Social
Security

Gathering and Using
Customer Information
to Improve Service

S
fIEE D,
AR



March 2000

The Socid Security Administration (SSA) enjoys a reputation as an agency that delivers quality
service—service provided by an experienced and dedicated workforce and management team
that ranks among the best in government. We attribute our successto the fact that for many
years, we have obtained information from customers about satisfaction with our service. Annud
satisfaction surveys, comment cards, focus groups and specid surveys have helped us understand
the needs and satisfaction of some of our customer groups.

But in working to achieve the Agency’s god of providing world-class, customer-responsive
service to the American public, we redlized the need for acritica step. We needed to expand the
feedback we collect and enhance the way we collect it so that we hear from everyone who hasa
stake in how we provide service. Feedback that is more comprehensive and gathered in amore
systematic manner, would provide us with the information we need to make sure we are serving
al cusomerswdll.

This report describes how we have improved the way we collect feedback using our new Market
Measurement Program, what we currently do to trandate feedback into service enhancements,
and what' s |ft to do to help us improve as a customer-focused organizetion. Specificaly, this
report explains:

Why we decided it was important to improve the way we “lisien” to our customers.
How we collect information from customers and others.

What we' ve learned.

What we expect to learn from our expanded program.

What we do with the information once we collect it.

Next steps—future directions that will help us become even more customer responsive.

While we know the Market Measurement Program described is a step in the right direction and
provides asolid foundation for keeping SSA up to date about service needs, expectations, and
satisfaction, we aso know there is more we can do to improve the information gathering
program. Currently, our ability to make further enhancementsin some critical aressis
congrained by lack of available resources. We would like to more aggressively manage the data
s0 that we identify and address service problemsin an expeditious manner. We would like to
gather feedback from al our mgor customer groups more quickly so that we have basdine
information from everyone sooner. And, we would like to conduct specid studiesin al the areas
where we have identified a need for information, rather than have to defer action on some.



We dso know that up to this point we have focused our attention on the customer and
stakeholder segments of our market, with less focus on our employee segment. Because of the
grong link between employee satisfaction and customer satisfaction, we fully understand the
importance of a survey processto learn if employees bdieve they have the tools, support and
motivation to provide world-class service. This year we plan to test an gpproach for an
employee stisfaction survey processinvolving alimited number of offices before making
decisions about full-scae implementation.

Because we know there is more we can do to improve, we plan to work together with the Socid
Security Advisory Board on an effort to learn from the private sector how to best collect and use
customer sarvice information to improve service to the public. We will use what we learn to

help us make improvements at SSA.

We want to do al we can to ensure that the way we gather data continues to provide us with the
information we need to make the service improvements the public wants and expects.

Kenneth S. Apfd
Commissioner
of Socid Security



THE MARKET MEASUREMENT PROGRAM:
GATHERING AND USING FEEDBACK
TO IMPROVE SERVICE TO THE PUBLIC

The Need for Customer Feedback

At SSA, customer feedback isacritica piece of our service divery equation. Baanced
with other important factors such as resource levels and integrity consderations,
customer feedback helps us set service priorities. 1t also helps us know where to best
focus our limited resources so we can make improvements in those areas that will have
the greatest impact on increasing overal customer satisfaction.

In 1993, President Clinton and Vice President Gore asked al Federa agencies to become
more customer-focused—to find out what customers want from government, to sop
assuming that we knew, and to set customer service standards. Since that time, we have
learned from academia and from best-in-busi ness organizations about how to become
more customer-focused and the importance of fully understanding customers. We
learned we have to understand the needs of dl our customers, not just some, to be
responsive; that responsiveness leads to better service, better service leads to satisfaction
and satisfaction leads to customer loyalty. How does customer loyalty relate to the
Federa government? It means committed customers spread the word about the quality of
service they receive. And, the “word” trandates to increased public confidencein and
support for SSA’s programs.

As we became more knowledgeable about what it takes to be customer focused, we
redized that the information we collected did not provide us with everything we need to
know. If wedidn't have dl the information needed, how could we be sure we were
making the right decisions regarding service to the public?

