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Consumer Business

We surveyed over 15,000 consumers and 3,500 businesses across 6 jurisdictions via the Annual Customer
Satisfaction Measurement Survey in 2018

Respondent Demographics

Age Gender
49% -
51% male Metro
female 75%
Online ' fural
X i ) 6% Regional
survey 2 online discussion 19%
forums (NSW)
n=62
1,098
o Business size Region
98% 75%
under 20 Metrop
. staff 6% olitan
2% Rural
20+ staff  19%
Regional

Other jurisdictions - Consumers

Queensland Victoria South United Canada
Australia | Kingdom

2,230 2,206 1,999 2,246 2,190

Queensland Victoria South United Canada
Australia | Kingdom

555 560 551 556 581

m Customer .

JCA SEI‘VICG_ . Note: Results are subject to rounding and may not sum to 100%
GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Executive summary: Consumer satisfaction and expectations have been maintained in 2018

Performance of NSW Government services against baseline measures

Consumer satisfaction and
expectations have been
maintained after a positive uplift
in 2016 and 2017.

Satisfaction

(-0.1) 03

(0.0)

Expectation
Gap

Expectation

Customer Satisfaction Index (CSI) results

Consumer CSI

The NSW consumer CSl has stabilised in .
2018 at 78.9, after the significant S ¢ 78.9
increase experienced in 2016. " ’ ¢
77 76.7
¢
76
75
2015 2016 2017 2018

Perceptions of the NSW Public Sector ‘brand’

Consumers’ perceptions of the NSW
‘brand’ have remained stable in
2018, ranking between Airlines and
Local Councils. However,
satisfaction with the NSW Public
Service ‘brand’ still remains lower
than customers’ satisfaction with
NSW Government services overall.

Avg. satisfaction (consumers)

Highest
NSW
Government services

NSW Public (avg. satisfaction)
Service: 6.8

Local Council:
7.6

5.9
Telco’s: (2018)

5.8

Banks: +0.1
5.8 (2017)

Energy: 7'5

5.4 0.2 (2016)
Fed Govt: 7.3
5.3 (2015)

Airlines: 7.1

-0.1

7.7

Drivers of satisfaction

Drivers and relative importance

Nine drivers of consumer

satisfaction are identified in 2018 5 High
o~

with slight changes compared to 8 High

2017 including the addition of a o High
[

fourth employee driver

‘accountability of employees’.

. Moderate
All four employee related drivers

have been identified as having the
highest impact on consumer
satisfaction.

Moderate

Moderate

Moderate

Consistent to 2017

Low

AWk
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Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)

v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
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Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Executive summary: Business performance has been maintained in 2018

Performance of NSW Government services against baseline measures

Business satisfaction has
remained stable after a (00)
statistically significant increase (00 03
in 2016. Business expectation

has stabilised after a significant

decline in 2017.

Satisfaction Expectation Expectation

Gap

Customer Satisfaction Index (CSI) results

Business CSI
The NSW business CSl has stabilised 75
at 78.2 in 2018 after the significant 78.4 78.3 182
increase experienced in 2016. i ¢ * o
7 76.6
'S
" 2015 2016 2017 2018

Perceptions of the NSW Public Sector ‘brand’

Businesses perceptions of the NSW Highest

‘brand’ have remained stable in
2018, ranking between Airlines and
Local Councils. However,
satisfaction with the NSW Public
Service ‘brand’ still remains lower
than customers’ satisfaction with
NSW Government services overall.

NSW
Government services

NSW Public (avg. satisfaction)
Service: 6.9

Local Council:
5.9

Telco’s:
59

Banks: 7'5

59 (2017)

Energy: 7'5
+0.2

5.7 (2016)
Fed Govt: 7.2
5.7 (2015)

Airlines: 7.0

Avg. satisfaction (consumers)

Drivers of satisfaction

Drivers and relative importance

ccess toinformation and  acestomomaton g
. . . . |
‘simplicity and efficiency of &
processes’ have been identified as _ High
business satisfaction.
ear communication Moderate
I voserare
(sG] vogerate
R voserare

Cust_omer
Service
Commissioner

Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

5

Legend:

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Whole of Government Recommendations

The following recommendations are based on results of the 2018 Annual CSMS and are indications of direction and outcomes required to drive
improvements in the Customer Satisfaction Index.

Recommendations

Reduce effort and wait times

1. Identify and streamline processes involving highest effort and longest wait times, including through cross-service
coordination

2. Continue to provide advice on what customers can expect and how long it will take at appropriate moments in
the customer journey

3. Consider coordinating information and services across Government to make it simpler for businesses to access
and consume information and services from across multiple agencies

Continue to focus on the
digitisation of services

1. Identify the most significant gaps in online service delivery and customer-centred presentation of information,
and act on opportunities to broaden and accelerate digital transformation
2. Continue to make customers aware of online services available to them

Improve complaint handling
capability

1. Showecase a model of ‘good’ complaints handling which includes closing the feedback loop with customers

2. Furtherinvestigate the apparent lower satisfaction in regional areas and consider whether appropriate training
is reaching regional staff

3. Increase awareness of available channels for citizens and businesses to provide feedback

Improve customer engagement

1. Promote engagement channels to ensure citizens know they have the opportunity to engage with government
2. Improve citizen engagement in policy and service design, and implement closed loop feedback mechanisms
3. Build engagement capability across government

Communicate customer benefit of
NSW Government initiatives

1. Continue to focus on communicating customer benefit of NSW Government initiatives

li“‘k Customer
NSW Service
e | COmmissioner

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



1. Reduce effort and wait times

1.Identify and streamline processes involving highest effort and
longest wait times, including through cross-service coordination

2. Continue to provide advice on what customers can expect and how
long it will take at appropriate moments in the customer journey

3.Consider coordinating information and services across Government
to make it simpler for businesses to access and consume information
and services from across multiple agencies

Increased satisfaction and expectations of NSW Government services
through:

Reduced effort for consumer and business interactions

Reduced wait times for consumer and business interactions

Increased visibility for consumers and businesses on expected timelines

£i¥g- | Customer
e | Cust
NSW Service

Evidence

The average scores for all four attribute areas (processes,
employees, values, goals) has increased over time, however
processes still remains the lowest scoring of all four attribute
areas

Simplicity and efficiency of processes and access to information
are identified as opportunity areas for businesses

(1) Effort

Overall, consumer effort has remained stable while business
effort has increased statistically significantly in 2018

49% of consumers and 58% of businesses identified that they
put forth a high amount of effort when interacting with NSW
Government services

Businesses put forth higher amounts of effort than consumers
across all contact methods

For those who put forth a high amount of effort, satisfaction is
at least 1 point (out of 10) less than those who put forth a low
amount of effort

Both consumers and businesses who put forth a low amount of
effort do not have a gap between their levels of satisfaction
and expectation

Many of the interactions with the highest effort were
transactional in nature e.g. providing feedback and seeking
information

(2) Wait times

‘Processes are designed to reduce wait times’ is the lowest
scoring attribute across 8/23 services

Verbatims indicate that wait times is the top theme in 2018.
‘Waiting’, ‘wait times’, ‘response time’, ‘speed” and related
terms were mentioned spontaneously 468 times in verbatim
comments.

GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



2. Continue to focus on digitisation of services

1.ldentify the most significant gaps in online service delivery and
customer-centred presentation of information, and act on
opportunities to broaden and accelerate digital transformation

2.Continue to make customers aware of online services available to
them

Increased satisfaction and expectations of NSW Government services
through:

Improved access to information for consumers and businesses
Reduced effort for consumers and businesses

Increased simplicity and efficiency of processes for consumers and
businesses

£i¥g- | Customer
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Evidence

Both consumers and businesses have to put forth the least
amount of effort when using ‘online” as an interaction
method

41% of business interactions and 23% of consumer
interactions were via email or mail/post — these channels had
the highest reported effort scores

Satisfaction with NSW Government services for both
consumers and businesses is highest amongst those who
interact online

Quialitative research confirms that the typical interactions
that consumers and businesses complete with NSW
Government online are mainly administrative and routine.
Effort tends to be higher when customers have to search
complex websites, or use multiple contact methods to find
what they need

Qualitatively, consumers are becoming more comfortable
with online, and appreciate when they are proactively told by
staff where they can do things online instead of face to face.
However, businesses worry about the level of accountability
for online services when dealing with their issues as some
departments are now ‘faceless’ and can’t be contacted again
for further information

GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



3. Improve complaint handling capability

Showcase a model of ‘good’ complaints handling which includes
closing the feedback loop with customers

Further investigate the apparent lower satisfaction in regional areas
and consider whether appropriate training is reaching regional staff

Increase awareness of available channels for citizens and businesses to
provide feedback

Increased satisfaction and expectations of NSW Government services
through:

Improved complaints handling processes for consumers and businesses.
Improved awareness of available feedback channels.

[k
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Evidence

A quarter of consumers and businesses gave feedback in the
last 12 months

A third of feedback is complaints related however half of
complaints made are handled poorly

Complaints made by consumers and businesses in regional
areas are twice as likely to be poorly handed than in
metropolitan areas

The majority of ‘suggestions for change’ and ‘complaints’
made by consumers and businesses are about the processes
Qualitatively, consumers want to deal with someone who
takes responsibility and is willing to listen. The impact when a
problem is not fixed properly the first time means that
consumers have to have multiple interactions. When no
action is taken after a complaint is raised, consumers can
associate the lack of follow through with a “typical”
government experience

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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4. Improve customer engagement

1.  Promote engagement channels to ensure citizens know they have the
opportunity to engage with government

2. Improve citizen engagement in policy and service design, and
implement closed loop feedback mechanisms

3.  Build engagement capability across government

Increased satisfaction and expectations of NSW Government services
through:

Increased public participation and engagement in NSW Government
Improved perceptions of empathy and communication, honesty and
integrity and accountability

£i¥g- | Customer
e | Cust
NSW Service

Evidence

‘Public participation in decision making’ is the lowest scoring
attribute for 9/23 services (consumer)

It has increased statistically significantly for businesses in
2018 but remains the lowest scoring attribute

Quialitative research shows that customers generally have a
low awareness of NSW Government initiatives but high
interest in proactively receiving information from the NSW
Government on key services and initiatives.

Quialitative research also indicates that there is a perception
from consumers that the government doesn’t listen to the
voice of ‘ordinary people” and it can therefore feel like
Government may not be acting in their best interests
Further, consumers and businesses qualitatively reported
that they don’t have the confidence that government is going
to take action on their opinions, and therefore participating in
discussions with government would not be worth their time

11

GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



5.

