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Listening Method

YOU 1/ AN

STEP 1. STEP 2. STEP 3. i Gf;;i:;::rs srals STEP 6.
DEFINE YOUR DETERMINE CUSTOMER IDENTIFY SOURCES OF ALIGN & DISTRIB'UTE TAKE ACTI'ON' MEASURE & MONITOR
CUSTOMER REQUIREMENTS LISTENING INFORMATION RESULTS
Customers are defined a5 the actnal of The fistest and easest way to Find what woeks best for you Muleiple hitening sources and methods  Determune the achions needed to address Create 2 system to measwre Customses

potestial wiers of yous product or
service If you are wncleas, ook for
yous prisany source of revenve, whick
way not always be the people your
crganizanes 15 desipoed 1o save. You
may bave mote than one Customer
poup.

a C Reg 1)
2k your Customers what 15 imsportazs
%0 tham and the order of importance of
those thing: Coctmual validatios &5
enteal 10 eRIUNGE YOUr Of gARIZINOS
changes with the need: 2ad desues of
your Customers. Dozt worry about
hygpiene D3ctors, the thangs thatall

Consider srveys, Facebook, exoal,
web chats, phone calls, indwiny
forums, verbal feedback, comment
cards, etc . And then, develop a way
10 capture the feedback. Itdoesn’t
Eave to be fancy, 3 suzmple tool Like
Excel could serve you well

wust be combined and alipned with

Koy Requresnest:s Once aligned,

review the whrmation for trends and
Then, the f

according to nnkizg of Key Requuressent
and actionable Custocser feeddack. Build
an acticn plan(s) and execute. Besmeto

:hnldbo disenbuted to the appropriate
departzmects

ate the changes to youwr
Exployee: 303 Customers!

Sansfaction with thers Key
Requuements and monitos the 10ores
This 13 a8 onposng process!
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Customer/Stakeholder and
Requirements
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Who Is The | What Are The How Are We Is The Is The
Customer, E“?“'—""E’ Performing Customer Customer
Segment Or | Requirements | agoinst The | Satisfied? Loyal?
& Expectations
Group? for Products Customer 7.2a(1) 7.2a(2)
P1b(2) and Services? || Requirements
P1b(2) ?
7.1
XXX
YYY
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Voice Of The Customer

Voice Of The Customer:
Transforming Data Into Information

Ensuring
The right people Get The right information
In The right format At The right time
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Customer’s Life Cycle

. dousinauilugnd (ane1auian: Prospect
Customer)

. anA1d&ud wiausa1suaslutlagiiu
(an@11a31u: Current Customer)

. anEITIlYdRUA WiausA1TuaYLTLEE A Y
ua? mIanLaalyd (anAluadia:
Loss Customer)



Service Quality
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Voice Of The Customer

LING R M
ENING
? BUT
]
YOU
NOT
TEL LIST

VOC Information Puzzle: Each piece gives an incomplete picture




Voice Of The Customer

VOC: Putting it all together: The synergy of information




Voice Of The Customer

DATA: Internal Customer, External Customer,
‘ Competitive Intelligence, Benchmarking Best In
Class

o~

INFORMATION
*Reports /analysis
*Structured / Flexible

Mining The Voice Of The Customer For Knowledge y

Unclassified /  Classified
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1. Segmentation

O

-Demographic :

218 LnA LA Wy

- Firmographic :

Segmentation

O
O

-Behavioral:

Feesls flwu Freetiudiels wuy
1n

- Psychographic :

mrcie arueiuls AuRaiu

- Customer Value:
AuAluilsyiiuesamns

- Customer Life-
Time Value :
AT IR A TTEIRNAT LU

TEEET
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Market Segmentation
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Customer Segmentation (NLB)

Teenagers

Adules

Delighting Customers by segments

Fun with Tots

KidsASK

10,000 Fathers Reading
Junior Reading Club

Programme zones in libraries made available as
study areas in response to the need for more
space for students.

Verging All Teens (VAT) at Jurong Regional
Library.

Pseudo Book Club
Read! Singapore

Learning communities - Taxi Sifu Chinese
Reading Club, Read to Lead for adults
interested in self-improvement,

Collaborations eg. With Marriage Central at JRL
and WRL.

