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Su rve ys he lp not-for -profit gro ups
___________________________________

Orga n ization s fin d the ver y act of doi ng a study can improve cli ent rela t ion s

BY GREG TOPOLSKI
Specia l to The Globe and Mail

Mr. Top olski is an Ottawa con s ulta nt.

No t-for-profit organization s are mak ing gre ater use of custome r
se rvi ce sur veys to hel p them reach their marke ts.

And many of them are finding that such sur veys are the easi est
way to lau nch total quali ty management initiative s. When done wel l,
they can yield more than just statis ti cs – they can cre ate a co-opera -
tive link bet ween the organization and its cli ents.

The ver y act of doi ng the sur vey can improve custome r satisfac-
tion.

To the Student Federation of the Unive rsity of Ott awa (annu al bud -
ge t $5.5 -millio n), a sur vey deliv ere d em p l oye e suppor t and savi ngs.
The federation’s sur vey of students regarding a campus ret ail outle t
wa s "a real eye -open er", says Mike Aucoi n, vic e-presid e n t of financ e.
The student federation placed computers loa ded with an on-scre en
qu estio nnaire in hig h-traffic are as aroun d campus. Students entered
thei r answe rs directly into the data bank. Hav ing custome r satisfac-
tion dat a and com ments ma de it easie r fo r Mr. Aucoi n to gain sup -
port for needed change s.

The approach hel ped in other are as, too. "By getting our emplo yees
in t o it and focusing on what the students really want e d, we were
able to halve the budge t fo r ou r or ient ation week this year [savi ng
$1 30,000]", he said. "And student satisfactio n mo re than doub led ."

Cana da’s Expor t Deve lopment Corp., a Crow n co rporation wit h
mo re than $9. 5-bil lio n in annual busin ess volum e, track s it s su ccess
rate throug h a custome r satisfactio n in d ex. The corporation’s accou nt-
ants like the CSI becaus e it giv es them a number to crunch at the
end of the year.

"We only track things that we can do better – tur narou nd tim e, re-
li a b i lity, ser vic e, quali ty, etc." says Agat ha Ron a l d, the proje ct manage r
who desig ns and run s the sys tem . "We want to help Cana dian com -
panies compete better in the glo bal marke t," she says . EDC has fou nd
satisfactio n mea s urements "ve ry useful." Last year, busin ess volum e
per emplo yee at EDC inc rea s ed 39 per cent to $18 .6-millio n.

Poli tical par tie s and organization s su ch as the United Nation s As -
soci a t io n of Cana da, Amnesty Int e rnation a l and Friends of Cana dian
Br oadca sting use mail sur veys for gat her ing infor maion and more.
By ask ing their sup por ters for thei r vie w s and showing them that
thei r opin ion is want e d, they are more likely to send a donation back

with the sur vey.

Su rve ys can also be a way of edu cating cli ents about what you
can do for them . The Carle ton Cou nty-Law Association is starting
it s tot al qu ali ty management initiative wit h a new sur vey that has been
desig ned to edu cat e Ottawa -area lawye rs about CCLA ser vic es, and
at the same tim e fin d ou t how lawye rs feel about the association.

"We fou nd you can do a lot wit h a 10-minu t e survey if you desig n
it pro perly", says Karen MacLaur in, exe cutiv e directo r of the CCLA.

Tips for doi ng a custome r survey :

• Deter min e what the obj ectiv es of the sur vey are. What do
you want to find out and who wil l you sur vey?

• Design the sur vey so that it is easy to fill out and won’t take
mo re than 10 min utes to complet e.

• St art wit h si mple que s tion s to ease the respondent into the
qu estio nnaire.

• Where appro priat e, sti ck to yes/no que s tion s.

• Design your more impor tant que s tion s so that respondents
can easi ly che ck off boxes using a five -poin t scale for rating:
poor/satisfact ory/good/ve ry good/excellent.

• Br eak it dow n in t o no more than sev en log ical section s.

• Allow space for com ments and promp t people to com ment
with a lea ding questio n.

• Re member to ask basic que s tion s that det e rmine who the re-
spon d e n t is and how often he or she pur c h ases from you r or ga-
nization.

• Ma ke it easy for people to retur n the que s tionnaire by inclu d-
ing a self-addre sse d enve lope or a fax number.

• Include a cov ering letter that exp lain s the obj ectiv e of the sur-
ve y, ens ures confid e n tia lity (if appropriat e) and encou rag es cus-
tome rs to respond . To inc rea s e the respons e rate, offer a prize,
su ch as bei ng ent e red into a draw for a fre e membership.

• Don’t get cau ght up in the statis ti cs; it’s more impor tant to
know if it’s 20 or 80 per cent who are satisfie d than whether the
survey is accur ate to plu s or min u s 5 per cent.

• Pret est the que s tionnaire wit h a sma l l gr oup of repre sen -
tative respondents.

QUESTIONS, QUESTIONS
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