Communicate customer benefit of NSW Government initiatives

1. Continue to focus on communicating customer benefit of NSW
Government initiatives

Increased satisfaction and expectations of NSW Government services
through:

Increased awareness of NSW Government initiatives

Improved brand perceptions of NSW Government

Increased trust in NSW Government

&_li“')_; Customer

GOVERNMENT

Service

Evidence

NSW Public Service overall has maintained its positive brand
perception slightly behind airlines

There is a positive correlation between perceptions of the
NSW Public Service and overall satisfaction with services
There is however a mismatch between positive shifts in
individual service attributes and overall outcome measures
that have only maintained in performance

There have been year on year declines in negative descriptors
used to describe the NSW Public Service (although no
corresponding increase in positive descriptors)

Consumers who have seen advertising for NSW Government
initiatives have higher satisfaction and expectations of the
Public Service than those who have not

The attributes ‘Is a body | can trust’ and ‘operates with
integrity’ perform better when consumers have seen or heard
advertisements related to NSW Government initiatives

12

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Key Findings

Theme

CSI & outcome

measures
=
Consumer Business
Attributes
000
7S
Consumer
2 g
Consumer Business
t" C
v v ustomer
‘-l-“l’ Service

GOVERNMENT

Commissioner

Key finding

1. CSI has maintained performance since
the significant uplift of 2015-2016

2a. The average scores for all four
attribute areas (processes, employees,
values, goals) has increased over time,
however processes still remains the
lowest scoring of all four attribute areas

2b. Wait times remains one of the
lowest scoring within process attributes

The ‘step change’ in CSl seen in 2016 has been maintained over the last 3 years
(business & consumer)

Satisfaction and expectation have remained stable, with a consistent gap to
expectation (business & consumer)

Business expectations in 2017 declined statistically significantly. This shift has been
maintained in 2018 with expectations remaining at 7.7 out of 10

Employees and values attributes continue to be the highest scoring attributes year-on-
year

Process attributes remain the lowest scoring service area

The process attribute ‘employees are empowered to make decisions’ improved
statistically significantly in 2018, with all other process attributes remaining stable

The primary topic of complaints relates to processes encountered during interactions
Quialitative research indicates that the primary source of frustration is the lack of
transparency into the process whilst waiting for an application or query to be solved

‘Processes are designed to reduce wait times’ is the lowest scoring attribute across
8/23 services (consumer)

Verbatims from CSMS indicate that wait times is the top theme in 2018. ‘Waiting’,
‘wait times’, ‘response time’, ‘speed’ and related terms were mentioned
spontaneously 468 times in verbatim comments

Quialitative research indicates that when businesses experience long wait times it can
have a detrimental impact. Typically this can mean that the business needs to engage
multiple channels and people to help process enquiries, or they may simply give up as
it is not ‘worth their time’

Quialitative research indicates consumers complain about how long the waiting lists are
to access some services, and the time to resolve their issues. They can be disheartened
when they don't get an update on how long it will be

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Key Findings

Attributes (cont.) = 2c. Public participation in decision .

Consumer Business
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making is the lowest scoring
000 attribute at a Whole of
L/ \) E Iﬁ

Government level

EH 3. Multiple business attributes .
experienced a statistically
Business . . . .
significant increase this year,
however the momentum was not
reflected with increases in overall

outcome measures .

Cust_omer
Service

‘Public participation in decision making’ is the lowest scoring attribute for 9/23 services
(consumer)

It has increased statistically significantly for businesses in 2018 but remains the lowest
scoring attribute

Qualitative research shows that there is a perception from consumers that the
government doesn’t listen to the voice of ‘ordinary people” and can therefore feel like
they may not be acting in their best interests

Qualitative research also shows that consumers and businesses reported that they don’t
have the confidence that government is going to take action on their opinions, and
therefore participating in discussions with government would not be ‘worth their time’

In the driver ‘empathy and communication of employees’ all attributes except ‘clear
explanations’ experienced a statistically significant increase in 2018 indicating that there
is positive overall performance in this driver

Process attributes have also experienced a statistically significant increase in all except
‘easy to understand’ bringing its overall performance ahead of values attributes after
being the lowest performing for the last three years

Value attributes (honesty, integrity, good service and accountability) were the only group
that did not experience a statistically significant increase or decrease

Qualitative research shows that whilst businesses have recognised overall improvements
in customer service and timeliness when dealing with NSW Government services, this
experience can be inconsistent

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Key Findings

Drivers 4a. Four primary opportunity
areas have been identified for
oo improving overall customer

satisfaction in 2018

Consumer

Business

4b. Simplicity and efficiency of
processes and access to
information are identified as
opportunity areas for businesses

bl
Wik | cuvomer

‘Efficiency and effectiveness of employees’ and ‘access to Information’ continue to be
identified as priority areas to drive the biggest increase in satisfaction with NSW
Government services overall. This view is consistent with the findings from 2015, 2016
and 2017. A focus on ‘efficiency and effectiveness of employees’ and ‘access to
information’ could also positively impact customers’ perceptions and experiences of wait
times

‘Empathy and communication’ has shifted from being a strength to build on to becoming
a primary opportunity area. Qualitatively, consumers feel like the NSW Government is so
big that communication can be a problem, creating a lack of targeted follow through. This
complexity is thought to create inefficient systems which do not effectively support staff
A new driver category of ‘employee accountability’ has been identified as a primary
opportunity area in 2018. Qualitatively, consumers and businesses value when NSW
Government employees are empowered to make decisions and have security and support
from leadership to own up to a mistake, when something may need to be corrected

Primary opportunity areas for businesses differ from consumers, with process and access
to information attributes more important than employee attributes

Quialitatively, customers would appreciate more proactive information on services that
are relevant to them, and greater transparency into NSW Government activities and
updates, rather than relying on word of mouth or self directed internet searches.
Businesses would appreciate a more seamless experience, where they could speak to a
staff member and/or case manager, through their channel of choice, who understands
their holistic needs

!§k§nhw Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Key Findings

Effort

000 =+
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Consumer Business

2 i

Consumer Business
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5a. Half of all interactions are
high effort and result in lower
satisfaction

5b. Online interactions have a
significantly lower amount of
effort put forth than other
contact methods

Overall, consumer effort has remained stable while business effort has increased
statistically significantly in 2018

49% of consumers and 58% of businesses identified that they put forth a high amount of
effort when interacting with NSW Government services

For those who put forth a high amount of effort, satisfaction is at least 1 point (out of 10)
less than those who put forth a low amount of effort

Both consumers and businesses who put forth a low amount of effort do not have a gap
between their levels of satisfaction and expectation

Many of the interactions with the highest effort are transactional in nature e.g. providing
feedback or seeking information

For both consumers and businesses the effort required to use online channels is less than
for other contact methods.

41% of business interactions and 23% of consumer interactions were via email or mail/post
—these channels had the highest reported effort scores

Satisfaction with NSW Government services for both consumers and businesses is highest
amongst those who interact online

Quialitative research confirms that the typical interactions that consumers and businesses
complete with NSW Government online are administrative and routine and therefore low
effort. Effort tends to be higher when customers state they have to navigate through
complex websites, or use multiple contact methods to find what they need

Quialitatively, consumers are becoming more comfortable with online, and appreciate when
they are proactively told by staff when they can do things online instead of face to face.
However, businesses worry about the level of accountability for online services with some
departments becoming ‘faceless” with no follow up points of contact for further information

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Key Findings

Feedback
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Consumer Business
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Consumer Business
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6a. Consumers and businesses are
more likely to provide suggestions
for change or compliments than
make a complaint to a NSW
Government agency, and those that
do have higher satisfaction

6b. Half of all complaints made to a
NSW Government agency or
department about their services,
process or employees are handled
poorly

Satisfaction and expectation are higher (consumers +0.8/10 and businesses +0.9/10) when

consumers and businesses take the opportunity to provide positive feedback or suggestions for

change, than when they make a complaint

Qualitatively, participants shared their reluctance to provide feedback to NSW Government
services, as there is rarely follow up and therefore little confidence that their complaint or
feedback has been heard and taken seriously, and more importantly, that appropriate action
has been taken

Businesses
Satisfaction for businesses is highest for those who provide feedback as suggestions for change
The majority of ‘compliments” made by businesses are about the information available to them

The main channel for providing all types of feedback is email

Consumers

Satisfaction for consumers is highest for those who give compliments on the service
The majority of ‘compliments” made by consumers are about employees
The main channel for giving a compliment and making complaints is in person (F2F or phone)

A third of feedback provided to a NSW Government agency or department are complaints

In 2018, around half of complaints made are handled poorly (52% for consumers and 43% for
businesses). In 2018, the rate of complaints being handled poorly has increased from 37% for
consumers and 34% for businesses in 2017.

Complaints made by consumers and businesses in regional areas were more likely to be
handled poorly than in metropolitan areas

The majority of ‘suggestions for change’ and ‘complaints” made by consumers and businesses
are about processes

Qualitatively, consumers want to deal with someone who takes responsibility and is willing to
listen. The impact when a problem is not fixed properly the first time means that consumers
have to have multiple interactions. When no action is taken after a complaint is raised,
consumers can associate the lack of follow through with a ‘typical’ government experience

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary of Key Findings

Brand
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7. NSW Public Service overall has
EH maintained its positive brand
perception and associations with
negative descriptors of the NSW
Public Service have reduced year
on year
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NSW Public Service overall has maintained its positive brand perception slightly behind
airlines

There is a sizeable gap between the scores for the top two industries (airlines and the
NSW Public Service) and all other industries, which score considerably lower

State Public Services in other jurisdictions are perceived at a similar level, and just behind
airlines

There have been year on year declines in the selection of negative descriptors to describe
the NSW Public Service (although no corresponding increase in positive descriptors)
There is a positive correlation between perceptions of the NSW Public Service and overall
satisfaction with services

Consumers who have seen advertising for NSW Government initiatives have higher
satisfaction and expectations (+0.3/10) of the Public Service than those who have not

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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The CSI and outcome measures explained

The NSW Government Customer Satisfaction Index (CSI)

The NSW Customer Satisfaction Index provides an index of
NSW Government performance in service delivery taking into
account (1) how satisfied customers are, (2) how close their
experience is to the expectations of that service and (3) how
close their experience is to an ideal service.

An individual score across these three components is
calculated for each respondent and is rebalanced to be on a
scale of 0 to 10. Each individual score is then averaged across
the total population to provide a Whole of Government
measure.

Outcome Measures

Expectation: consumers and businesses were asked “Thinking
about each of the following services in [State], how would
you rate your expectation of overall quality of service?”

Satisfaction: consumers and businesses were asked “Thinking
about your experiences in the last 12 months, how satisfied
would you say you are with each of the following services in
[State]?

Comparison to Ideal: consumers and businesses were asked
“Now forgetting for a moment these specific services, please
imagine an ideal service. How well do you think each service
in [State] compares with that ideal service?”

Satisfaction gap to expectation: the gap between consumers
and businesses satisfaction and expectation.

The gap to expectations is an indicator of the difference
between the expected service level and that actually
experienced and provides a calibrated measure of service
satisfaction which is comparable cross services and
jurisdictions.

Cust_omer
Service
Commissioner

Figure 1.1: Satisfaction, Expectation and Expectation gap

Consumer Business

(0.0)
(-0.1)

0.3 T (0.0)
(-Oll) B l

Expectation Expectation Satisfaction Expectation Expectation

Satisfaction

Gap Gap
Figure 1.2: NSW Government Customer Satisfaction Index (CSI)
Consumer Business
78.2
/100
-0.4) (0.1)

Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

22

Legend:

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Consumer Business

CSI has maintained performance following a significant uplift from 2015-2016

The ‘step change’ in CSl seen in 2016 has been maintained over the last 3 years

Figure 1.3: Consumer Customer Satisfaction Index over time Figure 1.4: Business Customer Satisfaction Index over time
Consumer Business
80 79.3 80
78.9
78.7
79 d ¢ A > 78.4 78.3 78.2
e R - * . Y . .
' 178
¢ 79 : 76.6
1 1 77 .
1
' 77 76.7 X ’
1 . : 76
! 1
1
70 \ 75
! 1
1 1
: 75 1 74
| 2015 2016 2017 2018 | 2015 2016 2017 2018
X (n=6,549) (n=6,971) (n=6,527) (n=6,701) X (n=1,645) (n=1,712) (n=1,638) (n=1,494)
: :
1
Understanding the ‘step change’in 2016 Understanding the ‘step change’in 2016
e Customer satisfaction and expectation both increased statistically e Business satisfaction and expectation both increased statistically
significantly by 0.2 and 0.1 points respectively in 2016. significantly by 0.3.
e Brand perceptions of NSW Public Service increased statistically e Brand perceptions of NSW Public Service increased statistically
significantly by 0.2 points in 2016. significantly by 0.2 points.
e 25/29 attributes increased statistically significantly indicating strong e 4 of the 5 process attributes increased statistically significantly
improvements in interactions with NSW Government services. indicating strong improvements in the processes of NSW
e A ’‘step change’ (i.e. statistically significant improvement) was also Government services.

seen in Queensland and Victoria in 2016 indicating a broader shift
in public attitudes and perceptions across Australian jurisdictions.

Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)

.“ v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
l“’i Customer 23
NSW Service
GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Consumer Business

Satisfaction and expectation have remained stable in 2018, with a consistent gap to expectation

The gap to expectation provides a calibrated measure of service satisfaction and expectation which is comparable across services and
jurisdictions. Business expectations fluctuated in 2016 and 2017, with the statistically significant decline in 2017 being maintained in
2018 at 7.7 out of 10. The gap to expectation has remained relatively stable for businesses over the four year period. The expectation

gap for consumers is also stable.

Figure 1.5: Satisfaction and expectation over time

Consumer
7.9 7.9
7.8
7.7 }
75 7.7 76
7.5
7.3
Gap to expectation
-0.4 -0.3 -0.2 -03 <
6.5
2015 2016 2017 2018

(n=6,693) (n=7,140) (n=6,732) (n=6,922)
== EXpectation ==g==Satisfaction

T
il | Sesverer

Figure 1.6: Satisfaction and expectation over time

Business

7.5 7.5

7.4
7.2
Gap to expectation
-0.4 -0.4 -0.2 -0.3
6.5
2015 2016 2017 2018

(n=1,677) (n=1,738) (n=1,682) (n=1,531)
== Expectation === Satisfaction

Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
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Expectations continue to mirror businesses’ support for NSW Government policies

Business expectations have a strong link to attitudes
towards the NSW Government policies, as confirmed
by the results of the Sensis Business Index survey of

Small and Medium Businesses (SMB) in Australia.

The June 2018 Sensis report states that “SMB support
for the policies of the NSW Government fell by one
point to record a net balance of +4. It again ranks third
as one of only three [NSW, SA and TAS] with a positive
rating. The key factor behind a positive view of the
Government remains infrastructure development.
Excessive bureaucracy was the most common
criticism.”

Results mirror business expectations of NSW
Government services. This supports the idea that
‘expectations’ as measured in the QPCS and CSMS are
driven by broader perceptions of the NSW
Government and its policies rather than service
interactions alone.

Cust_omer
Service

Figure 1.

Business Expectations

7: Business Expectations and attitudes toward the NSW Government’s policies

8.2
879

7.8

7.6

7.4 1 1

AanIng sisuas

7.2 2
7 -4
CSMS Q42016 Q1 2017 Q2 2017 CSMS Q4 2017 Q1 2018 Q2 2018 CSMS
2016 2017 2018
e Business Expectations (QPCS and CSMS surveys)
Sensis SMB Survey: Attitudes to NSW Government

Annual CSMS survey

About the Sensis Business Index Survey: The survey is an Australia wide quarterly
survey of Australia's Small and Medium Businesses (SMB), which represent 99%
of Australian businesses (N=1000 Australian businesses per quarter).

Attitudes towards the NSW Government are assessed as part of the Sensis
Business Index Survey, asking the question: “thinking about the current
state/territory government, do you believe that their policies are supportive of
small businesses, work against small businesses or have no real impact either
way?” The index of attitudes towards NSW Government policies is the net
balance of the % of SMBs that regard their state or territory government to be
supportive and the % that believe it is working against small business interests.

Note: the Sensis survey fieldwork is conducted in the month prior to the
QPCS/CSMS fieldwork.

Source: https://www.sensis.com.au/about/sensis-business-index

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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The proportion of positive ratings of outcome measures for consumers have increased since 2015

Figure 1.8: Consumer outcome measures

Outcome Measures

Avg.

% respondents

Since 2015:
2018: 2018
. (n=6,922) S .
Expectation 2017 3 percentage point increase in
2017: (79 A +ou (n=6,732) high expectations
How would you rate your 2016
expectation of the overall 2016: | 7.8 | A 01 (n=7,140) . ]
ey o s 5015 1 percentage point decrease in
2015 [ 7.7 (n=6,693) low expectations
mlow (1-4) M Med (5-6) ®High (7-10)
Satisfaction 2018: e 01 (nf;) g%o) o ,
’ 6 percentage point increase in
Thinking about your 2017 : : :
. ; 2017: [ 7.7 ) A +01 N high satisfaction
experiences in the last 12 (n=6,789)
isfi 2016 . )
e, thew seisier 2016: [ 7.5 ) A +02 : 2 percentage point decrease in
would you say you are with (n=7,227) | tisfacti
each of the following 2015 ow satistaction
X . 5 2015: 73 (n=6,790)
services in NSW: m Dissatisfied (1-4) W Neutral (5-6) = Satisfied (7-10)
2018: e 2018 N, EHEHEEHEHEN '
P : (n=6,733) o .
Ideal service 4 percentage point increase in
2017 .
..Please imagine an ideal 2017: (e (n=6,559) close to ideal
service. How well do you 5016
think each service in NSW 2016: (7.2 A +03 (n=7,015) 2 percentage point decrease in
compares to that ideal ;
Serw_ie? »ors: (e 5015 not close to ideal
’ ’ : (n=6,593)
= Not close to ideal (1-4) m Neutral (5-6) m Close to ideal (7-10)

Legend: A Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

Note: 2017, 2016 and 2015 results have been taken as given from previous year’s research
Note: Results are subject to rounding and may not sum to 100

AW | Customer
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The proportion of negative ratings for businesses have decreased overtime

Figure 1.9: Business outcome measures

Outcome Measures |

Expectation

How would you rate your
expectation of the overall
quality of service?

Satisfaction

Thinking about your
experiences in the last 12
months, how satisfied
would you say you are with
each of the following
services in NSW?

Ideal service

...Please imagine an ideal
service. How well do you
think each service in NSW
compares to that ideal
service?

Avg. | % respondents

2018

2018: (n=1,531)
2017

2017: | 7.7 | Y -02 (n=1,682)
2016

2016: | 7.9 | A +03 (n=1,738)
2015

2015: | 7.6 (n=1,677)

#Low (1-4) mWMed (5-6) m High (7-10)

2018: 0.1 2018

(n=1,555)
2017: [ 75 - 2017

(n=1,705)
2016: [ 7.5 ) A 402 2016

(n=1,761)
2015 [ 7.2 2015

(n=1,700)

= Dissatisfied (1-4) H Neutral (5-6) m Satisfied (7-10)

2018

2018: +0.1 (n=1,506)
2017

2017: [ 72 ) W02 (n=1,646)
2016

2016: [ 7.3 ) A +03 (n=1,718)
2015

2015: 7.0 (n:1,654)

1 Not close to ideal (1-4) B Neutral (5-6) H Close to ideal (7-10)

Since 2015:

2 percentage point increase in
high expectations

2 percentage point decrease in
low expectations

3 percentage point increase in
high satisfaction

2 percentage point decrease in
low satisfaction

4 percentage point increase in
close to ideal

3 percentage point decrease in
not close to ideal

Note: 2017, 2016 and 2015 results have been taken as given from previous years research
Note: Results are subject to rounding and may not sum to 100

Customer
Serwcq )
Commissioner

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

No significant change in avg. from 2017 (at 99% level of Confidence)

Legend: A Statistically significant increase in avg. from 2017 (at 99% level of Confidence)

v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
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Satisfaction amongst consumer demographic cohorts and regions has remained stable in 2018

Consistent with previous years, consumers aged 65+ and retired citizens are the most satisfied with NSW Government services , whilst
consumers aged 18-24 and students are the least satisfied with NSW Government services.

Consumers in regional NSW are the most satisfied with NSW Government services but also have the largest gap to expectation
indicating that their service expectations are not being met. Also consistent with previous years, consumers in metropolitan areas are
the least satisfied with NSW Government services.

Figure 1.10: Consumer satisfaction by demographic cohorts Figure 1.11 Satisfaction and expectation by region

Highest Lowest Biggest gap to
satisfaction satisfaction expectation
(within (within (within Satisfaction Gap Expectation
demographic demographic demographic
category) category) category)
Living in
Age 65 years + 18-24 years 18-24 years Regional NSW 7.9 o1 | 03 8.2 00
/10 /10
Region . . .
Regional Metropolitan Regional
. lemﬁ];T/VRu ral 7.8 ws | 02 8.0 02
mployment /10 /10
status Retired Student Employed on a
casual basis
Gender
Females Males Males Living in 7.5 01 | 03 7.8 00
Metropolitan /10 /10
NSW
Over $180,000 $180,000 Up to $30,000
Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)

Base sizes vary for each demographic group No significant change in avg. from 2017 (at 99% level of Confidence)

A v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
o .‘"- Customer

A | i 28
NSW BI'VICE' .

GOVERNMENT Commissioner

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



Business

NSW businesses experienced fluctuations in satisfaction across industries and across revenue groups

Businesses in regional NSW are the most satisfied with NSW Government services. However, consistent with the results for consumers,
businesses located in regional areas have the highest gap to expectation which indicates that their service expectations are not being met.

Businesses with an annual revenue of over $2 million and those operating within the financial services industry experienced statistically
significant declines in satisfaction in 2018, whilst the satisfaction of businesses in the energy, water and waste services industries increased.

Figure 1.12: Business satisfaction by demographic cohorts

Business Size

F YA
NSW

GOVERNMENT

Region

Industry

Revenue

Base sizes vary for each demographic group
Note: n<30: interpret with caution

*
Customer

Service

Highest
satisfaction
(within
demographic
category)

2-5, 20-199

employees

Regional

Mining

$50,001 -
$200,000

Lowest
satisfaction
(within
demographic
category)

Sole Proprietor

-19
employees

Metropolitan

Financial and
insurance
services

$200,001 to
$500,000

Biggest gap to

expectation
(within
demographic
category)

Sole Proprietor

Regional

Information
media and
telecomms

$50,001 to
$200,000

Significant change in satisfaction since 2017
Electricity, gas, water and waste services*
W Financial and insurance services

W Turnover $2,000,000 +

Commissioner

Located in

Regional NSW

Located in
Rural NSW

Located in
Metropolitan
NSW

Figure 1.13 2018 Satisfaction and expectation by region

Satisfaction Gap Expectation

7.9 w04 -0.3 8-2 +0.4

/10 /10

73\ .. 00 73

/10 /10

7.3 . | 03 7.6 N

/10 /10

Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)

No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

29

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



000
P23

Consumer

Consumer satisfaction and expectation have remained stable across all jurisdictions, with the exception

of Victoria

For consumers, the gap to expectation is consistent
across all jurisdictions, at around -0.3.

Understanding what’s driving the increasein
expectation in Victoria

e Consumers in metropolitan areas experienced a
statistically significant increase in their
expectations

e 18-24 year old consumers also experienced a
statistically significant increase in their
expectations

e Water Supply's expectations saw a statistically
significant increase

e The statistically significant increase in
expectations in 2018 in Victoria aligns with the
launch of Service Victoria, which became an
administrative office on 1 July 2018.

Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

*Note: International jurisdictions included in CSMS are rotated yearly and therefore there are
some gaps in the year on year data available

i‘i‘,’k Customer
NSW Service
e | COmmissioner

NSW
7.7 7.8
7.7
75 7.6
7.3
-0.3
2015 2016 2017 2018

(n=6,693) (n=7,140) (n=6,732) (n=6,922)

vIC
6 7.8 7.8

75 76 7.6
7.2 0.4
2015 2016 2017 2018

(n=3,327) (n=3,495) (n=3,466) (n=3,667)

UK*
7.7 [ |
76 8,0
.—/‘. L 2
o—* 7.7
7.4
7.3
0.3
2015 2016 2017 2018
(3,430)  (n=3,295) (n=3,684)

+ Satisfaction

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

Figure 1.14: Consumer satisfaction and expectation over time by jurisdiction

SA
77 7.8 7.7

7.6
74 7.5

-0.2

2015 2016 2017 2018
(n=3,462) (n=3,433) (n=3,245)

QLb
M
7.7 7.7 7.7
7.3 03
2015 2016 2017 2018
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CAN*

7.8 7.8

——o—*

75 75 7.6

-0.2
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(n=3,320) (n=3,325) (n=3,482)

—jll— Expectation
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Business

Queensland experienced a statistically significant decrease in business satisfaction and expectation in

2018 and a reduction of the gap to expectation

Figure 1.15 : Business satisfaction and expectation over time by jurisdiction

Queensland experienced a statistically significant
decrease in satisfaction and expectation in 2018 to bring
it down below all other jurisdictions.

Understanding what’s driving the declines in Queensland

NSW

76 7.7V 77
7.5 7.5

7.4

SA

7.4 7.5
—

* There were also statistically significant declines in 7.2 71
employee and value attributes 03 7.0 s
e 10/15 employee attributes and 2/4 value
attributes experienced statistically significant 2015 2016 2017 2018 2015 2016 2017 2018

declines.
* Police and Ambulance services saw statistically

(n=1677) (n=1,738) (n=1,682) (n=1,531)

(n=817)  (n=753)  (n=801)

significant declines in both satisfaction and vie el
expectations 78 7.8
* Major Roads saw a statistically significant 7.5 75 .6 76 73w
decline in satisfaction, '
* Business Advisory Services saw a statistically /‘\0/;1 7.5 7.5
significant decline in expectations. 7.2 7.2 73
7.0 B o 7.0W
According to the Sensis Business Index Survey, “The 2015 2016 2017 2018 2015 2016 2017 2018

[Queensland] State Government’s rating ... is the lowest
of all State or Territory Governments at -16. Excessive

(n=1,025) (n=769) (n=759) (n=809)

(n=999)  (n=771) (n=832)  (n=828)

bureaucracy followed by too much notice taken of unions UK* CAN*
were the leading criticisms.”! 78
7.7 7.6 @__@\.
7-4/I m
L 4 I * ¢
‘/ 73 75 7.4 7.4
1Source: https.//www.sensis.com.au/about/sensis-business-index 7.3
Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence) 7.0 -0.3 -0.4
No significant change in avg. from 2017 (at 99% level of Confidence) ’
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
*Note: International jurisdictions included in CSMS are rotated yearly and therefore there are (n2:o7lf1) (n2:071762) 2017 (n2=081189) 2015 (n2:071763) (n2:o91678) (n2:081085)

some gaps in the year on year data available
ai“',’- Customer
NSW Service
GOVERNMENT Commissioner

—@— satisfaction —Ill— Expectation

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Summary: Drivers of satisfaction

Findings

Consumer Drivers of Satisfaction

000
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Consumer

Patterns of response for employee attributes changed in 2018 and accountability of employees emerged as a
new driver of satisfaction for consumers

Process, Goals and Value drivers are all consistent to 2017

Employee drivers; empathy, communication, efficiency and effectiveness, honesty and integrity and
accountability, have highest relative importance and greatest impact on overall customer satisfaction

Four primary opportunity areas have been identified for improving overall customer satisfaction in 2018 with
two consistent to 2017; Efficiency and effectiveness of employees (1) and access to information (2). Empathy
and communication (3) has shifted from being a strength to build on to becoming a primary opportunity area,
and the new driver category of employee accountability (4) is also identified as a primary opportunity area of
high relative importance and low relative performance.

Business Drivers of Satisfaction

Business

Satisfaction driver analysis was completed for businesses for the first time this year

All Goals, Processes and Value drivers are consistent to the results for consumers, indicating that businesses’
interactions with employees is a key point of difference.

The Employee related drivers of satisfaction are grouped differently to consumers to form 4 distinct drivers; (1)
customer focus and action orientated, (2) integrity and high standards, (3) clear communication, and (4) are
consistent. This indicates that the demands of businesses are different to those of consumers.

Access to information and simplicity and efficiency of processes have highest relative importance and the
greatest impact on overall satisfaction for businesses. The perception of employees is less important for
businesses than consumers

Opportunity areas for businesses differ from consumers. The two primary opportunity areas for businesses are
simplicity and efficiency of process (1) and access to information (2). These two drivers have high relative
importance and low relative performance.

li“‘k Customer
NSW Service
e | COmmissioner

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Figure 2.2: Drivers of customer satisfaction - 2017 Figure 2.3: Drivers of customer satisfaction - 2018 F—
q A mpathy an AR
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L Safeguard privacy and Encourage public Is makl!’]g it eaSI?r to Safeguard privacy and Encourage public participation in Is making it easier to access
S confidentiality participationin access mformanon about confidentiality decision making information about their service
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Legend: A Increase in ranking within the same group since 2017 (based on factor loading)

No change in ranking
Decrease in ranking within the same group since 2017 ((based on factor loading)
Aligned to a new group in 2018

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

34



000
P

Consumer

For consumers the four employee related drivers are of highest relative importance, followed by
goals

. . . ) ) ) Figure 2.4: Relative importance of drivers of satisfaction with NSW Government
Statistical analysis of the drivers of overall satisfaction® with NSW services
Government services reveals that perceptions of employees, followed o Relative
. . . river i
by access to information, have the greatest impact on overall customer importance?

satisfaction.

Empathy and communication of High
employees

Employee attributes relating to empathy, communication, efficiency,
effectiveness, honesty and integrity and accountability of employees are
the most important drivers of satisfaction with NSW Government
services. These employee attributes are followed by goals relating to
access to information, privacy and transparency, and processes relating
to customer service (simplicity and efficiency of processes and

Efficiency and effectiveness of High
employees

High

Employee attributes

Honesty and integrity of employees

employee autonomy in serving customers). High Primary outcome
Accountability of employees measure

Verbatim comments within the CSMS survey in 2018 focused on Custorer

process and efficiency related improvements. The phrase ‘wait times Moderate satisfaction

was mentioned spontaneously over 400 times and qualitatively
consumers feel the NSW Government is so big that communication can
be a problem, resulting in a lack of follow through where there is a
problem and a lot of repetition. This complexity is thought to create
inefficient systems to effectively support staff.

Moderate

Moderate

This dichotomy is not unusual and represents the contrast between
stated importance (what customers ‘say’ is important to them), and
latent or subconscious drivers of satisfaction (what will actually make a
baseline difference to satisfaction).

Moderate

.
———
.
I
e

Stated drivers are important aspects of service delivery as they are the
‘basic’ elements of customer expectations without which customer
satisfaction targets cannot be met.

INote that analysis to identify drivers has been performed against the overall satisfaction
measure. As overall satisfaction is highly correlated with the Customer Satisfaction Index

Latent drivers, however, are those elements of service delivery which, (correlation of 0.94) these results can be taken to be indicative of the importance of drivers
when offered to customers, will deliver to higher customer for the Customer Satisfaction Index. To ensure consistency and comparability, the data
expecta“onsl or prov|de serv|ce over and above expecta‘“on and may collection and ana/yses have been performed USing the same approach as 2016 and 2017.
‘delight’ customers. 2Note: Calculation of drivers is based on the statistical analysis of drivers against satisfaction.
Hierarchy represents the relative ‘importance’ of factors on overall satisfaction.
»,
» v Customer
‘L..Jl' Service 35
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For consumers four primary opportunity areas have been identified for improving overall customer

Efficiency and effectiveness of employees (1) and access to
information (2) continue to be identified as priority areas
to drive the biggest increase in satisfaction with NSW
Government services overall. This view is consistent with
the findings from 2015, 2016 and 2017.

Empathy and communication (3) has shifted from being a
strength to build on to becoming a primary opportunity
area

A new driver category of employee accountability (4) has
been identified as a primary opportunity area in 2018. From
qualitative analysis where customers only have to deal with
one person to handle an issue and receive the right answer,
customers are delighted, and appreciate the efficiency and
follow through from NSW Government employees.

Employee and process attributes are positively correlated
(+0.85) indicating that these attributes are strongly related
and thus both are important to the overall experience of

the customer.
2017 Importance Performance Matrix

Aorerage: soone scroes stributes

Reslativer irmgeartarce

These da nat significantly impact the
satisfaction score

Cust_omer
Service
Commissioner

Figure 2.5: Importance versus performance against each of the drivers of satisfaction 2018 for
consumers

Average score across attributes (out of 10)
LOW HIGH

Efficiency and

HIGH
Primary effectiveness Honesty and Integrity
e Empathy and
opportunities communication
Strengths to
‘build on’

[0}

(8]

[

o

g Accountability

o

£

[}

.E Median across
L _drivers.

[]

2

LOW

Secondary These do not significantly
opportunities impact the satisfaction score

Median across all
attributes

Note given the composition of the employee drivers has changed since 2017, no direct comparison can be made to

the relative change in performance for the drivers year-on-year. Employee
attributes 36

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Employee drivers for businesses differ to the employee drivers for consumers, with more emphasis

placed on customer focus and actionability

Drivers of customer satisfaction analysis was completed
for businesses for the first time in 2018.

For businesses, the employee related drivers of
satisfaction are grouped differently to consumers to form
4 distinct groups; ‘customer focus and action orientated’
(1), ‘integrity and high standards’ (2), ‘clear
communication’ (3) and ‘are consistent’ (4). This
indicates that the demands of businesses are different to
those of consumers.

All goals, processes and value drivers are the same as
consumers, indicating that businesses’ interactions with
employees is a key point of difference for this customer
base.

Customer
Serwcq )
Commissioner

Employees

Goals Processes

Values

Figure 2.6: Drivers of customer satisfaction - Business 2018

Customerfocus and action Integrity and high Clear communication
orientated standards

¢ See things from my .
perspective

e  Are proactive in helping
¢ Are held accountable

*  Get things done as
quickly as possible

¢ Engender confidence in
their knowledge

*  Focus on addressing
customer needs

¢ Do what they promise

¢ Arereliable

Are honest

e Deliver high safety
standards

e Provide good value
services

Are consistent

e Provide services .
without bias

Are consistent

e Explainintended
actions clearly

¢ Communicate well

¢ Are designed to reduce wait times

e  Processes are easy to understand

*  Service feels seamless even if | have to use multiple contact methods

¢ |can get to the right person the first time

¢ Employees are empowered to make
decisions

*  Safeguard privacy and
confidentiality

e Encourage public e Is making best use of online
participation in decision services to improve
making convenience and efficiency

for customers
¢ Demonstrate openness and

transparency in decision .
making

Is making it easier to access
information about their
services

*  Provides good service

e Operates with integrity

* Isabodythat!can trust

e s accountable for its services

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Businesses satisfaction is driven by processes and goals drivers which have the highest relative importance

Through statistical analysis of overall satisfaction with NSW
Government services it has been identified that the
strongest drivers for business satisfaction are ‘access to
information’” and ‘simplicity and efficiency of processes’. The
perception of employees is less important for businesses
than consumers indicating that both groups value different
things when interacting with NSW Government services.

