services, processes, practices or
personnel;

— ¢hallenges or potential opportunities.

7.6.4 Monitoring actions taken in response to customer satisfaction information

The prganization should monitor thé process by which relevant customer satisfaction information is
provjded to appropriate functions, in order to take actions intended to increase customer sfatisfaction.

The prganization should also. monitor the implementation of actions undertaken, as well as the effect
of such actions on customer‘résponse related to specific characteristics, or on the overall measure of
satisfaction, or supportether organization objectives.

For ¢xample, if customer feedback is related to “poor delivery”, the organization should verify that
actions are taken/goimprove delivery, and that this is reflected in improvement of customer|satisfaction

satisfaction information gained is consistent with, or is validated by, other relevant business
performance indicators.

For example, if the organization’s customer satisfaction measurements show a positive trend, it
should typically also be reflected in related business indicators such as increased demand, increased
market share, increased repeat customers and increased new customers. If the customer satisfaction
measurement trend is not reflected in other business performance indicators, it might point to a
limitation or flaw in the customer satisfaction measurement and communication processes.

Alternatively, it might indicate that the measurement of customer satisfaction failed to consider other
factors that influence the customer’s decision.
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8 Maintenance and improvement

The organization should periodically review its processes for monitoring and measuring 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:

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

— reviewing the process of selecting customers and characteristics to ensure they are aligned with
business goals and priorities;

— ensurin|g that the process for capturing customer expectations (implicit and explicit) is curren

compre

— reviewipg the indirect indicators of customer satisfaction, including lost customep:analys

ensure

— ensurin

custom

— reviewipng the methods of analysis of customer satisfaction data tocensure they are valid
adequate;

— verifyirlg that the various components and their relative weightsteflect current business prioj
if the customer satisfaction data are consolidated into an indicator such as CSI;

— periodi
data or

— verifyirlg that the forum and process for ongoing\review of customer satisfaction informati
approptiate and adequate;

— verifyirlg that the process for communicdtion of customer satisfaction information to relq
functions is operational and effective, elg,)determining if the recipients find the information ul
or if thelinformation is utilized;

— identifyling impediments and aids-to communicating customer satisfaction information in ord

promot
— reviewi

— evaluat

NOTE Infformatiof from the use of code of conduct for customer satisfaction (see ISO 10001), comp
handling prdcesses<(see ISO 10002) and dispute resolution processes (see ISO 10003) can assist i

maintenance

14

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

he sources are current, comprehensive and relevant;

br conditions and business goals;

Fally reviewing the process for validating customersatisfaction information against int
pther business indicators;

P improvement;

ng the effectiveness of the actions taken in relation to risks and opportunities.

and{iniprovement of processes for monitoring and measuring customer satisfaction.

ng risks and oppertunities related to customer satisfaction measuring and monitoring;

kand

s, to

lo that methods and processes for direct measurement of satisfaction reflect charnging

and

ities,

brnal
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vant
seful

er to
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Annex A
(informative)

Interrelationship of ISO 10001, ISO 10002, ISO 10003 and this

document

Fl Uure A1l allnctratac tha araganigation’c wencaccac vwalatad +0 ~ada of conduct conlag
g Sttt S— e —ergaHAa 0 R-5—Ppro€ S—Ferdtea—+to0—coae—6+—c0+ Hpiat

cTooT Tororee— o

extefnal dispute resolution, and customer satisfaction monitoring and measuring.

Guidpnce in this document can be used to support the processes addressed in ISO 10001, IS

1t handling,

D 10002 and

ISO 10003. Outputs from the processes based on ISO 10001, ISO 10002 and ISO-186003 cap be used as

input for customer satisfaction monitoring and measurement.

NOTH A complaint can be initiated by a customer or another complainant.
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Figure A.1 — Interrelationship of ISO 10001, ISO 10002, ISO 10003 and this document
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Annex B
(informative)

Conceptual model of customer satisfaction

B.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 document.