Further, the Office of the Inspector Genera (OIG), in a 1977 report, found there was no
formal process for coordinating surveys, focus groups and other customer feedback
mechanisms within SSA.  The OIG recommended that SSA take action to better
coordinate its data collection activities and to make sure each activity had a specific
purpose that integrated into alarger scheme.

It was time to change. We knew we needed to develop a coordinated, systematic
program of data collection activities that would give us more complete data so that we
could make sure we are making the best decisions about our service—decisons that
would result in satisfied, loyd customers who have confidence in our programs.

How SSA Gathers Feedback

About four years ago, a consultant with expertise in market research and andysis advised
us about highly efficient and effective data collection techniques. Our objective wasto



develop a better coordinated and more comprehensive program based on “ tate of the art”
thinking about the collection of information that could trandate into an Agency plan of
action.

The consultant told us we were not collecting information from al our major customer
groups. For example, we had some good data from customers who file for disability or
retirement benefits, but we had virtualy no information from customers dreedy receiving
benefits, or customers who apply for Socia Security numbers.

The consultant also told us there are two other segments that have a critical impact on our
sarvice deivery, and that we need to collect information from them too—magjor
stakeholders, such as business partners, the Congress and advocacy groups, and our
employees.

An intercomponent team of Agency senior saff, our unions and our management
associations consdered the consultant’ s recommendations and used them to develop a
new data collection program for the Agency. In February 1998, Commissioner Apfe
approved this new program, cdled the Market Measurement Program.

SSA’s Market Measurement Program (MMP)

Market measurement includes a variety of data collection activities that, taken together,
glve the Agency the information it needs to fully understand its market—SSA’ s market”
isits customers, employees and stakeholders. Our Market M easurement Program
consgts of data collection activities tailored to each of these three segments.

Cugomers

We will analyze the information we collect to help us understand the distinct needs and
satisfaction levels of SSA's ten core customer groups, which include people:
Applying for Socid Security numbers
Fling Retirement and Survivors Insurance (RS), Disability Insurance (DI) and
Supplemental Security Income (SSI) claims (these are three separate groups)
Appeding decisons
Making pogt-entitlement changes; such as address changes, becoming ligible for
other benefits. (RSI, DI and SSI are three separate groups)
Providing/adjusting earnings information
Asking for generd information

There arefive different data collection activities that together will tell uswhat we need to
know about our customers:

1. Customer Segment Analyses—These are focus groups immediately followed by in-
depth surveys conducted to provide information about the distinct needs, expectations
and priorities of each of SSA’sten core customer groups, or what we cdl customer
segments. The focus groups dlow us to meet face-to-face with cussomers while they



talk about service issues important to them. The surveys that follow provide more
detailed information on the issues raised in the focus groups, and will permit usto
attribute this information to each particular customer group in genera. We plan to
gather information from each group on about a 3-year cycle snce expertstdl us
customer needs and expectations do not change significantly in the short term.

SSA has begun work on three groups—we have completed the data gathering for
disability postentitlement customers and expect the results later thisyear. We have
conducted focus groups with our gppedls and disability initid clams customers and
will begin the surveys soon with find reports expected by the end of FY 2000. In
January 2000 we conducted focus groups with pogtentitlement and initid RSl and SS
aged customers—we will do these surveysin the Summer and Fall respectively, and
expect find reportsin FY 2001. We plan focus groups with customers who apply for
Socid Security numbers during the last quarter of FY 2000 and surveysin FY 2001
We will work with the remaining groups over the next two years.

2. Interaction Tracking—These are surveys conducted to monitor how satisfied
customers are with the service they receive by telephone (both field office and 800
number), office vist (both field and hearings offices), and the Internet. We do these
surveys shortly after the customer receives service while the customer’ s impression
of that serviceis ill fresh. We conduct each of these surveystwice ayear.