Qualitative research indicates that processes and the quality
of their interactions is highly important to businesses. It is
essential that NSW Government staff provide the correct
information to businesses that is relevant to each situation
so that businesses can make critical decisions. The impact
when incorrect information is provided can be extremely
high, and can dissuade businesses from using the service in
the future.

Cust_omer
Service

Figure 2.7: Relative importance of drivers of satisfaction with NSW Government services

Relative

Driver i
importance?

High

High

. i Moderate
Integrity and high standards

Primary outcome

o Moderate
Clear communication measure
Customer
Moderate satisfaction

Moderate

Moderate

Moderate

Customer focus and action oriented

u

Are consistent

INote that analysis to identify drivers has been performed against the overall satisfaction measure.
As overall satisfaction is highly correlated with the Customer Satisfaction Index (correlation of 0.94)
these results can be taken to be indicative of the importance of drivers for the Customer Satisfaction
Index. To ensure consistency and comparability, the data collection and analyses have been
performed using the same approach as 2016 and 2017.

’Note: Calculation of drivers is based on the statistical analysis of drivers against satisfaction.
Hierarchy represents the relative ‘importance’ of factors on overall satisfaction.

Employee
attributes

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Simplicity and efficiency of processes and access to information are identified as primary opportunity areas for

businesses

The two primary opportunity areas for businesses
are ‘simplicity and efficiency of process’ (1) and
‘access to information’ (2). These two drivers have
high relative importance and low relative
performance.

Opportunity areas for businesses differ from
consumers, with process attributes more
important to businesses than employee attributes

Overall, employee attributes are relatively high
scoring and it is the process and goals attributes
that are not performing as strongly.

Cust_omer
Service

Figure 2.8: Importance versus performance against each of the drivers of satisfaction
2018 for businesses

HIGH

Relative importance

LOW

LOow

Primary
opportunities

Secondary
opportunities

Average score across attributes

(out of 10) ; HIGH

Strengths to
‘build on’

Integrity and high
standards

Median across
______ drivers..

Customer focus and
action oriented Clear
communication

These do not significantly
impact the satisfaction score

Are consistent

Median across all
attributes

Employee
attributes

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Consumer

For consumers the attributes ‘employees are empowered to make decisions’ and ‘provides good
service’ experienced a statistically significant increase this year

Performance across attributes remained stable except for ‘employees are empowered to make decisions’ and 2018 outcome measures:
‘provides good service’ which experienced a statistically significant increase. There were no statistically
significant movements among employee and goals attributes this year. (EXp6e;g§'°“
n=o,
Public participation in decision making’ is also an ongoing challenge for NSW Government services, as the Satisfaction ol
lowest performing individual attribute overall for the last two years at a whole of government level and across (n=7,000)
9 services, followed by ‘wait times’ as second lowest at a whole of government level and across 8 services. Ideal Service
(n=6,733) i
Figure 3.1: Average score of consumer attributes W Statistically significant movement from previous year at 99% confidence level
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Consumer

For consumers the average score of each attribute within Processes has increased over time, however
Processes still remains the lowest scoring out of the four attribute areas

For consumers, employee and values Figure 3.2: average Figure 3.3: Process attributes average scores

attributes continue to be the highest

scoring attribute areas year on year,
while processes perform the lowest. This = Employee ‘

is consistent with consumer

performance over the last three years.
Values

‘Employees are empowered to make

decisions’ improved statistically Goals
significantly amongst consumers in
2018, with all other process attributes
remaining stable.

Process

‘Processes are designed to reduce wait
times’ is the lowest scoring attribute for
consumers.

Furthermore, processes are the most
common reason of complaint, indicating

2018 score

Consumer (n=4,753)
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Multiple business attributes experienced a statistically significant increase this year. This positive
momentum was not however reflected in corresponding shifts in the overall outcome measures

The overall performance for business attributes has been strong this year with multiple statistically significant 2018 Outcome measures:
shifts across process, goals and employee attribute areas. Despite this positive momentum, overall outcome
measures of expectation, satisfaction and ideal service remained stable. This suggests a potential disconnect (:_ple;:;al’glon
between overall perceptions of service compared to individual service interactions which have shown to be s t"f i
atisfaction 01
increasingly positive (n=1555)
As per the results for consumers, ‘public participation in decision making’ is the lowest performing individual Ideal Service o1
attribute overall for 2017 and 2018. (n=1,506)
Figure 3.5: Average score of business attributes W Statistically significant movement from previous year at 99% confidence level
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NSW leads South Australia and Queensland in customer perceptions of processes

AWk

GOVERMMENT

Consumers’ perceptions of processes are similar
across jurisdictions with Queensland and South
Australia slightly lagging behind and UK slightly
outperforming the other jurisdictions.

Business’ perceptions of processes vary by jurisdiction
with Queensland and South Australia performing
distinctly behind the rest of the jurisdictions. As the
drivers analysis indicated, processes are of high
importance to businesses. Therefore the weaker
performance of Queensland in this attribute area
provides an indication for why Queensland has
declined in business outcome measures overall.

The attribute ‘are designed to reduce wait times’ is
the lowest performing attribute for consumers and
businesses across all jurisdictions indicating that this
isn't just a pain point for NSW services, it is a
challenge for all jurisdictions.

All jurisdictions also perform poorly in ‘I can get to the
right person the first time’ indicating that there is
multi-handling of enquiries across jurisdictions and a
common challenge to overcome.

Cust_omer
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Figure 3.6: Processes across jurisdictions for consumers and businesses
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Comm iSS | oner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

Service feels Are designed to
seamless even if | reduce wait times
have to use
multiple contact
methods
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‘Safeguard privacy and confidentiality’ is a strength across all jurisdictions for both consumers and businesses

while ‘public participation in decision making’ is a weakness

For consumers, the performance across jurisdictions in
goals does not vary greatly meaning that overall
performance is very similar.

All jurisdictions perform well on the attribute ‘safeguard
privacy and confidentiality’, which is a strength and an
expectation across government services.

‘Encourage public participation in decision making’ is
the worst performing attribute across all jurisdictions
with a 1.2/10 score difference between the top
attribute and this attribute for NSW.

Businesses in Canada have the highest scores across the
goals attribute area while Queensland and South
Australia’s overall performance is below all other
jurisdictions.

NSW performs close to the top when compared to
other jurisdictions. Consistent with the results for
consumers the best performing attribute for businesses
is ‘safeguard privacy and confidentiality’ and the worst
performing attribute is ‘encourage public participation
and decision making’.

Overall, the international jurisdictions outperform the
Australian states in this attribute area and may offer
case study improvement opportunities.
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Figure 3.7: Goals attributes across jurisdictions for consumers

Consumer

Safeguard privacy Is making it easier Is making bestuse ~ Demonstrate Encourage public
and confidentiality to access of online services  openness and participation in
information about to improve transparency in  decision-making
their services convenience and  decision-making
efficiency for

customers
NSW (5,499) —— VIC (2,986) —&— SA (2,561)
— @ — QLD (2,950) UK (3,178) «e+@++ CAN (2,812)
Business

'\\":--oc--.-.-o-......o.-oo-.ooc-
—

Safeguard privacy |Is making it easier Is making bestuse  Demonstrate Encourage public
and confidentiality to access of online services  openness and participation in
information about to improve transparency in  decision-making
their services convenience and  decision-making
efficiency for

customers
NSW (1,376) —e—VIC (737) —8— SA (695)
— @ — QLD (739) UK (763) <++@:++ CAN (731)

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Performance of employee attributes is consistent across jurisdictions

Figure 3.8: Employees attributes across jurisdictions for consumers and businesses
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‘Is accountable for its services’ is the lowest performing attribute for consumers and businesses across all
JUflSdlCtlonS Figure 3.9: Values attributes across jurisdictions for consumers and businesses
For consumers, NSW performs ahead of South Australia
and Victoria and just behind UK and Canada in all value
attributes.

Consumer

‘Is accountable for its service’ is the worst performing
attribute for all jurisdictions, indicating that this is a
common pain point for consumers.

In terms of value attributes, businesses in NSW are
outperformed by Canada and Victoria.

There is a distinct gap between Queensland and all
jurisdictions, with Queensland performing distinctly

lower than the other jurisdictions for all value Operates with integrity Provides good service  Is abody | cantrust s accountable for its
attributes. services
NSW (6,196) ——VIC (3,372) —m— SA (2,916)
—e— QLD (3,303) UK (3.462) ...@-+ CAN (3,161)
Business

Operates with integrity Provides good service  Is a body | can trust Is accountable for its

services
NSW (1,457) —t— \/|C (780) —&— SA(758)
— e — QLD (782) UK (800) @<+ CAN (770)
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Comm iSS | oner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

47



4. Customer Effort
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For both consumers and businesses high effort interactions result in lower overall satisfaction

Wik
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49% of consumers and 58% of businesses
identified that they put forth a high amount of
effort when interacting with NSW Government
services.

For those who put forth a high amount of
effort, satisfaction is at least 1 point (out of
10) less than those who put forth a low
amount of effort.

Consumers and businesses who put forth a
low amount of effort do not have a gap
between their levels of satisfaction and
expectation, indicating that their expectations
are being met.

Many of the interactions with the highest
effort interactions are transactional in nature
e.g. providing feedback or seeking
information.
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Figure 4.1: Customer Effort

Average Customer

Effort Score (CES) 6.0/10 6.6/10 A +17

Consumer (n=6,634)
ELow effort (1-4) mNeutral (5-6) mHigh effort (7-10)

Business (n=1,496)

A Statistically significant movement from previous year at 99% confidence level

Figure 4.2: Satisfaction and expectation of by effort

Consumer (n=6,600)
8.6 8.6

Business (n=1,483)

Average Low effort Neutral High effort Average Low effort Neutral High effort
1-4)  (56)  (7-10) (1-4) 56 (7-10)

B Satisfaction BExpectation

WV Sstatistically significant movement from previous year at 99% confidence level

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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NSW has the third lowest Customer Effort Score compared to other jurisdictions

For both consumers and businesses NSW is third Figure 4.3: Consumer CES by jurisdiction Figure 4.4: Business CES by jurisdiction
behind Queensland and South Australia for

customer effort. 7
QLD 5.7 - SA /// 6.4 1 +02
For consumers, the customer effort scores (CES) - A

for all jurisdictions has remained stable since

2017, except for SA which experienced a 7
statistically significant decrease in effort since SA - 5.8W-19 Qlb W 6.6 A +19

2017.

Effort exerted by businesses increased | e 000 % __________ I
(statistically significantly) in 2018 across three | NSW - 6.0 1 +01 NSW ////% 6.6 A +17 I
domestic jurisdictions — Queensland, NSW and e |
Victoria.

