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THE CONTACT CENTER SPECIAL REPORT

Welcome to the 2024 State of Customer Service and CX Study, which we
affectionately refer to as our Achieving Customer Amazement research. In
addition to our full report, | have also created more detailed content related
to some of the topics covered in the research. For this report, we’re going to
focus on satisfaction surveys.

Satisfaction Survey Special Report

Many companies conduct surveys or get feedback from their customers.
Some companies act on that feedback. Some don’t. Some companies
acknowledge and thank the customers for taking the time to share their
opinions. Some don't.

While a good survey can get you the information you want, how you handle
the survey process can hurt or help. Even if you look at every survey and
consider every comment, are you doing enough? You'll find many customers
don’t think so, and it's not because you aren’t acting on the feedback. It's that
you don’t appreciate the customer for taking the time to share the feedback.

This year, we took a closer look into the subject of satisfaction surveys to
understand what customers liked and disliked about being asked to share
their feedback. We asked about length, process, when to send it, and more.
One size does not fit all in this topic. You'll have to decide what works best for
you. The findings in this report will give you some insights and may cause you
to take a closer look at how you collect feedback from your customers.

B2C Versus B2B

As always, I'm reminding everyone in the B2B world that even though

our research is focused on consumers, these findings apply to you.
Maybe the numbers for B2B customers don’t match up the same as those
of consumers, but the concepts behind them are worthy of consideration.
| encourage experimenting with what works best for your business.

Enjoy this special customer satisfaction survey report. And be on the lookout
for more special reports I'll publish throughout the year.

=1,

Shep Hyken
CAO (Chief Amazement Officer)
Shepard Presentations LLC

P.S. | want to thank RingCentral for sponsoring this year’s research.
They are a great partner to work with. Learn more about them at
www.RingCentral.com.

About Shep Hyken and Shepard Presentations

Shep Hyken is a customer service and experience expert, award-winning keynote speaker, researcher, New York
Times and Wall Street Journal bestselling author, and the Chief Amazement Officer of Shepard Presentations.

As the Chief Amazement Officer at Shepard Presentations, Shep works with clients who want to create amazing
experiences for their customers and employees. Learn more at www.Hyken.com
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REPORT METHODOLOGY: The sample was weighted to the 2020 U.S. Census for age, region, gender, and
ethnicity. Figures are statistically significant at the 95% confidence level. Margin of error is +/-3.1 percentage points.

In an instance that a chart total for a single select question does not add to 100%, please note that this is due to the
minimal effect of rounding. The survey was conducted online from January 8-11, 2024.

CUSTOM QUESTION SURVEY COMPLETED BY

1 000+ U.S. PARTICIPANTS
, (AGES 18-65)
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DISCLAIMER: This report is intended for general information purposes only. It is the author’s interpretation of the
data. The reader of this report assumes responsibility for the use of this information.

© MMXXIV Shep Hyken
For more information on this report, please contact us at cindy@hyken.com, (314) 692-2200, www.Hyken.com.

The reader is granted permission to reprint findings from this report provided proper attribution is cited by crediting
the ACA Customer Service/CX Study with a link back to www.Hyken.com/research. If you have questions or would
like formal permission, please contact us. Thank you!
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. Satisfaction Surveys

What You Need to Know Before
Your Next Customer Satisfaction Survey

Companies and brands need customer feedback. Some are better at getting it than others. As you see from the
findings in this report, the wrong survey can not only frustrate customers but also cause them to switch to a competitor
the next time they need what you sell. However, the right type of survey will not offend or upset a customer and will get
you the information you need.

The Good

Most customers will complete surveys.
We asked how often customers complete satisfaction surveys.

Almost always

Often

Sometimes

Rarely

Almost never

tatataaatasaiaint 749/ "

AR RANAR customer gq?erﬁemngéetr\?g”r:g%téor gorzgggi\e/ea (as;pr;ﬁgr?gtee rlﬁ gtohoe?’ words

::g:g:::g:g:g::g:gg: a good customer experience begets completed survey's. ’
o

ﬂ@ﬂﬂﬂﬂﬂﬂ\ﬂﬂﬂﬂ\ﬂ@ﬂﬂﬂﬂ\ﬂﬂ\ Timing is important. 68 A) said a survey sent to a customer

AMAMMMIMMAMAMAMMAMARR  shortly after the experience versus later influences the likelihood of

MMM them completing the survey. In a follow-up question, 84% of customers

MAAAAAARARAAARR AR tsr?id_ t?ey atr_'e mo'l’;ﬁ ![irl:ely to respond go a ;ugve):j if it’ts seTt shortl;l/ gfter

e interaction wi e company or brand. So, don’t wait several days

MARRARRRRRRRRRRRRAR  or weeks before sending the survey. Send it while the experience is

fresh in the customer’s mind.
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The Bad

said they never hear
back from a company
after completing a
survey. This is a
missed opportunity.
Even an automated
response that thanks
the customer is
better than nothing.

The Ugly

o

stopped doing
business with a
company because its
customer satisfaction
survey was too long.