The 800 number customer survey has been in use for many years so we have
comprehengve satisfaction data regarding our toll-free service. We aso have data
from the first Internet survey we conducted in 1999. We plan the next Internet
survey for Spring of 2000. We are compiling datafrom the firgt office visit survey
and expect results to be available in the Spring of 2000 dso. The second office visit
survey istaking place now. Thefirg field office telephone survey was recently
completed, and results are expected shortly.

In the past, we assessed customer satisfaction with an annud survey that we sent to a
sample of customers saverd months after a specific interaction, or contact with SSA.
We asked respondents questions about the service they had received over the past
year. The problem with this methodology is that with the passage of time, any
interceding events described in the media regarding Socid Security as well as other
factors can obscure the memory of the respondent’ s service experience. Also, we
could not sample al of SSA’s core customer groups in the annua survey while we
caninclude dl in the interaction tracking surveys.

The new interaction tracking method is clearly a better method for getting current
customer ratings of SSA’s sarvice. Wewill do arollup of the various interaction
surveys (combine the results) to determine an overdl satisfaction rating for the
performance measures that are reported in or Annua Performance Plan.

3. Special Studies—These are focus groups or surveys conducted whenever we need
more information about specific issues. For example, we use specid studiesto help



in implementing new initiatives, to evduate the impact of a change in policy or
procedure, to get customer reaction to specific notices or to track a new phenomenon
such asthe need for online services. We might also use specid studiesto obtain
information from groups we normaly do not gether data from on an ongoing basis.

Even though specid studies are an important component of the new Market
Measurement Program, they have been used for years. Infact, in the past, most of
SSA’sinformation from customers has come from ad hoc specid studies.

We have completed more than 40 focus group projects over the past two years,
involving about 3,000 customers. Some examples are: asking customers what they
think of SSA’s cost-of-living notices and seeking customer feedback regarding the
complaint/compliment system being developed at SSA. Specia study focus groupsin
process or planned for FY 2000 include:

SSl childhood disability packets

Increasing the number of automated services available to 800 number calers

SS notice “due process’ information

Pain language in notices

Applications on SSA’swebsite

Privacy in fidd offices

Pansfor Achieving S&f Support

Return to Work

We have conducted many specid study surveys over the years as well and plan more
for the near future. Currently underway or planned for FY 2000 are surveysto hep
SSA:
update standards for customer service
increase satisfaction with the automated services offered by our 800 number
understand why some 800 number customers cal multiple timesin the same day
assess success and satisfaction with kiosks used for issuing Socia Security
numbers
assess Disability Clams Manager pilots

. Comment Cards—For years, field offices and tel eservice centers have used comment
cards to solicit customer feedback on the quality of our service. Managers use these
cards to identify and resolve customer service issues at thelocd level. Experience

has shown comment cards to be a valuable tool. Beginning this year, we will use
comment cards in hearings offices.

In field offices, managers stock these cards in the reception areafor customersto
complete, if desired, after they have conducted their busness. Many managers dso
mall these cards monthly to survey some of the customers who conducted businessin
ther office.

Teleservice Centers mail comment cards to 800 number calers using asample
selection method prescribed by individua Teleservice Center managers.



5. “Talking and Listening to Customers’ (TLC) System—Thisis an Agency-wide
system that is being devel oped to capture, anadyze and address customer-initiated
complaints and compliments. Within the next year, SSA will pilot its TLC system to
test thisfirg-time, Sngle, uniform and automated system that will facilitate and track
the resolution of both individua customer complaints and larger, systemic problems.

In addition to these five data gathering techniques, we engage in other feedback-oriented
activities Recognizing thet thereis awedth of SSA field experience in effectively
handling customer service issues or dealing with business processes, we have devel oped
best practice inventories posted on SSA’s Intranet to share thisinformation with al
employees who ded with the public.

