2001 Q3  - Students’ Channel Preliminary ACSI Results

Where the data are completely comparable, the latest ACSI data show that the students’ channels scores held steady from the last ACSI survey conducted in Fall 2000 (See Attachment 1). There were slight increases in the overall scores of the 1-800-4FEDAID and the Consolidation operations; however these were offset by small declines in the scores of the Billing and Servicing and Deferment and Forbearance processes.  

Included in this round, was a redesign of the FAFSA on the Web survey.   Consequently, these results are not directly comparable to the prior survey.   However, with a rating of 82 it scored very favorably and benchmarks to some of the national leaders in e-commerce including Amazon.com and E-Bay.  Previously, this process had been surveyed by the now defunct National Performance Review (NPR) and included questions that overlapped other areas we surveyed, and that were not specific to the FAFSA on theWeb process.

Looking at individual service attributes across all the surveys, the Student’s Channel continues to do very well at providing courteous, knowledgeable, and helpful customer service.  Areas where we could improve include the clarity of our explanations about repayment options particularly related to consolidation interest rate terms and repayment alternatives.  
The student guide survey has not yet been received; we will include this information when it becomes available.

Student Channel ACSI and Service Component Scores

1-800-4FEDAID (Attachment 2)

· “Professionalism” continues to be the highest scoring component of the service with a rating of 90.1 up slightly from the 2000 survey.  The “willingness to help” attribute remained the highest scoring element and rose significantly to 91.6 from 88.7 in the last survey.

· “Accessibility” rose dramatically with the individual attribute “availability of customer service representatives when needed” rising four points from 81.6 to 85.7.

FAFSA on the Web (Attachment 3)

· FAFSA on the Web scored an 82 in the latest ACSI survey.  Since the structure of the survey changed dramatically since the prior year’s survey, direct comparisons cannot be made.  However, overall results can be benchmarked to other E-commerce providers.  In that regard, SFA is doing better than E-commerce as a whole, which received an ACSI score of 73.2 in the last survey of this sector (2000 – Q3).   Retail companies within this sector scored an average of 78, auctions and brokerage firms received a 72, and web portals received a 63.  Specific company results: 

· Amazon.com, Inc

84

· E-Bay



80

· Barnes& Nobel.com 

77

· Charles Schwab & Co
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· Yahoo! Inc.
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· Priceline.com


66

· E*Trade


66

Comparable scores within the public sector are limited.  However, the latest ACSI survey for IRS’ electronic filers resulted in a rating of 75.

· FAFSA on the Web scores comparable to some of our better performing SFA products including 1-800-4FEDAID with an 85 (July 2001) and the Student guide with an 81 (Sept 2000).

· Users gave high marks to the “accessibility of the website” as well as, “the manner in which the information is organized.”  Specifically, “the ease of navigating the site” received an 84, while “the website’s organization” received an 86.

· Users also gave high marks to the help information and functions that are available on the site.  “The clarity of the application questions” received an 83.  This may reflect some of the work completed last year to improve the application.

· Ninety-three percent of the respondents said they would use it again and 92% said they would recommend the FAFSA on the Web product.

By way of Background:  The survey was changed to make it more precise and reflective of actionable items within the FAFSA on the Web process.  Specifically, a question about the fairness of the aid decision was eliminated.  Questions concerning professionalism that were actually attributable to the 1-800-4FEDAID also were removed.  In addition, pertinent attributes that determine website satisfaction were included.  Examples include questions about access, ease of navigation, organization, content quality, and so forth.  

Direct Loan Billing and Servicing (Attachment 4)

· The service components:  Accuracy, Timeliness and Content all score about the same and within a fairly tight range of 78-81.    

· The most improved component was “Timeliness” which rose from 74.9 to 80.4, or 5.5 points.  Within Timeliness “consistency in receiving statements” rose 6.3 points from 77.3 to 83.6.

Deferment and Forbearance  (Attachment 5)

· With a rating of 83.2  “Professionalism” remained the highest scoring service component.  However, it also saw the biggest drop, declining from 87.3 in the last survey.  The attribute “willingness to help” dropped almost 5-points from 87.5 to 82.6.  “understanding your needs” dropped from 86.3 to 82.2.  

Direct Loan Consolidation  (Attachment 6)

· The highest scoring service component with a rating of 81.4 was “Professionalism.”  Within that category, the attribute “willingness to help” improved the most rising from 79 in the last survey to 83.7, or a rise of 4.7 points.

· Within the “Application Process” service component, “simplicity of completing the application” rose a dramatic 6.4 points, from 74.5 in the last survey to 80.9.  

· While the “Consolidation Options” component is not completely comparable because of changes in the specific survey attributes, the specific areas of improvement are identified.  “how clearly the interest rate and loan terms were explained” scored a 69.1 and “how well information about repayment terms were provided” scored a 68.3.  