Consumers and businesses in the UK and VIC
Canada put forth greater levels of effort with

their respective state government services,

compared to the Australian jurisdictions CAN
surveyed.

vic W 65 A 21
CAN W7.o 05

UK

",

-l“j’r Customer A\ Statistically significant movement from previous year at 99% confidence level 51
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Online interactions require a significantly lower amount of effort compared to other contact methods

Consumers and businesses put forth the least
amount of effort when using ‘online” as a
contact method.

For businesses in 2018, whilst effort increased
statistically significantly across all contact
methods online remains the contact method
requiring the least effort.

41% of business interactions and 23% of
consumer interactions were via email or
mail/post and these channels had the highest
reported effort scores.

Satisfaction with NSW Government services for
both consumers and businesses is highest
amongst those who interact online.

Qualitative research confirms that the typical
interactions that consumers and businesses
complete with the NSW Government online are
administrative and routine in nature and require
low effort. Effort tends to be higher when
customers state that they have to use multiple
contact methods to access the information or
outcome that they need.

* Refer to Appendix 2: Contact Methods Data,
for more general detail regarding the usage of
contact methods, preferred contact methods and
the levels satisfaction by channel.
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Figure 4.5: Effort by contact method used

Customer Effort Score
(CES)

Consumer (n=6,634) Business (n=1,496)

A

A Consumer
6.4

Business A 17
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posted parties face to Statistically significant
letter, fax face A movement from previous year

B Consumer BBusiness at 99% confidence level

Figure 4.6: Contact methods used
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The Customer Effort Score amongst all consumer demographic cohorts and regions is similar to 2017 results
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There have been no statistically significant
fluctuations in the effort put forth when
interacting with NSW Government services in
any of the demographic cohorts.

Consumers aged 65+ and retired citizens put
forth the least effort and were also the most
satisfied with NSW Government services. In
contrast, consumers aged between 18-24 put
forth the highest effort and were also the least
satisfied with NSW Government services.

In terms of variation by region, regional
consumers have the lowest effort and highest
satisfaction, whilst metropolitan consumers put
forth greater efforts and have lower levels of

satisfaction.

Consumers with an annual income of $150,001-
$180,000 continue to put forth the highest
effort and are also the least satisfied consumer
group by income level.
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Age

Region

Employment
status

Gender

Income

Highest effort
(within
demographic
category)

18-24 years

Metropolitan

On maternity/
paternity leave

Female

Up to $30,000,
$150,001 -
$180,000

Figure 4.7: Consumer CES by demographic cohort

Lowest effort
(within
demographic
category)

65 years +

Regional

Retired

Male

$30,001 to
$50,001,
$100,001 -
$150,000, Over
$180,000

Increasein
effort since
2017

18-24 years

Metropolitan

On maternity/
paternity leave

Male

$50,001 -
$100,00

Decrease in
effort since
2017

65 years +

nil

Unemployed

nil

$150,001 -
$180,000

Labels in green/redindicate highest satisfaction/ lowest satisfaction within the respective demographic group

Legend: A Statistically significant increase in avg. from previous year (at 99% level of Confidence)

No significant change in avg. from previous year (at 99% level of Confidence)
W Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Business

The business Customer Effort Score increased statistically significantly across multiple cohortsin 2018

There has been statistically significant increases
in the effort put forth by businesses across all
demographic and regional groups. No cohorts
experienced a decline in effort since 2017, which
resulted in a statistically significant increase in
effort at a Whole of Government level.

Businesses in metropolitan areas put the forth

the highest amount of effort when interacting

with NSW Government services and were also ‘
the least satisfied business group by region.

Businesses in the mining industry put forth the
lowest effort in 2018 and were the most satisfied ‘
with NSW Government services. Conversely, the
electricity, gas, water and waste services industry
experienced the highest increase in effort and ‘
consequently replaced public administration and
safety as the industry with the highest effort for
businesses.

&li“'k Customer
NSW Service
b A4 Commissioner

Business Size

Region

Industry

Revenue

Highest effort
(within
demographic
category)

6-9

Metropolitan

Electricity, gas,
water and
waste services

$500,001 -
$2,000,000

Figure 4.8: Business CES by demographic cohorts

Lowest effort
(within
demographic
category)

Sole proprietor

Rural

Mining

$200,001 -
$500,000

Increase in effort since

A Across all business

A Metropolitan,

A 15 /18 industries

A Up to $50,000,
$50,001 to $200,000,
$500,001 to

Over $2,000,000

Decrease
in effort
since 2017

nil

nil

nil

nil

Labels in green/redindicate highest satisfaction/ lowest satisfaction within the respective demographic group

Legend: A Statistically significant increase in avg. from previous year (at 99% level of Confidence)

No significant change in avg. from previous year (at 99% level of Confidence)
W Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Qualitative feedback indicates that a driver of increased effort is difficulty in accessing information

(L 1)
™

CONSUMER

Consumers don’t like dealing with different staff members
and/or NSW Government departments to find out
required information. It can especially be frustrating for
consumers when they receive inconsistent or out of date
information, or if it takes longer than expected to receive
the correct information.

Consumers are increasingly impressed with the
information and administrative services that they can
access online as it requires low effort. It is frustrating for
consumers when they are forced to navigate complex
government websites or use multiple contact methods to
follow up and find the information that they need.

Consumers would appreciate more proactive information
on NSW Government services that are relevant to them,
and greater awareness of such activities and updates,
rather than relying on word of mouth or self directed
internet searches.

Consumers expect to be able to easily access their
personal information that is held by the government, and
have greater transparency in understanding who has
access to their data.

Customer

Service

Commissioner

Businesses appreciate having straightforward access to
information, policy and procedures at their fingertips,
without needing to go through time consuming
application processes.

When interacting with staff, businesses expect to be
given accurate information, that is relevant to each
situation, so they can make critical decisions. There can be
significant impact to businesses when incorrect
information is provided, and this can deter businesses
from attempting to use the service in the future.

Businesses expect to be able to obtain information
through their choice of channel at anytime. With
increased investment in online services, real time access
to general information is becoming more available, and
businesses are relying less on staff interactions. Further,
businesses would appreciate access to information via
channels that are remotely accessible outside of business
hours.

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Customers are more likely to provide constructive feedback or compliments than make a complaint about NSW

Government services

34% of consumers and 43% of businesses
have given some form of feedback to NSW
Government services.

Of those that provided feedback, satisfaction
and expectation are higher when consumers
and businesses provided positive feedback
(compliments) or made suggestions for
change, rather than made a complaint.

For businesses, satisfaction with NSW
Government services is highest for those who
provided constructive feedback in the form of
suggestions for change.

The majority of compliments made by
consumers are about employees, suggesting
that positive interactions with employees of
NSW Government services is a customer

‘delight’.
oi¥s | Customer
‘l-“!' Service

Commissioner
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Figure 5.1: Feedback frequency and type
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Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



000
P339 |3

Cons

AWk

GOVERMMENT

umer Business

The majority of the complaints made by both consumers and business were related to processes

Consumers are more likely to provide
suggestions for change regarding processes
whilst businesses are more likely to make a
complaint regarding processes.

Consumers and businesses are more likely to
provide compliments regarding employee
interactions. This trend is encouraging given
that the 2018 CSMS results show that
employee attributes have a high impact on
overall customer satisfaction with NSW
Government services.

Amongst both consumers and businesses the
main channel for giving a compliment and

making a complaint is in person (face to face or

phone); whereas the main channel for making
suggestions for change is via email.

Cust_omer
Service
Commissioner

Figure 5.3: Nature of feedback by feedback type

Consumer (n=1,278)

X
3
™

X
[}
N

32%

14%
13%
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The processes The employees The outcomes Information Other

you interacted of your available to
with interaction you

[ | gave a compliment

Figure 5.4: Nature of feedback and feedback channels

M | made a suggestion for change
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Business (n=416)
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Note: Results are subject to rounding and may not sum to 100%

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Consumer Business

Half of all complaints made to a NSW Government service are handled poorly

Less than a third of feedback provided to the NSW
Government by consumers and businesses in the last
12 months was a complaint. However, half of all
complaints made by both consumers and businesses
was reported as being handled poorly.

Qualitatively, customers identified that they want to
deal with someone who takes responsibility and who
is willing to listen. The impact when a problem is not
fixed properly the first time means that customers
are forced to engage in multiple interactions and
exert a higher level of effort.

;L"‘j!; Customer

Service
G.N§mw Commissioner

Figure 6.5/6.7: Complaint handling of consumers and businesses

Figure 6.6: Proportion of feedback types for consumers and businesses

Figure 6.5 Figure 6.6

Consumer Business
(n=1,280) (n=416)

Consumer (n=376)

B | gave a compliment

B madea suggestion for change
@ Handled well (7-10) m

@Eneutral (5-6)

| made a complaint

Base: respondents who ever provided

®mhandled poorly (1-4) feedback

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

Figure 6.7

Business (n=252)
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Businesses in NSW have the smallest proportion of complaints among other jurisdictions

Across jurisdictions, Canada has received the lowest

proportion of complaints compared to other feedback
types for consumers. NSW and Victoria are second in

terms of the incidence of complaints compared to giving a

compliment or providing a suggestion for change. Similarly,

when comparing businesses across jurisdictions, the Compliment
proportion of complaints received compared to other

feedback types is lowest for NSW and highest for the UK.

Consumers in South Australia have the lowest proportion
of suggestions for change followed by UK and Victoria.

Conversely, businesses in SA have the highest proportion Suggestion for
of suggestions for change followed by NSW and UK change

Cust_omer
Service
Commissioner

Consumer

Complaint

ey 30%

B CAN (n=591)
QLD (n=577)
@ SA (n=576)

Note: Results are subject to rounding and may not sum to 100%

Figure 5.8: Nature of feedback by jurisdictions

Business

Compliment

Suggestion for
change

Complaint

@ UK (n=887)
@ VIC (n=585)
®NSW (n=1,280)
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Consumer Business Qualitative
research

Qualitative research reveals that consumers and businesses value accountability and responsiveness
throughout the handling of their complaint

2 a8
Consumer Business
PRIMARY
INSIGHTS - CONSUMERS PRIMARY INSIGHTS - BUSINESS CHANNEL
CHANNEL
Treated as a number — At times consumers Reduced accountability with online — With services
can feel like they are just treated as a number, moving online, businesses can worry about a potential
and they are not seen as a person when lack of government accountability. Businesses were
dealing with NSW Government services. This concerned by this trend and perceived some NSW
depersonalisation impacts their likelihood to Government departments as ‘faceless’ and unable to be
use these services again in the future. contacted for the purposes of receiving further
information or making a complaint.
No response to feedback — Consumers are
frustrated when they take the time to leave No follow up on complaints — For businesses it can be
feedback and receive no response. They feel frustrating when they take the time to provide feedback
that it is pointless to share their opinion with to the NSW Government but there is no follow up to
the NSW Government if it’s not going to be confirm whether their complaint has been heard and
heard or acted upon. taken seriously or if appropriate action has been taken to
resolve an outstanding issue.

Copy of feedback for records — Consumers like
to provide feedback on NSW Government
websites as they can keep a copy for their
records and can attach any additional e W “It’s just human
documeﬁtatlon that may support their experience | had was nature to remember
submission. the feedback to public bad experiences more
Feedback being listened to is important — transp ort where th'e/r and certainly t7 tel
Consumers appreciate when their feedback is service was r1 Unﬁ ing as many peop .e as
listened to and treated with respect. For early and they didn’t .y oucan espe(.:la//y
consumers this positive treatment stands out even afford me the .frle.nds GI"IG.'meI/y as

courtesy of a reply.” it’s in their interests. ”

as a good experience and reinforces the NSW
Government’s commitment to improve overall
services.