B.2 | Conceptual model of customer satisfaction

The relationship between the organization’s perspectives and the custdmer’s perspectivgs regarding
product and service quality is illustrated by the conceptual model in Figlire B.1.

Planned
product

Customer’s
expectation

of product or service
or service (by the organization)

Degree of satisfaction Degree of confofmance
(cuistomer’s view of quality) (organization’s view|of quality)

Customer’s Delivered
perception product

or service
(by the organization)

of product
or service

Figure B.1 — Customer satisfaction conceptual model

In thlis model, the eustomer’s expectation of product or service characterizes the produgt or service
the dustomer wouldlike to receive. The customer’s expectations are mainly shaped by the¢ customer’s
experience, the information available and the customer’s needs. These expectations mightbe reflected
in defined requirements, or they might be assumed and undefined.

The planned product or service characterizes the product or service that the organizafion intends
to dg¢liver. It is generally a compromise between the organization’s understanding of the customer’s
expectations, the organization’s capabilities, its internal interests and the technical, statutory and
regulatory constraints applicable to the organization and the product or service.

The delivered product or service characterizes the product or service 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 or service conforms to the planned product or service.

The customer’s perception of product or service characterizes the product or service as the customer
perceives it. This perception is shaped by the customer’s needs, the business environment and
alternatives available in the market.

NOTE Customer’s perception of product or service also includes other organizational aspects
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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 or service, and the customer’s perception
of the delivered product or service including other organizational aspects.

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 clgse the gap between quality expected by the customer and the customer’s perceptipn of
delivered qyality. In order to do so, the organization should address each of the stages in the conceptual
model cyclefi.e.:

— thoroughly understand the customer’s expectations when defining the planned product or sefvice
and ensjure that the customer is fully informed about the features and limitationsof the prodyct or
service [this is the area of requirements capture, communication and product.and service desjgn);

— deliver product or service in conformity with the planned product or service (this is the anea of
operatignal management and process control);

— understland the customer’s perception of the delivered product.dr service and enhance custpmer
satisfacfion through improvements to, and improved informatiott.about, the product or servic¢ and
its constraints (this is the area of communication, marketing.and customer relations).

The organization should consider that customer satisfactionds related not only to product, servic¢ and
delivery chgracteristics, but also to other organizational aspécts.
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Annex C
(informative)

Identification of customer expectations

C.1 General

This|annex provides further information and guidance on identifying customer exp§
outliped in 7.2.

C.2

Diffefrent types of customers to be surveyed (for determination of custofmer expectations
satisfaction) are listed below, illustrated by examples of customers in different sectors.

a)

b)

d)

Identifying the customers

[urrent customers are those who have bought or received the organization’s products
fecently. These might be:

1) regular customers who buy or receive the organization’s products and services;
EXAMPLE Regular customers of a bakery; regular Gsers of public transportation.
2) occasional customers who periodically buylor receive the organization’s products g

EXAMPLE Customers of computer shops ot a pharmacy.

$uch customers usually specify their-éxpectations directly to the organization.
EXAMPLE Customers of welding equipment or tailoring service.

Indirect customers are thesé who buy or receive the organization’s products and serv
3 dealer, distributor, or‘another organization. In such cases, it is important for the

¢ustomer.
EXAMPLE Customers of mobile phones.

PotentiaKcustomers are those who might be interested in the organization’s products 3

ctations, as

pr customer

hnd services

nd services.

Direct customers are those who buy ortreceive products and services directly from the organization.

ces through
rganization

o understand the expectations of the indirect customer, as well as the expectations ¢f the target

nd services,

ut have not yet bought or received the product or service. The expectations of such customers

ight be influenced by the image of the organization, because they have no experieng
ith the organization.

e in dealing

Lost customers are those who have previously bought or received the organization’s products and
services, but have ceased to have further interactions with the organization. In such cases, the
organization should seek to understand the reasons for the change in the customer’s preference.

