


More than 300 responses were gathered from a very representative 

sample of organizations based on size, geographic location and services 

provided.  

Client-satisfaction studies measure the degree to which customer 

expectations of a product or service are met or exceeded. Corporate and 

individual customers may have widely differing reasons for purchasing 

a service. Any measurement of satisfaction will need to take into 

account such differences.

Here are a few of the results. 72 percent of Longview Group study 

respondents reported they used a client-satisfaction study. Here is what 

respondents to the Longview Group study said in response the question, 

“What information do you seek from your clients? (Multiple responses 

provided)

• Project communications (93%)

• Professionalism of staff (93%)

• Timeliness (91%)

• Technical quality (90%)

• Clarity-documents (80%)

• Effi ciency (80%)

There is considerable congruence between what the Convergys study 

recommendations and what the Longview Group respondents reported. 

The Longview Group study investigated how the organizations use the 

compiled client data.  (Multiple responses were allowed)

• Project management improvement (91%)

• Project team improvement (73%)

• Staff performance management (60%)

• Marketing/branding (67%)

• Source of testimony (66%)

• Proposals/interviews (45%)

• Staff training (40%)

When asked when client feedback is collected, the Longview Group 

responded reported:

• At project completion (85%)

• At 25 percent completion (12%)

• At 50 percent completion (33%)

• As needed (32%)

Those organizations that collect feedback during the project have a real 

advantage. They can intervene in a sour project and “fi x” the customer 

service issue before the project is completed. The possibility of the 

hard-won client “disappearing” permanently is diminished.

The Longview study asked respondents to place a value on the data 

collected. Here is what they said:

• Exceptionally valuable (51%)

• Useful (44%)

• Disappointing (4%)

• Little use (1%)

How can organizations optimize their client feedback results?

• Know your organizations fi ve most critical “moments of truth”

 in dealing with each client.

• Provide the results of your customer satisfaction program to 

employees and managers on a weekly or monthly basis. Keep 

client service in front of employees routinely.

• Let clients know the impact their feedback has on your 

organization. Thank them for the opinions.

• Seek to measure the detractor’s conversion rates. What 

percentage of dissatisfi ed clients were you able to “turn around” 

through concerted actions? Report the conversions rates 

internally.

• Place a reasonable dollar value of keeping a distracter verses 

winning a new client.