In addition, there are regiond activities that help us learn from our customers. Regiond
offices occasiondly solicit customer input on regiond initigtivesto help in planning and
implementation activities. Some aso conduct surveys amed a understanding customer
needs and satisfaction at the locd level. Regiond Public Affairs Officerswork to “ get to
know” our customers as well as stakeholders and to understand their particular interests.
Also, town hal meetings and meetings with community leaders and groups provide
vauable input on loca service needs and expectations.

Stakeholders

The second important group from whom we need feedback is stakeholders. SSA’smgjor
stakehol ders include employers, business groups/partners, advocacy groups, taxpayers,
unions, management and employee associations, and oversight groups like Congress.
These groups are important because they have an interest in and an influence on SSA’s
service.

Our program for collecting information from most of these groups is through periodic
interviews, either in person or over the phone, about perceptions of SSA in areas reating
to the ddlivery of service. We have aready conducted interviews with employer-related
organizations. In FY 2000 we are planning to conduct interviews with the staffs of
Congressiond representatives who have a particular interest in SSA, unions and
management associations.

Employers are handled differently because they are a unique group. Employers are
gakeholdersin that they are business partners who supply earnings information for our
customers, the working public. But they are dso our customers because SSA provides
direct service to employers to help them accurately report earnings. Understanding the
needs and expectations of employersis critica to improving the earnings reporting
process. Therefore, focus groups were conducted with employers during the Summer of
1999 and a follow-up survey is currently being conducted with employers throughout the
country. The results from the survey will be available during the Winter of 2000. A
yearly survey is planned to monitor employer satisfaction with our services,



In addition, SSA solicits customer input by means of presentationsto, and discussons
with, stakeholder organizations and community groups. Examplesinclude:

Forums held to discuss privacy issues related to online access of Socid Security
information

Mestings conducted to obtain input on Plans for Achieving Self Support

Forums on issues affecting women, minorities, generation X and non-English
Speaking customers

“Brown bag’ lunches and roundtable discussons with community leaders who have
interest in the Socid Security programs.

The information we gether from the generd public—those who are current taxpayers and
future beneficiaries—is not on service delivery, because this group does not often have
experience in dedling with SSA directly. Instead, our objectiveisto find out how much
the genera public knows about SSA and the programs we administer. With this
information, we can determine where we need to educate the public about SSA. To do
this, we will use our Public Understanding Measurement System (PUMYS). Thissystem
used a survey to provide basdine information about how well the public understands our
programs, and cdls for follow-up surveysto identify changes to the basdine resulting
from our education activities.

Employees

Collecting information from customers and stakeholders is not enough. We aso need to
listen to the concerns and understand the needs of our employees. This advice has been
reinforced many times over by literature that speaksto astrong and direct link between
employee satisfaction and customer satisfaction.

SSA has no quantitative information about employee satisfaction, dthough the Agency
does have some qudlitative information from focus groups conducted in 1996.

Therefore, SSA isin the process of ng how to survey employees so that we know
how satisfied employees are with their work environment—do employees believe they
have the tools, the support, the motivation to provide world-class service to customers.

Coallecting the information is one thing. Using it to make visble improvementsin the
workplace is another—the critical part of the employee survey process. Therefore, our
assessment will dso include examining how we use the information so thet it is most
meaningful to employees.



Summary of the Overall Market Measurement Program

The Market Measurement Program and other related activities provide the structure that
ensures SSA continualy has complete, current data from those who have a stakein the
successful operation of the Agency. Effective use of market research requires turning
data into information through analysis. During the planning process, we combine market
information with resource and other data so that we are able to make balanced decisions.

The attached materia in the Appendix organizes the information in the report into chart
format, dthough it structuresit differently. The charts organize the Market Measurement
Program activitiesinto:

=  What we do to learn about needs and expectations—that is, important issues that
define “service” for customers based on past experiencesin deding with SSA,
and

=  What we do to learn about satisfaction with our service—shortly after customers
have a service contact with us.

The charts dso include benchmarking under the “What we do” section. While
benchmarking isn’t part of our Market Measurement Program per sg, it isatool we useto
make sure we are keeping up with current thinking, best-in-business practices and
knowledge.