C.3 Aids to understanding customer expectations

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 role played by the customer in designing and delivering the product or service (where

© ISO 2018 - All rights reserved
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and perceived value of the delivered product or service;

satisfaction of customers;

how the customer intends to use or deploy the product or service;

customers with different abilities and needs.

C.4 Customer expectations and customer satisfaction

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

the role of other parties (e.g. a third-party deliverer, or a partner, or both) which might affect the

Customer sg

a) satisfac
b) overall

and sho
The custom

However, sa
NOTE Fij

The model i
different cat

“Basics’
only prg

EXAMP]]

dissatis
The cus

EXAMP]]

“Latent
importa3
offer fu
fulfilled
fulfilme
charact

EXAMPLE
product train

tisfaction contains the following two separate segments:

tion with specific elements or aspects of the delivered product or service;

satisfaction of the customer, which is not the sum (or average) of the individual elenpents

uld therefore be evaluated separately.

b1 often specifies certain elements of the product or service that directly impact satisfag
Lisfaction is affected by other characteristics, whose relationshipis'illustrated in Figur

bure C.1 is based on the Kano model(8].

puit L.l

h Figure C.1 links the degree of satisfaction with the falfilment of expectation, from W
egories of influential characteristics emerge, as deséribed below.

are characteristics of the product or service which the customer expects. Their fulfil
vents dissatisfaction. These are usually not expressed explicitly, but they are importa

E The fact that a pizza is served hot; an anti-lock braking system (ABS) in new cars.

“Performance” are characteristics of the product or service which directly affect the satisfacti

faction of the customer, i.e. the betterthese are fulfilled, the higher the customer’s satisfaq
tomer explicitly looks for these characteristics and attaches a high value to them.

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

opportunities” are characteristics of the product or service which are potentially
nt or attractive to eustomers, but which are not currently articulated or anticipated. T
fure developmentepportunities and competitive advantage. If such opportunities ar
, they do not ¢ause dissatisfaction since they were not expected or anticipated, but
nt can havg‘very positive effect on satisfaction. However, it is important to note that
eristics are'subject to change and might rapidly become “expected” factors.

Unéxpected free fresh flowers in hotel room; free service updates for software; addi
ing Support.

tion.
e C.1.

rhich

ment
nt.

bn or
tion.

very
hese
e not
their
such

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

better.

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

nat fulfilled '—

.
.
o®

L
-‘,.----
.
.

S

N

dissatisfied

> fulf

illed

Basics!
Characteristics thatare' expected
fulfillment only avoids.dissatisfaction,
not cause satisfaction."Non-fulfillment
extreme dissatisfaction.

Their
but does
will cause

Figure C.1 — Relationship between various characteristics and customer satisfaction

The tharacteristics considered above should be regularly monitored because customer gxpectations
contjnually change. For example, air conditioningin automobiles was a latent opportunity
first introduced, but is now considered a standard (i.e. basic) feature.

when it was

The ¢rganization should consider these Characteristics when defining the product or service. By going
beyopd the customer’s stated expectations, the organization can enhance customer satisfa

The fategories described above:can further help the organization to prioritize potentia
imprjovement that might resultfrom the analysis of customer data, as described in E.4.3.

ction.

actions for
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Annex D
(informative)

Direct measurement of customer satisfaction

D.1 General

This annex ;Lrovides further information and guidance on the steps and activities associated with-d

measureme

D.2 Custg

D.2.1 Gen

Survey met
quantitative
to the type

D.2.2 Qud

D.2.2.1 G¢g

The primar
discussion g

D.2.2.2 In

In-depth pd
satisfaction
perceptions

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

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 interviews
roups.

depth personal interviews

rsonal interviews can prowvide a wealth of information about factors that influ
and their relative importance, as well as an insight into customer expectations
They can be conducted face-to-face or via telephone.

