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When properly managed, the survey process 

generates valuable feedback toward improving the 

quality services of the IS organization and better 

alignment of services to business requirements.

If mismanaged, the process does more damage to the 

IS organization’s reputation than if no survey had 

been distributed.

Customer Survey Best Practices
• Make it EASY. Make it part of Resolution Process. Make sure it takes 

less than 1 minute to complete.

• Survey 100% of the time for ALL incidents and requests.

• An opportunity to tell all about the real-time customer experience.

• When you ask, listen, analyze, take action, respond when necessary 
and make necessary changes going forward (Avoid Groundhog 
Day!).

• No Excuses, just listen, apologize and offer remediation.

• DON’T use surveys as an excuse not to connect personally with your 
customers.

• Utilize survey process to educate your customers on your scope of 
services, SLAs, current demand and how you manage the 
operational workload according to business priorities.

• The customer sees the Service Desk as THE IT organization. Utilize 
the survey process to engage other IT Assignment groups in sharing 
the customer experience with their team and how you can work 
together to improve it.



• The balanced scorecard is one tool for performance measurement 
and management.

• It provides a holistic approach and perspective to Performance 
Measurement by supplementing the traditional financial 
measures:

• Financial Perspective — Is the company creating value for its 
shareholders?

• Customer  Perspective — How is the company  performing 
from the perspective of  those who purchase the company’s 
products or services? 

• Internal Business Process — How is the company managing 
its internal business processes to meet its client’s 
expectations?  Is throughput improving? 

• Innovation and Learning Perspective — Is the company 
improving its ability to innovate, improve, and learn?

• It incorporates both leading and lagging indicators.

• The emphasis is on balance across multiple dimensions of 
performance; ensuring that good performance in one area is not 
offset by poor performance elsewhere.

• It is the strategy that drives the choice of performance measures.

The Balance Scorecard

The Balance 
Scorecard 

Approach and 
Methodology -
The Importance 
of Perspective

The Balance Scorecard



The purpose of Transactional Customer 
Satisfaction Survey is too measure the 
real-time customer perspective on a 

recent customer experience that we can 
track, measure, improve and take action 

when required. 

Transactional Customer Satisfaction 
Surveys are a great way to measure the 

Service Desk’s performance and to 
provide the team with real feedback on 

how they are delivering against the 
customer’s expectations of their desired 

customer experience. 



Most Transactional Surveys are web-based 
and maybe have 5-7 questions that are 

targeted specifically to the Incident 
Management process steps.

They are followed by the Service Desk 
Professional follows during the course of a 

reported incident or request by the customer.

The Transactional Survey link is usually delivered in 
the body of the email note explaining the purpose 

and value of their feedback. It is auto generated 
upon the incident/request being resolved.  

Any customer dissatisfaction can be identified 
immediately and the recovery process can be 

initiated.



The fact that we are surveying our customers 
demonstrates our commitment to the importance 

of the Voice of the Customer (VOC).

To be most effective, we must read every survey 
that requires our attention (bad scores, negative 

comments or checked contact me box) and 
respond accordingly. 

This shows we care about our customers and the 
service we deliver to them.

The Survey Request 
Email is critical to 

getting the 
attention of the 

end user to 
complete the 

survey.

The Email Survey Request
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The Transactional Survey

A “GOOD” Survey 
requires recognition 

and rewards.

A “GOOD” Survey



A “BAD” Survey 
requires recognition 

and rewards.

A “BAD” Survey

1. To ensure that all Managers accountable for the 
customer experience follow the same procedure for 
immediately following up with any customer that:

• Checks the Contact Me box

• Writes a Comment 

• Scores a “1” for any survey question 

• Scores a “5” for all survey questions

2. If a poor experience, contact customer and recover 
and resolve to their satisfaction.

• Understand the root of failure and follow-up for 
coaching or process improvement.

3. If a great experience, reach out to the Analyst and 
recognize their performance with a Thank You! Also, 
reach out to customer to than them for taking the 
time to submit a survey response and that you shared 
it with the Analyst.

The Follow-up Survey Action Plan



Follow-up Action 
Items

Contact 
Date

Resulting
Action 

Resolved 
Date

Follow-up with customers
who have scored a “1” in 
any question, checked the 
Contact Me box or wrote a 

comment.

Select a good sample size 
of unsatisfied scores and 
do a complete review of 

the ticket and call 
recording.

Recognize all Analysts who 
have scored all “5s.”

Investigate any questions
that have been scored with 

a high number of “1s.”

Customer Satisfaction Survey Results (CSI)
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Customer Satisfaction Survey Results (CSI)

• Easily measure you customer experience and satisfaction.

• Embedded in the Incident/Request management process.

• When a ticket is closed, this user-friendly, secure, web-based, third party 
(objective) service automatically surveys your customer. 

• Allows us to set alerts to immediately know when a customer 
responds unfavorably.

• Immediately access or schedule turnkey reports that are emailed to all 
accountable managers.

• Benchmark our performance against established goals and other 
companies both in and outside our vertical.

• Works seamlessly with our ServiceNow instance.

• Runs on an SSL server for security.

https://www.thinkhdi.com/services/
customer-satisfaction-index.aspx

CSI Index & CSAT Elite 50



Never Arrive
Forward movement, progression and thinking! 

• Our Minds are programmed to achieve goals, to arrive, to be finished 
– then……be done, relax, chill, hang-out.

• “Arrival” is synonymous with stagnancy.

• Always changing, Always challenging, Always new, Always 
opportunities, Always growing!

If you don't like change, you're going to like irrelevance even less.
………  General Eric Shinseki 
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