What We've L earned from Customers

Onething we ve learned from our focus groups, surveys and other activities is that
customer expectations regarding our service are quite reasonable. Our customers expect
the same kind of service from SSA that we oursdlves expect when we conduct our own
business outsde of work—e.g., telephone service that is accessible, knowledgesble
employees who care about helping, and written information that is clear and easy to read.

Some of the mgor findings we have identified are:

Teephone access and field office waiting times seem to have amgor influence on
how customers perceive satisfaction with al other aspects of service. In other words,
customers who have to call back multiple times or remain on hold for along time
before they get served perceive our employees as less knowledgeable and less
courteous than customers who get through quickly.

Customers are more satified if the business they conduct with usis completed at the
initid contact. Customers aren't as happy with our serviceif they haveto cdl us
back multiple times to complete their busness. They are not as stisfied if they are
told that someone else will have to handle their business at a later date.



Through andysis of survey findings, we have found that improving notice clarity
provides one of the greatest opportunities for usto increase overal customer
sidfaction.

Although access and timeliness are important to customers, the “human factor” is

what means the most to customers. When asked to select the most important

elements of service from alist of servicesthat SSA provides, satisfaction survey
respondents chose “Saff who care about helping” and “ knowledgeabl e staff who give
clear explanations’ asthetop choices severd yearsin arow.

In rating service received in SSA fidd offices, customers are least stisfied with
privacy and the amount of time they waited to be served. Those who had
gppointments for ther office vidts were Sgnificantly more satisfied with waiting time
than customerswho had just “waked in.”

SSA Online survey results confirmed that SSA has a strong congtituency for the
Agency’ s dectronic service ddlivery initiatives.

Employers who are computer savvy and large volume wage reporters are interested in
using the Internet for wage reporting.

What We Expect to L earn from our Expanded Program

The Agency isin the early stages of using the new data collection techniques of the
Market Measurement Program. While we have aready learned important information
and have used it to make sgnificant improvements in service delivery, we expect that as
we move ahead with our activities we will obtain an increasing amount of targeted
information that will help us better understand:

How sttisfied customers are immediately after they contact and do business with
SSA. We expect to obtain the kind of information that will tell usif some customer
groups are more or less satisfied than others, and that will alow usto confirm which
aspects of service have the greatest impact on overall satisfaction.

The distinct service needs and expectations of each of SSA’s different customer
groups. Thiswill tdl us how wdl we are serving each group and what changes need
to be made to serve customers better.

Customer opinions of what congtitutes “good service” for al modes of contact with
SSA.

Stakeholder perceptions of SSA in areas that are not related to specific policy issues.
We expect to learn from stakeholders their views of how SSA is performing, such as
how responsive SSA is, how good ajob SSA does communicating with the public,
and what aspects of service stakeholders consider important.



What we could do to encourage more employers who currently file paper wage
reportsto file eectronicaly.

What changesin our current work environments would have a postive impact on
enhancing employee cagpability and motivetion to provide world-class service.

What We Do with the I nformation We Collect

The firgt thing we do is make sure that the findings of al our deta collection activities are
avalableto dl employees. To that end, we developed and have in place, an electronic
central repository of al data collection find reports. We cdl it our Market M easurement
Program Clearinghouse. It contains nationa and regiona reports of data collection
activities such as reports of surveys, focus groups and interviews. Employees have one
place to look for information that we collect from customers, employees and
gakeholders. They can ingantly access thisinformation viathe Intranet using akey
word search. Easy accesshility to data helps ensure we consder this information—what
we have learned—during Agency planning and decision-meking.

SSA isusging the data we collect to help determine the service enhancements needed to
improve customer satisfaction. Improvement initiatives and new service drategies are
discussed and approved as part of the strategic planning process. Approved objectives,
key initiatives and srategies are then incorporated into the Agency Strategic Plan and
Annud Performance Plan to ensure that they are pursued.