45 min to 60 min; or longer. The interview might be partially structured, i.e. based
h helps to addxess certain basic themes. It is important to allow the respondent to an|
b record responses literally.

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

D.2.2.3 Di

Scussion groups

irect

e or
5 and

and

ence
and

interviews allow @~deeper understanding of customer expectations. Their duration 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
products and services, 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.
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D.2.3 Quantitative surveys

The principal methods of obtaining data through quantitative surveys are:

— face-to-face interviews or telephone interviews;

— self-completion questionnaires, which might be sent by post, or distributed along with the products
and services, 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

adm

nistered by telephone and self-completion guestionnaires by mail.

D.2.4
The 1

it Comparison of survey methods

elative advantages and limitations of some popular survey methods are summnarized

© ISO

2018 - All rights reserved

n Table D.1.
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Table D.1 — Comparison of survey methods

Flexibility
Ability to verify information
Greater speed of execution

Immediate availability of information

Method Advantages Limitations
Face-to-face Contact and personal attention Takes more time, therefore slower
interview
Possibility of complex and directed More costly, especially if interviewees
questions are geographically dispersed
Flexibility in conducting interview Risk of possible distortion introduced
by interviewer
Immediate availability of information
Abitity toverify imformmation
Telephone Lower cost than face-to-face interview Non-verbal responses cannot be
interview observed (no visual contact}

Risk of distortion by theinterviewdr

Information limited by relatively short
duration of interview

Customer reluctance to participate

Discussion group

Lower cost than individual interviews
Partially structured questions

Spontaneous responses resulting from
group interaction

Requires experienced facilitator anid
relatedequipment

Qutecome depends on participant’s
familiarity with technique

Difficult if customers are dispersed
over wide region

Mail survey

Low cost

Can reach a widely dispersed
geographic group

No distortion by the interviewer
High level of standardization

Relatively edsyto manage

Low response rate

Self-selection of respondents mightj
result in skewed sample that does njot
reflect the population

Possible difficulty with unclear
questions

Lack of behaviour control in answefs

Longer time for data collection

Online survey
(internet)

Low.Cost
Previously prepared questions
No distortion by interviewer

High level of standardization/
comparativeness

Low response rate
Lack of behaviour control in answefs
Delay in availability of data

High probability of interruption in fase
of unclear questions

Fast execution

Easy evaluation

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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D.3 Sample size and method of sampling

D.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

confi

In tl : Ft e R N H H ot 1

judgd
If thg
migh
D.3.

The
repri

One
any
hom

Anot
categ
or u
orga

Rand
Stratf]
each

D.4

D.4.

D.4.1

The
cons

dence level and the cost or difficulty of sampling.

bment.

number of customers is relatively small, as in a business-to-business context, the entir
t be surveyed. In such cases, several people from each business might be selected.

D

Method of sampling

brganization also needs to determine how the sample is to be selected, so that the
bsentative of the customer population. Two widely used sampling.methods are describ

npproach is to select customers through a “random sample”, i.e. where the chance
fustomer in the population is the same. This might be/used when the population
bgenous, or when there is little or no information aboutthe composition of the populat]

her approach is to use “stratified sampling”, in-#hich the customers are grouped

fories (or “strata”) in accordance with some criteria, e.g. location, product and servicq
bage, size, attitude (tolerant/complaining), gender/age of customers and potential Y
hization. Proportional samples are then drawn from each specified stratum of the pop

ified sampling is appropriate whed.the objective is to ensure that information is ga
specified stratum of the population.

Developing the customer satisfaction questionnaire

Il Defining the gquestions

.1 General

lesign and)content of the questions depend on the context and goal in each case, but t
deratiomns outlined below are generally applicable.

on business

e population

findings are
ed below.

of selecting
is relatively
ion.

nto various
> knowledge
ralue to the
ulation.

om sampling is appropriate if the objective is to obtain information for the population as a whole,

thered from

he steps and

D.4.]