YA
l_.“_’_i Customer

Service
ﬁggﬂ Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



6. Brand Perceptions
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The NSW Public Service overall has maintained its positive brand perception slightly behind airlines

AWk

GOVERNMENT

For both consumers and
businesses, satisfaction with the
NSW Public Service overall ranks
second behind airlines.

There is a positive correlation
between perceptions of NSW
Public Service and overall
satisfaction with NSW Government
services.

Among consumers, banks have
seen a statistically significant
decrease in their brand perception
since 2017. The decline for banks
in 2018 could be as a result of the
Royal Commission into Misconduct
in the Banking, Superannuation
and Financial Services Industry
which began in December 2017.

Among businesses, Energy
Retailers and the Australian
Federal Government have seen a
statistically significant increase in
their brand perception since 2017.

Cust_omer
Service
Commissioner

Figure 6.1 : Brand perceptions of industries and public services of consumers and businesses

Consumer (n=3,632)

Business (n=1,021)

Airlines

1
1Public Service overall

______________________

My local council 5.9 - Banks

Telephone Service
Providers

Banks

58 W-04

Telephone Service

Providers >8 -

My local council

Energy Retailers 5.4 -0.1

Energy Retailers

Federal Government 5.3 0.1

Federal Government

mDissatisfied (1-4)
ONeutral (5-6)
B Satisfied (7-10)

mDissatisfied (1-4)
O Neutral (5-6)
B Satisfied (7-10)

. . . . 7.6 7.4
Satisfaction with NSW Government services /10 o1 /10 01

Statistically significant increase in avg. from previous year (at 99% level of Confidence)
No significant change in avg. from previous year (at 99% level of Confidence)
W Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Legend:

Note: Results are subject to rounding and may not sum to 100%

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Consumer Business

The gap between the NSW Public Service and Airlines is narrowing, especially for businesses

Figure 6.2: Brand perceptions of industries and public services of consumers and businesses overtime

Overtime, the gap between Consumer (n=3,632) Business (n=1,021)

- . . 7.5 7.5
Airlines and NSW Public Service
overall has narrowed for both
consumers and businesses .
resulting in similar brand o 7.1 - v
. . . : 7.0
satisfaction scores. This trend _______.Q...-....---QGS oo _‘,.m;';
reveals positive momentum in 67 6.8 ' EECL '
. ““ ' ““
terms of customer perceptions 6.5 S5 6.5
. —
of the NSW Public Sector overall. 6.4 T
6.3
LA
60 PN = 59 N 5.9 6.0
5.9 .
5.9 co ™
5.5 v 5.5
5.4
5.5
5.3 5.3
5.3
5.0 5.0
2015 2016 2017 2018 2015 2016 2017 2018
Airlines ==4== Public Service overall ===y local council
=== Banks =4 -Telephone Service Providers Energy Retailers
Federal Govnerment
Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
No significant change in avg. from previous year (at 99% level of Confidence)
ili“',i Customer W Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

NSW Service
GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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The performance of NSW Public Service is on par with other Australian jurisdictions

Consumers Figure 6.3: Comparison of Public Service brand perceptions across jurisdictions

Satisfaction of NSW Public Service
overall is on par with other Public

Service of Australian jUFiSdiCtiOﬂS; Consumer Avg. satisfaction across industries (scale from 1 - very dissatisfied to 10 - very satisfied)

however, it performs behind the _ Nsw _aw v WK . SA CAN

Canadian and UK Public Service. Airlines 7.1 Airlines 70 Airlines 71 Airlines 23 na  Airlines 7.0 CA Public - o

sw public | blic | VIC Public | SA Public | service '

| o oo Pebe o 1R | e 1 '

Consumers across Australian Service _-6'8 Service - o8 Service | o8 USK;\:E!C - 7.1 NA Service | o Banks 7.1

. . . . . T L | ] L |

jurisdictions experienced a Local council . Banks 5o W ocal 60 ocal . -

.. L . . . Council council o
statistically significant decline in their . . 1 Banks 7.0 NA 1 Airlines 6.7
perceptlon Of banks Telco's 5.8 Clg)(zl(;acil 6.0 Banks 6.0 v g Banks 5.8 v 4

1 7 1 Telco's 6.9 NA | 1 Telco's 6.5

. . . Banks 58 Y Telco's 5.7 Telco's 5.9 i Telco's 5.8 i
The Canadian Public Service is the ] 1 1 Energy T Energy
strongest performer across the Energy Energy Federal 56 Retail 65 Na Federal 5.1 Retailers 64
.. g . P Retailers >4 Retailers >3 Govt. | ’ ctatlers | Govt. | : |
jurisdictions surveyed (average score Federal Federal Energy . Local cq na Enersy o Local o
of 7.2 out of 10), with brand Govt. 53 Govt. >4 Retailers | ' council ’ Retailers | ’ council ]
perceptions higher than all other
Canadian industries. )

Business Avg. satisfaction across industries (scale from 1 - very dissatisfied to 10 - very satisfied)
NSW QLb VvIC UK SA CAN

Business - 7 1

Airlines 7.0 Airlines |7Ao Airlines Airlines 23 N Airlines CA Public

~
)
~N
N

B

Service

The perception of the NSW Public

: I . h NSW Public :|69 QLD Public '364 VIC Public '366 1 SA Public :I 63 1
Service overall among businesses has Service ' Service : Service ' Banks 67 NA Service | Banks 7.1
remained stable since 2017 and , :I :I :I 1 Banks 5.7 1

o o Local council 5.9 Telco's 5.7 Banks 6.3 UK Publi :
ranks similarly to other jurisdictions. | i i ublic 67 NA 1 Airlines 6.9
Local Local Service Local .

. . Bank 5.9 . 5.5 . 6.0 - i ) 1

Businesses in Queensland anks :I counil : council " council :I Energy :I 57
. . R i 1 1 Telco's 6.6 , ; :
experienced a statistically significant Telco's 5o Banks 55 W Telco's <8 Telco's 5.2 Retailers |

. . . 5 7 - - 1 1
de;llne in thglr p'erce.ptlon of telco’s, energy | Federal Federal Energy :I oq Na Energy :I io cézcnacl“ :I .
whilst those in Victoria and Canada Retailers 57 Gout. :I >3 Gout. : >7 B0 Retailers | Retalers | |
saw a statistically significant increase reserst ) < Cerey [ < 5 Enerey Y < Local o A ngera' 51 Telco's :I -

Govt. : Retailers ’ Retailers : council : ovt. | ]

across multiple industries. . .

v Statistically significant increase/ No significant change/ Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

i .
-l.“,- Customer Legend:
aANy»> P
Service 64
GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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‘Helpful’, ‘friendly’ and ‘knowledgeable’ are the top three words used to describe NSW Public Service

Figure 6.4: Distribution across 2015-2018 and average satisfaction for 2018

The top three words chosen by consumers and

. . . . A i A
businesses to describe NSW Public Service Consumer 2015 &% Business 2015 28
overall are ‘helpful’, ‘friendly” and % respondents 2018 “° % respondents 2018 “°

: " 1% 82
‘knowledgeable” which are all positive Helpful Helpful
. , i 1% 83
descriptors. Friendly Friendly
Knowledgeable Knowledgeable -4% 8.3
i ; Capable Capable -6% 8.2
The top three negative words to describe NSW ol % 82
. . Respectfu % .
Public service overall for both consumers are Respectful

. . L. ) , Efficient Efficient 3% 8.5
businesses are ‘inefficient’, ‘impersonal’ and
inflexible’ Honest Honest 3% 8.2

' Caring Caring 0% 8.2
. . Inefficient Inefficient “13% 6.6

Among consumers, the overall satisfaction score | | .
is highest those who selected ‘efficient’ rmpersona e e
s highest among those who selected ffficient, e et
mno.vatlve.,an onest t.o escripe the Accountable Accountable 3% 84
Pubhc Sgrwce. Ampng businesses, the overall Difficult Difficult % 64
satisfaction score is highest among those who - Modern 2% 85

. ‘ . Vs . 7 ‘ ’

associated ‘motivated’, ‘efficient’, and ‘modern Complacent Complacent 8% 6.9
with the NSW Public Service. Wasteful Wasteful 8% 65
Flexible Flexible 4% 82
Motivated Motivated 1% 86
Patronising Patronising 7% 6.7
Controlling Controlling 7% 6.7
Lazy Lazy 3% 63
Outdated in... Outdated in... 5% 6.8
Innovative Innovative 1% 84

Legend:
2018 . .
N _ %017 *2018 Avg. Satisfaction
./ zosm_ve/negatlve 2016 among those who mention the
. escriptor 2015 respective word
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GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Sentiment towards the NSW Public Service is on par with results for the other Australian jurisdictions

Consumers’ sentiments towards the NSW Figure 6.5: Comparison of descriptors of the Public Service overall across jurisdictions

Government are similar to trends in other
jurisdictions.

Consumer

Overall among businesses, the NSW Public Service is 40%
more likely than its Australian counterparts to be
associated with positive descriptors, and is less likely
to be associated with negative descriptors.

30%

20%

10%

% respondents

Across jurisdictions for businesses the Canadian
Public Service is least likely to be associated with 0%

. . . . . S > 9 @9 5 8 H$5oOw e 5 oo o0 £ c 2 5 0 o oo > 9]
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. . L 3 538825832 25 £f&e 38 &8 3 2ET T 8¢
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Among businesses, the Canadian Public Service Negative descriptors SA (n=1,999) e+ CAN (n=2,190) o
outperforms all other jurisdictions for the = == UK(n=2,246) NSW (n=4,437)
descriptors ‘helpful’, “friendly’, "knowledgeable’, Business

‘respectful’, ‘caring’, thereby indicating that these 40%
‘brand’ elements are key drivers of favourable
perceptions among businesses.

30%
20%
Across all jurisdictions, very few consumers and

businesses associate their respective Public Service
with being innovative. This gap presents a potential 0%

10%

% respondents
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Appendix 1: Background and approach
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GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018




Background

The Annual Customer Satisfaction Measurement Survey has been developed to support a continued focus on improving
satisfaction with Government services.

Improving customer satisfaction with key government services is one of the Premier’s Priorities in the NSW State Plan.

The Annual ‘Customer Satisfaction Measurement Survey’ (Annual CSMS) provides a Whole of Government approach to measuring customer satisfaction to
support a continued focus on improving customer service. It provides a comprehensive, independent and uniform means of assessing customer perceptions
of the overall performance of NSW Government and the quality of services delivered.

The survey was developed in 2013 after which the methodology was piloted in 2014 with 6,208 customers. The results of the pilot were reviewed and the
survey has been implemented annually (in 2015, 2016 and 2017), with the outputs used to measure progress against the Premier’s Priority 12 — ‘improve
customer satisfaction with key government services across this term of government’. The results of the Annual CSMS are also used to complement existing
Agency level research Programs and to provide important information for Agencies to continue shaping and refining their strategies.

The findings of this report are used to shape and inform Whole of Government recommendations to provide a co-ordinated approach to drive
improvements in Whole of Government customer satisfaction.