5M5S Reference Service (researchers and adults)

MNLB Strategic Outcomes

Future Requirements

¥ X
= * Engage through
X online community
¥ X
X X ”
* Opportunities for
interaction
| through virtual
and physical means
¥ X
¥ X
* Continuous
learnin
X X 9
* Parsonal Growth
* Professional &
M » Career
Enhancement

X
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Customer Segmentation (NLB) (s1a)

Seniors

Researchers

Quiet reading rooms at standalone and regional
libraries

Senior Reading Club

Large Print materials at QUPL and TPPL

Music S5G at NLB (a national repository of
Singapore music)

Asian-centric collection at LKCRL

Centres of Excellence at LKCRL: Arts and
Heritage collections.

Newspaper SG: A digital archive of current and
historie Singapore and Malaya newspapers
published from 1831, enabling patrons to
retrieve full-text news content via the Internet.

Local History service: Launched in Aug 2008,
this service aims to provide resources on
genealogies and family histories that are
Asia-centric.

Accessibility to
services and
learning resources

Basic IT
competence

Independent

Research
communities

Access to local
heritage resources
in all formats
On-time
information &
intelligence
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Customer Segmentation (NLB) (s1a)
N8 Segi Oucames

Disadvantaged

Others

Delighting Customers by segments

Audio Book collection (in four languages, fiction
and non-fiction)

Project Deliver Me

Molly
KidsREAD

driven Programming Strategy

Segment-driven library programmes for children
(Bounce), young people (Vibes), seniors (Life),
adults (Simply, Fast Forward) and subject-
driven programmes such as Heritage, Business
or language-based ones (Paarvai for Tamil; Ex
Libris for Chinese and Arena for Malay)

Table 4.1.2 Service Offerings by customer segmentation

Mote

Strategic Outcome 1 (S01)
Strategic Outcome 1 (SOZ)

Strategic Outcome 1 (S03) : Libraries as Social Learning Spaces

Strategic Outcome 1 (504) : Self sustaining learning communities

Strategic Outcome 1 (5035) : Professionalism and Collaborative Culture

Strategic Outcome 1 (S04) : Services Excellence

BEEEEE

X

: Preferred stop for Asian Content and Collection Services

X

: Information and knowledge services powering a competitive economy

Future Requirements

* Acquire reading
skills and lifelong
reading habits

* Accessibility to
library services

* |Library as a social

leaming space for
various niche

groups
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2. an1sFuWaLRe9an@n

* Questionnaires

* Focus groups

* Interview

« Customer complaints
» Experience marketing
» Customer visit

» Other techniques



2. an1sFuWaLRe9an@n

3sn9idagn

nsanalag Muuugeauniy

- =1
TAATIUNE LS

Focus group
duniwnl

Mystery shopper

wadnanunanals

HRAINAITNINITARIA

Customer visit
Uszgrnesol

Observe

A8n151 495U

o o B W e
NIFLiTaaNANTRITEY
Uszdmnisiulsznu
fRLAUALUZANAT

Call center
JRTUAAIAITHA ALY
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Voice Of The Customer

Customer

Customer
Touch
Point

Info User

AS Is: The Web of Confusion




Voice Of The Customer

Customer

Customer
Touch
Point

Info User

rom Information “Not work” To Information Network



Voice Of The Customer

Integrated Voice Of The Customer (VOC)

Call Monitoring

Complaints &
CRM Data

Surveys &
focus groups

Voice Of The Customer Process

Management
System

@omer Requirements & >
erformance Gaps
— L

Improvement Project Pipeline

Opportunities |::>

Business
Savvy




3. A597u9U VOC

« ANUGaINITUaIaNAT (Customer needs)

e pauANEaULMIAUAN (Quality
characteristics)

« WiNNAITVIIIULaINAnAUue (Product
function)

- aulLdada (reliability)
 atilhwnune (target value)