.2~ Determining the information needed

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 public issues. Demographics and other relevant characteristics
of the target population should also be considered.

D.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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D.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.

D.4.1.5 Considering the respondent

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

respondent
effort requi
legitimate.

D.4.1.6 Ch
The organiz,
define d

use ord

iswiththeproduct; service amdthe orgamnizationThe orgamization shoutd iz
red of the respondent, and ensure the search for information is seen to be appropriaty

oosing the question wording
ation should:
learly the issue in terms of who, what, when, where, why and hows

nary language, i.e. words that match the vocabulary of the réspondents;

avoid a

avoid la
organiz

l[:biguous words (e.g. “occasional” or “professional”);

e the
b and

guage that might provide cues to the respondent ox'bias the respondent by indicating the

ation’s expectations.

D.4.2 Desjign of questionnaire

D.4.2.1 G¢g

The questid
guidance on

When desig
desired info

D.4.2.2 Ch

The organi
one questiol

The questid

neral

nnaire should begin with clear instructions for use. If appropriate, it should provide

how to address quantitative and/or qualitative questions.

ning the questionnaire, the\considerations outlined below can facilitate the gatheri

rmation.

oosing the question structure

ation should.organize the questions in logical sequence where possible, and use more
1 to make iteasier for the respondent, if the response involves numerous alternatives.

ns should be asked in logical order, starting with general questions, followed by

specific qug
relatively di

ries, \Likewise, the priority should be on obtaining basic information first, whilg

ng of

than

more
e the

fficult, sensitive or complex questions should follow later.

D.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. Information should be
written in clear and unambiguous language, and it should be available in alternative formats suitable
for existing and potential customers, such as audio, large print, large raised letters, Braille, by email or
on an accessible website.

NOTE An alternative format describes a different presentation or representation intended to make
information accessible through a different modality or sensory ability. By providing all input and all output (i.e.
information and functions) in at least one alternative format (e.g. visual and tactile), more people, including
some with language/literacy problems, can be helped. Presentation factors that can affect legibility and ease of
understanding include:
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— layout;

— print colour and contrast;

— si

ze and style of font and symbols;

— the choice and use of multiple languages.

Instructions for use of products by consumers is given in ISO/IEC Guide 37.

The layout should be designed to facilitate the analysis of the data gathered, e.g. using vertically aligned
columns for responses.

D.4.4

The measurement scale depends on the type of information being sought and should.be cle

Whe
EXAN
Whe

If the
can

EXAN

D.4.2

A Mp]
in or
prac

Whe
mail
ques

The |

as thle reaction of respondents, and the survey should be amended as appropriate. For ex
Lionnaire is found te be'too long, it might be divided into shorter questionnaires that talke less time.

ques

4 Establishing the measurement scale

h assessing attitudes, a 5-point scale for categories across a continuum is often used.

PLE1  “Strongly agree”; “Agree”; “Neutral”; “Disagree”; “Strongly disagree”.

re greater discrimination is required, a wider scale, e.g. 10-point, rhight be used.

hake use of an even number of scale points (e.g. 4 or 6).

(PLE2  “Very satisfied”; “Satisfied”; “Dissatisfied”; “Very dissatisfied”.

.5 Validating by conducting a “pre-test”

'e-test” is a preliminary survey conducted with a small, but representative, set of 1
der to assess the strengths and weaknesses of the questionnaire. It is a strongly re
ice, even though it might not be feasible/if the number of respondents is limited.

Fe possible, all key aspects of the guestionnaire should be tested, using the same met
or telephone) as in the actual sutrvey. This should be repeated with each significant re
fionnaire.

bre-test results should belanalysed to evaluate the method of survey, its scope and clg

hrly defined.

need is to compel the respondent to take a position and avoid.a heutral response, the qyiestionnaire

espondents,
commended

hods (e.g. by
vision of the

rity, as well
hmple, if the
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