Development of the Annual Annual CSMS pilot with 2015 Annual CSMS 2016 Annual CSMS 2017 Annual CSMS 2018 Annual CSMS
Customer Satisfaction 6,208 customers launch completed with completed with completed with completed with
Measurement Survey (CSMS) (consumers and 4,137 consumers and 4,237 consumers and 4,013 consumers and 4 437 consumers and
jointly developed by the Customer businesses). Findings used 1,126 businesses. 1,132 businesses. 1,113 businesses. '1 555 businesses.
Service Commissioner and the to shape improvements to ’
Public Sector Commissioner. instrument and

implementation approach.

lli“',i Customer
NSW Service
GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Research Scope and Approach

The Annual CSMS captures customer feedback on twenty-three different NSW Government services which have been

aggregated to provide a view of Whole of Government performance.

‘Customers’ in this survey are consumers and businesses that have had
direct dealings with services provided by the NSW Government in the last
12 months.

This 12 month timeframe ensures experiences were sufficiently recent for
customers to provide accurate feedback and is in line with yearly
implementation of the survey.

The survey captures customer feedback on twenty-three different NSW
Government services, described in the customer’s language. Feedback
received from customers about each of the individual services have been
aggregated to provide a view of the performance of NSW Government
services overall.

Each respondent to the survey provided feedback about 1 or 2 services. As a
result, the total number of responses received across services is greater
than the total number of customers who completed the survey. Throughout
the report, sample sizes have been reported based on the total number of
responses (rather than the total number of respondents).

The results for services that were most commonly interacted with (e.g.
Public Transport) in the last 12 months were given a greater weighting to
Whole of Government scores. This is to allow for the Whole of Government
scores to reflect the services in a correct proportion, with higher weighting
given to those services which consumers interact with more frequently.

l!i“'!i Customer

Service

In scope services

Industry, Skills and Regional
Development

Agriculture advice and
funding services.

Business Advisory Services
Water Supply
TAFE Services

Family & Community Services
Public Housing
Disability Services
Child Protection Services
Services for Older People

Education
Public Schools

Finance, Services & Innovation

Consumer Affairs (Fair
Trading)

Documentation Services

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018

Justice

Police

State Emergency Services
Prisons

Courts

Fire Brigades

Transport
Public Transport
Car and Boat Registration
Major Roads

Health
Public Hospitals
Ambulance Services

Planning & Environment

Environment and wildlife
protection

Art Galleries and Museums
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Approach to Data Collection and Jurisdictional Benchmarking
Identical online surveys were undertaken with customers in New South Wales, Victoria, Queensland, South Australia,
United Kingdom and Canada to enable comparative cross-jurisdictional analysis.

The surveys were targeted to achieve a representative sample of the general population in each jurisdiction based on age, gender and region (metropolitan,
regional and rural) and a representative sample of the business community based on location and size (number of employees). Service names were localised to
ensure respondents selected appropriately. Sample sizes for the total number of consumers and businesses surveyed by jurisdiction are shown below.

All surveys were completed over a consistent time period from 18 June 2018 to 6 July 2018 and results are therefore reflective of experiences with services
across jurisdictions over the 12 months prior, from June 2017 — June 2018.

The purpose of undertaking identical surveys across jurisdictions was to apply a consistent methodology for measuring the quality of services delivered by
governments to enable comparative cross-jurisdictional analysis.

When comparing scores across jurisdictions, it is important to take into account that there are differences in government structures and compositions across
jurisdictions, impacting accountability and responsibility of services, and expectations of government services and the types of customers who interact with
services may vary significantly by jurisdiction, impacting results.

2018 Survey Sample Size
Jurisdictions Consumer (n=) Business (n=) Total (n=)
New South Wales 4,437 1,098 5,535
Queensland 2,230 557 2,787
Victoria 2,206 560 2,766
United Kingdom 2,246 556 2,802
Canada 2,190 581 2,771
South Australia 1,999 551 2,550
w Customer
a ‘ Service 71

Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



Additional Qualitative Research
Qualitative research complements the Annual CSMS survey results by providing additional insights and context.

OVERALL OBJECTIVES

@ rerrrmmmmeeeermoeeea O

Provide additional insights, context, and Focus on a theme for deep-dive to provide

1 1
1 1
1 colour at a Whole of Government level 1 : additional insights
1 1 1

Two online qualitative discussion forums were conducted for 2018 Annual CSMS, one for NSW consumers and one for NSW businesses.

Participants were recruited from the 2018 Annual CSMS quantitative survey sample, providing representation across demographic and regional groups, as well
as a variety of services dealt with.

2-3 weeks

Custpmer
GOVERNMENT Commissioner Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018



NSW Customer Satisfaction Index
The Customer Satisfaction Index has remained stable in 2018 for both consumers and businesses.

Legend:
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The Customer Satisfaction Index provides a more complete picture of
Government performance in service delivery rather than a standalone
‘customer satisfaction” metric.

Results show the NSW Customer Satisfaction Index score in 2018 is 78.9
out of 100 for consumers (an insignificant decrease of 0.4 since 2017) and
78.2 out of 100 for businesses (an insignificant decrease of 0.1 since
2017). Refer to Figure 1.1.

The index has been designed based on the American Customer
Satisfaction Index (ACSI) using a proven approach to customer experience
measurement.

The Customer Satisfaction Index is calculated as an average across the
following three components (refer to Figure 1.2 for further detail):

1. Overall satisfaction with a NSW Government Service

2. Acalibrated gap between satisfaction and expectation for a
NSW Government Service which incorporates information
about whether expectations have been met, with sensitivity
when performance is below expectations but not when
expectations are exceed.

3. How the current NSW Government Service compares to a
customer’s perceived ideal service.

An individual score across these three components is calculated for each
respondent and rebalanced to be on a scale of 0 to 10 in line with the ACSI
methodology. Each individual score is then averaged across the total
population to provide a Whole of Government measure.

Statistically significant increase in avg. from 2016 (at 99% level of Confidence)
No significant change in avg. from 2016 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2016 (at 99% level of Confidence)

Cust_omer
Service
Commissioner

Figure 1.1: Customer satisfaction index score for 2018

Consumer
(n=6,527)

Business
(n=1,638)

78,9
/100

78.2
/100

Figure 1.2: Customer satisfaction index methodology diagram
The Customer Satisfaction Index is measured as the
average of the following scores recalibrated to be on

a scale of 0-10 to be in line with the ACSI

methorﬂology.

-0.4

-0.1

Overall satisfactionis a
measure of the perceived
performance of a service as
stated by customers.

Calibrated gap to
expectation

The calibrated gap to
expectation is calculated
individually for each customers
as:
GAP = satisfaction score —
expectation score

If the GAP is >0, it is assumed
that the service has fully met or
exceeded customer
expectations and a maximum
value of 10 is assigned.

If the GAP is <0, the gap is set
at 10+ the difference resulting
in a calibrated expectations
score ranging from 1to 9.

Comparison to an ideal service
is a measure of how much the
customers feel that the
service is close to the best it
can be.

Comparison to ideal

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Appendix 2: Contact Methods Data
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‘In person or face to face’ remains the most common and most preferred contact method

Consumers and businesses most commonly contact NSW
Government services in person or face to face. The second
most commonly used contact method for consumers is
online, whereas for businesses it is telephone. The usage of
telephones for businesses has significantly declined since
2017.

15% of consumers and 30% of businesses use email to
contact the NSW Government. In 2018 consumers’ use of
emails statistically significantly increased whereas the usage
of emails for businesses experienced a statistically significant
decrease.

Both consumers and businesses prefer to contact the NSW
Government in person or face to face. Consumers’
preference for the online channel has statistically
significantly declined since 2017.

Cust_omer
Service
Commissioner

Figure 7.1: Contact method used/s by consumers and businesses

% of respondents

100%
75%
50%
25%

0%

58%

ﬁ%

In person, face
to face

W Consumer (n=7,000)

v
40%

v
34% 31% 9% 30%

0,
[ e—

Online Telephone Email Mail, posted  Third parties
(landline or letter, fax such as
mobile phone Australia Post
calls, text
message)

Bl Business (n=1,555)

Figure 7.2: Contact method preferred for consumers and businesses

% of respondents

Note: Results are subject to rounding and may not sum to 100%

100%

75%

50%

25%

0%

0,
34% 27%

v
26% 21% 24%

18% 17% 22%

In person, face
to face

W Consumer (n=6,737)

Legend:

Online Telephone Email Mail, posted  Third parties
(landline or letter, fax such as
mobile phone Australia Post
calls, text
message)

Business (n=1,514)

Statistically significant increase in avg. from 2017 (at 99% level of Confidence)
No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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Customers who use the online channel have the highest levels of satisfaction and expectation

Levels of satisfaction and expectation by channels have Figure 7.3: Satisfaction by contact method used for consumers and businesses
remained stable year on year for both consumers and Consumer
businesses.

Consistent with the 2017 CSMS results, consumers and
businesses have the highest levels of satisfaction and
expectation when interacting with NSW Government services
online.

Third parties  Telephone Online Mail, posted In person, face Email
such as letter, fax to face
Australia Post W Satisfaction (n=7,000) W Expectation (n=6,922)
Business

Third parties  Telephone Online Mail, posted In person, face Email
such as letter, fax to face
Australia Post
M Satisfaction (n=1,555) W Expectation (n=1,531)
Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)

No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)
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Consumers and business both use a range of digital devices to interact with the NSW Government

Consumers and businesses most commonly use laptop computers

for interactions with NSW Government services.

Smartphones are more popular among consumers than among
businesses.

In 2018 there were statistically significant declines in the use of
Laptop computers among consumers and the use of desktop
computers among businesses.

Satisfaction has remained stable across all digital devices for
consumers and businesses, with desktop computers having the
highest satisfaction for consumers and laptops having the highest
satisfaction for businesses.

Cust_omer
Service
Commissioner

Figure 7.4: Device used for dealings with NSW Government online

Tablet/iPad Smartphone

B Consumer (n=2,189)

Laptop computer
B Business (n=453)

Desktop computer

Figure 7.5: Satisfaction with online services by device used

Tablet/iPad Smartphone Laptop computer Desktop computer
W Consumer (n=2,156)  @Business (n=450)
Legend: Statistically significant increase in avg. from 2017 (at 99% level of Confidence)

No significant change in avg. from 2017 (at 99% level of Confidence)
v Statistically significant decrease in avg. from 2017 (at 99% level of Confidence)

Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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‘The content was current and accurate’ is the best performing attribute of satisfaction with online services

All consumer attributes relating to satisfaction with
online service were stable in 2018, maintaining their
strong 2017 performance.

‘Content and support provided online was sufficient’
was the only attribute that experienced a statistically
significant decline for businesses with all other
attributes remaining stable.

Among both consumers and businesses, ‘the content
was current and accurate’, ‘trust information was
handled securely’, and ‘format of content met access
requirement’ performed the best across all of the
attributes of online service.

Custpmer
Service
Commissioner

Figure 7.6: Satisfaction with attributes of online service
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Source: NSW Office of the Customer Service Commissioner, Customer Satisfaction Measurement Survey 2018
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For consumers a number of the drivers of digital adoption have declined statistically significantly in 2018

For both consumers and businesses the

top three drivers for digital adoption are ‘|

was assured my information would
remain confidential’, ‘l was easily able to
find what | was looking for’ and ‘the

content was current and accurate’.

-0.1
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Figure 7.7: Drivers of digital adoption. | would go online if...

Consumer (n=3,069)
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Among consumers, five drivers of digital
adoption have seen a significant decline in
their average score since 2017 (‘l was
easily able to find what | was looking for’,
‘the service was available online’, ‘l had
access to a computer or an online device’,
‘the format of content on the website
better met my access requirements’ and
‘an incentive was provided, such as a
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