Examples of How Customer Feedback Drives Our Actions

800 number improvements—We know through surveys and focus groups that the
public is showing an increasing preference for dealing with SSA by telephone. Also,
we learned that how quickly a customer gets through to us by telephone sgnificantly
influences that customer’s overd| satisfaction with SSA. Asaresult, we have spent
sgnificant resources improving our 800 number and are now implementing new
initiatives that represent further steps toward responding to SSA’ s customer needs
and expectations of teleservice.

M or e complete service—Our cusomerstold us they would be more satisfied if they
could complete their busnessin one contact. Asaresult, SSA isnow piloting its
Immediate Clams Taking initiative to determine the best way to expand the service
we can handle to completion over the 800 number.

Redesign of the Social Security Statement—We asked customers to evauate
different versons of the Socid Security Statement (a written communication thet
provides individuas with estimates of future Socid Security benefits) to find out
which would be most helpful and understandable. Based on customer responses, the
Statement was improved for the universal mailing that began in October 1999.
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Survey of SSA’s Website—SSA conducted focus groups and surveys with people
who use our website to identify shortcomings and to provide insght as to how the Site
could be more useful to them. Based on their suggestions, we added more online
services and transactions and expanded the hours that some of our online services are
offered. We dso plan to redesign the website to smplify website navigation and to
make it easer for customers to locate the information or service they want.

Clear and under standable notices—Cugtomers have continudly identified notice
clarity as one of the most important aspects of customer service. Knowing this, we
have and will continue to devote efforts to numerous initiatives that will improve our
notices.

Quicker resolution of appeals—Customer feedback critica of our disability appeds
process has led us to undertake sgnificant hearing process improvement initiatives to
reduce processing time and promote a more customer-focused approach. In addition,
SSA is conducting a Prototype test in 10 States that includes dimination of the

recong deration step in the appedls process. We expect these and other initiativesto
have a pogitive effect on overdl appeds processng time.

Single point of contact— In response to customer input about how the disability
process could be improved, SSA istesting an aternative approach to disability clam
intake using a Disability Claims Manager (DCM). The DCM provides the customer
with asingle point of contact who is the decison-maker on al aspects of hisor her
dam.

Claimant conference—To help ensure the customer has an opportunity to include al
relevant medica evidence in the decison on his or her disability application, SSA is
testing the claimant conference concept. This alows the customer to talk with the
decison-maker about the evidence in file prior to thefind action. Many customers
served at other than test Sites have expressed dissatisfaction with their lack of
opportunity to have such discussions. The claimant conference dso provides an
additiond opportunity to explain the claims process and disability programsto the
customer thereby helping to reduce or iminate confuson.

Next Steps

We have many initiatives in place or planned to enhance or expand the way we gather
feedback. But we recognize that we gtill can do more to improve. We plan to work with
the Social Security Advisory Board to consult with outside experts who will help us
understand more about private sector experiences in gathering customer information and
utilizing it to improve customer service. We will use what we learn to hep us make
improvements a SSA.

And as you might expect from an Agency committed to ligening, we welcome your
views as to how we can continue to better serve the public.
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HOW SSA LEARNSABOUT NEEDS AND EXPECTATIONS

CUSTOMERS

10 segments—externd customers who:

SSA’S
MARKET

WHAT
WE
DO:

Apply for SSNs

Apply for RSl, DI, or SSI dams
Apped decisons

Make RS, DI, or SSI postentitlement
changes

Provide earnings information

AsK for generd information

Analysis of each customer segment every
3 years (about 3 per year)

Uses new technique:

—Focus groups, followed immediately by
—Surveys

Special Studies™*

focus groups or surveysto get more
information on specific issues.

Example: Customer Service Standards
Survey which periodicaly provides
information on expectations of good service
TLC (future system for complaints and
compliments)

Benchmarking*

activities to learn about best-in-business
processes and outcomes, e.g.,
—NPR-sponsored studies like 800#, One-
stop service, Courtesy, etc

—Agency-driven sudies like complaints
(OCSl), reception area practices (Oper.)

