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Wendy Lai, Senior Research Executive, Ipsos

It has always been an enterprise’s long-term objective to understand and enhance “customer satisfaction.”
Many enterprises hope to actively refine the interactive processes with customers and increase customer

stickiness, in order to improve customers’ repurchase and recommend intention.

Many enterprises in Taiwan have conducted years of research on customer satisfaction. Every year,
thousands of customers with an interaction in the past one year are sampled to conduct an around 30-
minute telephone interview. However, this kind of traditional survey method has gradually raised skeptical

voices within enterprises.

1.  After many years of hard work, the level of overall satisfaction has reached 90% or even above 95%.
However, when customers are asked about the reasons for their opinions, their answers are mostly
vague and may even be absent. In addition, only a few of the dissatisfied customers are able to specify
their situations. As a result, this approach provides very limited assistance to make further marketing

strategies or subsequent solutions.

2. If any dissatisfied situations happened, the negative experiences could quickly spread out through
social media or online discussion forum with the current advancements in technology. Problems may

grow early and even damage the enterprise image and reputation.

3. By conducting annual surveys, it is difficult for customers to remember events that happened months
or even half a year ago. Can the answers serve as credible references based on customers’ vague

impressions?

4, Does the use of results from annual surveys concrete enough in determining internal employees’ KPI

achievement rates?

5.  The interview is as long as 30 minutes with nearly a hundred questions. Are the answers accurate

when customers feel exhausted from answering all the questions?
6. Does the method of sampling fail to understand the rest of millions of customer’s voice?
7. Arethere any better tools to use in the current era of technological advancement?

From these skeptical voices, we realized that the traditional survey method can no longer meet current

expectations. More and more customers do not have the time or willingness to complete a long interview.



Moreover, this kind of long questionnaires may

even lead customers to have negative

impressions about the enterprise. On the other
hand, retrieving data at a low frequency every
quarter or every year may also prevent

enterprises from making quick and accurate

o
N A
decisions. In the face of these challenges, the ‘
traditional method cannot satisfy enterprises’ ‘
objectives to instantly understand situations

and make immediate improvements. Under

these demands, our solution is to use Ipsos’s Enterprise Feedback Management (EFM) system.

The EFM system is one that can instantly respond while effectively accumulating big data. It is most
different from traditional survey in the timeliness and accuracy in obtaining customer response. Taking the
financial industry as an example, customers would receive a survey invitation shortly after they open an
account at a branch, which asks them to rate the service they just experienced. In the cases of low levels of
satisfaction, Ipsos and related personnel in the enterprise will be notified immediately. Ipsos will then call
the customers as soon as possible as a fair third party to understand the details about their dissatisfaction
from an objective perspective. Ipsos allows customers to speak their minds and truthfully passes on the
information to the enterprise. Finally, the enterprise will adopt the appropriate solutions, contact the
dissatisfied customers, apologize for the poor service or the reason that caused the dissatisfaction, and take
actions. This closed loop feedback system that prevents customers’ dissatisfied emotions from growing into

bigger problems.

From the perspective of business management, the occurrence of hot alert through the EFM system should
send out the same message to the highest-level CEO and management personnel who face customers on
the front line. This allows information transfer to be more efficient and consistent, while avoiding internal
communication discrepancies. Meanwhile, the EFM system is also a hierarchical online reporting platform
that can be set up with different permissions according to different levels of members within the enterprise.
For example, district managers are only able to access customer information within their districts, whereas

higher management levels are able to access more information.

The EFM system truthfully records interviewees’ detailed feedback. In addition to helping enterprises make
improvements on their areas of weakness in a more timely and accurate, it also organizes customer
feedbacks from massive data and optimizes the processes. By doing so, a consistent attitude and solutions
can be applied to process similar problems in the future, thereby allowing every customer to experience

the feeling of home.
The EFM system can also respond and resolve customers’ doubts about the traditional survey method:

1.  The EFM system adopts the approach of immediate feedbacks as feelings about interactions that just

occurred are definitely more vivid!



In the occurrence of hot alert, the EFM system can discover and understand the details of a situation
timely. At the same time, by actively contacting customers, any dissatisfaction can be dealt with in

time without having to wait until tomorrow.

Within a specified period after a hot alert, customers’ voices are collected through a third party’s
objective and fair perspective. Customers do not need to feel uncomfortable about their complaints
being known by the enterprise’s internal staff or their servers. Moreover, we will not disturb

customers if they indicate that no further connections are necessary.

As opposed to the approach of sampling, the EFM system conducts a census in order to make sure

that every customer’s voice to be heard.

The data are accumulated from censuses, and the big data from years of accumulation are used as

annual indicators. They have substantial benefits in examining employees’ KPI achievement rates.
The interview is less than 5 minutes long. Hence customers will not feel inconvenient.

The EFM system integrates many data collection methods, such as texting, interactive voice response
(IVR), and social listening. These are tools that can be used in daily life and no additional installation

or APPs are required.

The survey link to every customer is independent and unique. Hence there will not be any issues with

overlapping interviews or disqualification.

The EFM system can not only more effectively collect

customer feedbacks and resolve dissatisfaction
timely, but it can also devise more suitable KPIs for
enterprises. It can stimulate enterprises to challenge
conventional ways of thinking, change the rules of the
game,

effective method. Currently, the EFM system has

been

hotel,

and interact with customers with a more

widely adopted by the industries of finance,

automobile, retail and so on. It helps

enterprises advance in customer experience management with immediate effects.



Ipsos Loyalty

Ipsos Loyalty is the global leader in customer experience, satisfaction and loyalty research with
over 1,000 dedicated professionals located in over 40 countries around the world. Our creative
solutions build strong relationships which lead to better results for our clients. This has made
us the trusted advisor to the world’s leading businesses on all matters relating to measuring,
modeling, and managing customer and employee relationships.

For more information, visit us online at: www.ipsos.com/loyalty
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