Voice Of The Customer

Voice Of The Customer: Experiences

EXPERIENCE REACTION RESULT STRATEGY

Penetration
& Growth

Delighted deas &
roduct Requests
Satisfied

Retention

Neutral
Dissatisfied Complaints
Very Dissatisfied

The customer experience spectrum 40
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TRADERS

LISTEMIMNG STRATEGIES

OPERATIOMAL

TACTICAL

STRATEGIC

LEARMIMNG
STRATEGIES

* Ongoing Surveys

* Dialogue Sessions and
Meetings

* Oine-to-Oine Troders”
Clinics

* Training, Seminars and
Ouireach Sessions

* Singopore Customs
Call Cenire

* Quality Service
Manager Metwork,
Quality Service

Manager Line
* Emails/Feadbock

* Singopore Customs
Acodemy

# Public Consultotion

* Annual Troders’
Safisfoction Survey

* Annual Pro-Enterprise
Survey

* Diologues with Industry
and Groups

* Account Managers
Metwork

¢ Annual Cluster Survey
* Targeted Consuliation
# TrodeFIRST Assessment

* Partnership with
Aszociations

* ‘Warking Groups with
Companies

* Joint Infernships

* Singopore Customs’
Focebook Page

* Customs Advisory
Council Meatings
chaired by Permanent
Secrefary (Finonce]

* Vorious Commiftees sef
up by Other Agencies
* Strotegic Engagement

with |dentified Key
Stakeholders o

Facilitate Traders

TRAVELILERS

& Counter Inferactions
IGST Refund Office,
Self-Service Kiosks)

¢ Customer Feedback
Forms

] Guu|il',.r Service
Manager Metwork,/
Guu|il1.r Sarvice
Manager Line

* Changi Airport Group
Feedback MNetwaork.

* Emails

# Annual Trovellers'
Satisfoction Survey

* Diologue with Airport
Community, Terminal
Operators/Government

Agencies

* Singopore Customs’
Focebook Page

Figure & 1-4: Listening and [sarming Chennels

s Strategic Engagement
with Idenified Key
Stakehiolders o
Facilifate Travellers

* Study Visits

* learning Journeys

* Participation in
International Forums/
Seminars/Workshops/
Trade Fairs

* Banchmarking

* Environment Scan

» Affer-Action Review,
F'm’r—lmplﬂmenhuﬁun
Review

L] Cnnsulranq.r Shudies

with Indusiry and
Strategic Partners




Imporiers/
Exporters

CURREMT RECZLNREMEMTS

FUTLIRE RECHUEEMEMNTS

GEMERAL

SPECIFIC-TO-
SEGMENT

GEMERAL

SPECIFIC-TO-
SEGMENT

Licenseeas

IRADERS

Freight
Forwarders/
Dedaring
Agenits

* Zlear and
fronsparent
import/export
procedures

* Fost response o
enguiries

= Simplified
proceduras and
less documentation

* Single declaration

sysiam for the
import/export of
goods [including
those under

the purview

of Conirolling
Agencies)

Eose of poyment of
[EET

Prompt processing
of licence
opplications

and TradaFIRST
assessment

Clear guidelines
on Harmonised
System, rules of
origin, preferential
Iarﬁ‘fs

Frompt processing
of cerfificale of
origin applications

* Prompt processing

of declarations

# Flexible regulotory
regime and
schemes,
customised
solufions to mest
evalving business
needs and
operafions
Consultative
approoch io policy
formulafion

* Partnership

approoch bo ensure
supply chain
security

Facilitole cross-

border irode

Enhancement of
standards through
trade fociliiofion
asessmEnt

and Whale-of-
Government
approach for
facilitation

Improved market

OOCass

Enhanced
complionce
copaciby

Travellers
Arriving or
Departing
Singopore
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o
O O
>
L o
O
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c <
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TRAVELLE RS

* Zlear and transparent procedures

* Easy access to information

* Prompt refund and poyment

* Flexibility in dutyfree allowance for liguor

products

# Selfservice application through kiosks,/

internet

Figure & 1-3: Cusfomer Segmeniafion #odel

# Multi-modal ransi

» Advance inlernet declaration and payment

applicofion




Listening Method (Institute of Technical
Education)

Figure 6.3: Key Listening Approaches

* BOG & Standing Committees
(AACs, SCC)

