CUSTOMER SATISFACTION SCORES

In summer 2003, FSA resumed its use of the American Customer Satisfaction Index (ASCI) survey methodology to measure the customer satisfaction of its most high profile, frequently used products and services.  The ACSI score is provided on a 100-point scale and represents the relationship of three customer-provided opinions on product satisfaction, a comparison to an ideal product or service, and a comparison to their expectations.  The results were recently released and show the following:

	FSA PRODUCT OR SERVICE
	ACSI SCORE

	FAFSA on the Web
	86

	Direct Loan Servicing
	77

	Common Origination and Disbursement (COD)
	66

	Lender Reporting System (LaRS)
	71


FSA’s ACSI scores are generally good and are in range of the national benchmarks including the following:

	National ACSI (180 Companies representing 75% of the US Economy)
	74

	Federal Government
	70

	Banking
	74


The FAFSA on the Web score is exceptional and compares favorably with Amazon.com who, with a score of 88, is the highest rated company within ACSI national index.  FAFSA on the Web and Servicing, the only two components for which there is prior information, show improvement of three points and eight points, respectively over their 2001 ACSI scores.  Scores for COD and LaRS are lower than the student and borrower customers (or household customers) but are in line with Business-to-Business satisfaction results which tend to run five to ten points lower (65-74 for Banking and Telecommunication Firms).

In addition to the score, the ACSI methodology delivers a quantitative predictive model that can help identify customer improvements that will maximize customer satisfaction.  The model divides the product or service into specific components, like customer call handling, website, etc.  It then models the relationship between the component and the overall ACSI score.   This relationship allows the user to quantitatively predict the impact an improvement in a component will have on the overall ACSI score.  It allows managers to determine exactly which part of the service or product is adequate and which part should be improved.   This technique has been used by numerous Fortune 1000 companies and other international companies to more precisely and efficiently manage their most important asset:  customers.  

Click here for the final ACSI report detailing the findings for each of the above-mentioned products and services.  This includes discussions of survey and model results as well as improvement recommendations, verbatim comments, and ancillary tables. 

ACSI Background

ACSI produces scores for 180 companies in 29 industries representing about 75 percent of the nation's economy.  It is the only standardized measure of customer satisfaction in the US.  Results are published in the Wall Street Journal and can be found at http://www.theacsi.org/.  ACSI scores are used by many Wall Street analysts to predict the future value of the companies they are tracking. 

The ACSI measure attempts to go beyond standard customer satisfaction monitoring.  It not only asks about the customer’s satisfaction, it asks the customer if the product or service met or exceeded his/her expectations.  Further, the ACSI survey asks the customer to compare the product or service to an ideal.  From these responses an ACSI score or index is derived.  The ACSI is a better gauge of satisfaction, because it requires the customer to really think about the product and service-beyond how much they like it.  By considering these additional factors, customers are more likely to use the product and service again, recommend it to a friend, and are less likely to complain.  