Satisfaction Surveys

assume the company
doesn’t act on their
feedback and won’t make
changes based on their
responses. It's always
nice to acknowledge
feedback. Take it a step
further and share how
customer feedback made
a difference. You can
share policy changes,
process improvements,
and more.

of customers stopped
doing business with a
company because it
kept sending too many
surveys.
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believe their feedback
on a survey is not
valued or taken
seriously. This is
different than the
customer thinking
their feedback won’t
cause change. This is
about a customer’s
time not being valued
or appreciated.

|

avoid completing
surveys after a negative
experience to avoid

further interactions with
the company.
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The Interesting

[® 32% of customers say that after a poor customer service experience, they didn’t complete a survey
because they didn’'t want an employee (or employees) to get in trouble. Unfortunately, this is the feedback
you need.

@ 58% of customers said they were asked to leave a positive review or high rating in advance of receiving a
survey. It's one thing to warn you that the survey is coming. It's another thing to beg for a high rating.

[® 33% of customers said they only complete customer satisfaction surveys if there’s an incentive like a
discount or a chance to win a prize. Bribery to take a survey is different than a bribe to give a higher rating
on a survey. Saying something like, “We value your honest feedback. As a gesture of appreciation for taking
the time to fill out our survey, you will receive i

@ 34% admit to giving a higher than deserved rating...This is very similar to the prior finding, however, in this
case, you’re not asking for honest feedback. You're just giving an incentive (or bribe) to take the survey.
If you want honest feedback, then ask for honest feedback.

The Long and Short of Surveys

76% won’t complete the surveys because they are too long.

AR That'’s three-out-of-four customers telling us shorter is better.

In the weekly Super Amazing Show | do with Brittany Hodak, we talked about surveys and agreed that a shorter survey
is better. One of our followers, John Hughes, wrote in. Here is a shortened version of his comment:

“Saying, ‘Short surveys are better,’ is a bit like saying tall people are better at basketball. Yes, it helps, but you still
have to be talented and have that extra ‘something’ to be a professional basketball player. Rather than focusing on
short surveys, | would say companies should truly investigate the principles by which customers choose them and

then try to match the survey to the customers’ willingness to help. Ironically, customers at top service companies (think
Ritz-Carlton, USAA, Chewy, Amazon, etc.) are actually more willing to take longer surveys because they appreciate the
relationship. An unwillingness to take a survey can be the most direct measure they do not value the relationship.”

| won’t argue that some brands have customers who are more willing to take longer surveys, but the findings, in
general, show short surveys have higher response rates. If a company sends out a large number of short surveys, they
can ask different questions on them, which should give them similar feedback as if they sent out fewer longer surveys.
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. Satisfaction Surveys

Don't Make the Survey
the Customer’s Last Impression

e AW

The survey shouldn'’t be the last thing a customer remembers about the experience. But if you send a survey after the
experience, how do you not make it the last impression? After all, you can’t send the survey before the experience.
That'’s just one of several questions or issues I'm asked about surveys. So, here are a few ideas to consider:

» Sending a survey too soon is an abrupt surprise. While not the worst thing, timing should be considered.

» The opposite of sending the survey too soon is sending it too late. Some companies send surveys out two
weeks after the event. Don’t tax the customer’s memory.

» There are times when longer surveys are appropriate, but always consider the concept of “survey fatigue,”
where customers tire of taking a long survey and either never finish, or finish and are left with a negative
impression about the company.

* Stop sending the same surveys repeatedly. Customers catch on quickly and will simply stop doing them.
In the worst situation, over-surveying customers could cause them to head to the competition.

» Whenever possible, make it personal. Using the customer’s name at the top of the survey is a start.
Be specific about the “event” you are surveying.

» Thank the customer once they respond. That’s a nice touchpoint that doesn’t make the survey the last
impression the customer experiences. That doesn’t mean it will negate negative feelings about a bad survey,
but it is a positive touchpoint.

Even though the survey has to happen after the sale, the support call, or any other experience you want to measure,
that doesn’t mean it has to be the last and final impression. That's why your survey strategy deserves more attention
than one might think.
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SHEP HYKEN

Award-Winning Keynote Speaker
NYT & WSJ Bestselling Author
Researcher . J
Chief Amazement Officer .

L & ‘ _A -~

BOOK SHEP TO SPEAK AT YOUR NEXT EVENT!

Shep is a celebrated international keynote speaker who works with companies and organizations that want to build loyal relationships
with their customers and employees. Shep is known for his high-energy presentations, which combine important information with
entertainment to create exciting programs for his audiences. Shep’s most requested programs focus on customer service, customer
loyalty, internal service, customer relations, and the customer experience. All of Shep’s speeches are completely customized. He works
with you to understand your audience, theme, and goals for the presentation. If you are interested in learning more, please reach out to
our office at 314-692-2200 or cindy@hyken.com.

CUSTOMER SERVICE TRAINING 24/7 ON DEMAND
T 0L E«

CUSTOMER SERVICE TRAINING
- or call 314-692-2200 to learn more
24/7  ON DEMAND about our online "video-based"

] . training courses.
= — T -

WANT TO TAKE YOUR CS & CX KNOWLEDGE A STEP FURTHER?

Shep has written eight books, all with a focus on customer service and experience. Pick up any of these great titles today from Amazon
or our website, and commit to taking your customer service and customer experience to the next level!

Now that you know what your
customers want, it’s time to brush up
on your customer service skills! Visit
www.shepardvirtualtraining.com
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