*  Activities undertaken prior to Market M easurement Program

Page 1:

EMPLOYERS

Considered both

stakeholders & customers

= Business partners
who report earnings
informetion on behalf
of the working public

=  Cugomersreceiving
direct servicefrom
SSA

Focus groups —every 3
years

OCSI - January 2000

STAKEHOLDERS

Organizations such as
oversght groups (e.g.,
Congress, OMB),
business partners,
advocacy groups,
unions, associaions and
advisory groups
Generd public

Interviewsevery 3
year s— for organizations
Forums, meetings,
“brown bag” lunches*
Public Under standing
M easurement System
(PUMS) —yearly
surveyswith Generd
Public to assessleve of
understanding about
SSA and programs

EMPLOYEES

Managers
Rank and file
HQs

Hed

Organizational
Culture Survey —
conducted in 1999
Benchmarking *
activitiesto learn
about best-in-
business processes
and outcomes, eg.,
like best practices
study on warehousing
(OFAM)



CUSTOMERS EMPLOYERS STAKEHOLDERS EMPLOYEES

= Focus groups conducted by OCOMM Focus groups conducted * Interviewsby OCOMM = Culturesurvey
WHO =  Surveys conducted by OFAM by OCOMM = PUMSsurveyshby conducted by OHR
DOESIT = TLCleadisOCS contractor under
NOTE: Even though data collection activities oversght of OCOMM

are carried out by different components, one
component oversees the entire MMP process
(OCSl), and dl components work together to
ensure that dl activities are integrated and that
no duplication occurs

*  Activities undertaken prior to Market M easurement Program

Page 2: OCSI - January 2000



HOW SSA LEARNS ABOUT SATISFACTION

CUSTOMERS

10 segments—people who:

Apply for SSNs

Apply for RSl, DI, SSI clams

Apped decisons

Make RSI, DI, SSI post-entitlement changes
Provide earnings information

Ask for generd information

SSA’S
MARKET

= |nteraction Tracking Surveys twicea
year
— Surveys shortly after contact
— Cover office vidgts (FO and HO), FO
telephone, 800 #, internet

» Special Studies™*

WHAT WE focus groups or surveys to get more
DO information on specific issues

= Comment cards *
for FO, TSC and HO use

= TLC (for future use)

» Benchmarking*
— American Customer Satisfaction Index
(ACSl)— yearly survey produced by
partnership between University of Michigan
and Arthur Andersen.

*  Activities undertaken prior to Market Measurement Program

EMPLOYERS

Considered both
stakeholders and
customers

Business partners
who report earnings
information on behdf
of the working public
Customerswho
receive direct service
from SSA

Survey every year

STAKEHOLDERS

Organizations such as
oversight groups (e.g.
Congress, OMB),
business partners,
advocacy groups,
unions, employee
asociations

Generd public

EMPLOYEES

Managers
Rank and file
HQs

FHed

SSA Employee
Satisfaction Survey
—dill in planning
stages
Benchmarking --

— NPR/OPM
Government-wide
Survey — yearly; 2"
annud survey results
just released

! Replaces the Annual Customer Satisfaction Survey (ACSS) conducted since 1984 (first conducted by GAO, then OIG, and finally SSA’s OFAM. ACSSdid not cover all

customer groups

Page 3: OCSI - January 2000



WHO .
DOESIT

CUSTOMERS EMPLOYERS
Interaction tracking surveys by OFAM Survey by OFAM
Specia studies by OFAM and OCOMM
Comment cards administered and used
locally
TLC—under OCS lead
ACSI—OCS isAgency lead.

NOTE: Even though data collection activities
are carried out by different components, one
component oversees the entire MMP process
(OCSl), and dl components work together to
ensure that dl activities are integrated and that
no duplication occurs.

Activities undertaken prior to Market M easurement Program

Page 4: OCSI - January 2000

STAKEHOLDERS

EMPLOYEES
SSA employee
urvey leed is
OHR—survey will be
contracted out
NPR/OPM survey
Agency lead isOCS