* Joint-ITE MOE Committee

* College Advisory Committes

* Worldskills Singapore Committee

* Ministerial Meeting with Polytechnics
& ITE (MMP)

* Trainer Standards Advisory
Committee of WDA

Surveys/Studies Feedback Channels

* Admission (Frontiine) Services Surveys

* “In Focus with CEO” Sessions

(Web/Counter/Telephone Services) * Principals’ Dialogues

(sAt:\':cyW) Pref & Expectations : (_;m'~ mwithClas Pcam-.' ing
. on erences X| « Focus Strategi ing)

of School Leavers {Tnennial) * ITE Website P
* Student Profiling Surveys (Biennial) (Schools/Students/Alumnilindustry
» Student Satisfaction Surveys (Biennial) Portals/Facebook)

* Graduate Satisfaction Surveys (Annual)
* Employer Satisfaction Surveys (Annual)
* Brand Equity Studies (Triennial)

* Environmental Scanning (Annual)

* Feature Analysis (FA) Model (Annual)

* Overseas Study Visits

“Account Managers"

« Student Suggestion Scheme

* Student Counseling Clinics

* Student Feedback Email Facility

* Student Feedback Hotline

« Career Services Centre

* Customer Service Centres & Hotline
* Quality Service Manager Hotline

Events & Activities

* Prospective Students - Marcom Dept * Industry Visits/Dialogues/Focus Groups
* Full-ime Students — Class Advisors * Student Seminars
("Care Guardian® System), Student * Principals’ Seminars
Counsellors, College Services Divn « Orientation Programmes
* Part-time Students ~ Class Supervisors, * Expedence ITE Programmes
CET Managers, College Services Divn « [TE Discovery Programmes
* Graduates - Graduate Affairs Dept, * Students' & Parents’ Dialogues
College Services Divn « ITE-MOE School Networking Activities

* Open Houses/Roadshows/Career Fairs
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Singapore Prison

Safe environment during incarceration

A) Inmates
Adequate food

Adequate healthcare services

dmicsi
Rehabilitation « Identification of rehabilitation levels & special needs
« Identify appropriate programmes based on dertermined levels of need

Deterrence
= Equip with skills to adapt to incarceration

Treatmenl [determined by Rehabiitation Classification)
» Skill-upgrading & work opportunities to enhance employability & cultivate good work
ethics
Table 6.1.2 Boneficiary Segmeants & Reqguiramenis
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Singapore Prison

Beneficiary Requirement
g e

Offenders

B) Offenders
placed on
community
sentencing

Public

A) Inmates’
Families

B) At-Risk
Groups

C) General
Public

Treatment (determined by Rehabilitation Classification) {con't)

Rehabilitation + Skills to rebuild & enhance family relationships
Needs * Identify & change eriminal thinking patterns
Pre-release

+ Lifee skills to equip inmates to find jobs & prepare for life outside prison

Halfway Care
* Reintegration into society through support from families & the community

Aftarcare
= Assist to identify aftercare needs & ensure they are met
» Pravide adequate punishment without disruption to family life or loss of job
» Determine intensity of Supervision Plan based on offenders’ risk & study requirements

» Maintain positive & meaningful relationship with inmates during incarceration
= Mitigate negative impact of incareeration on inmates® children

+ Deter against eriminal behaviour
* Prevent inter-generation crime

= Secure custody of offenders
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5. MLz VOC

Compatitor's

3-Circle Model

Provide a good visual presentation of what strategy
both internal and extemnal means

Job-to-be-done
What job Is not yet or
badly solve
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Voice Of The Customer

Input

Listening Posts

eSurveys

e Audits

e Call Monitoring
eCRM

o \WEB Chat
ecorrespondence
eFocus Groups

e Complaints
eOthers

Process

Integration of
Listening Posts

Gather, Analyze, Report

I Process Owners |<74>| Quality

I Sr. Leaders

|<74.| Customers




Voice Of The Customer

How Can
We Sort
The Data?

Any
Combination
of these
Criteria!

eProduct Area

e Key Process Area
eProcess Area

eType of Issues
eListening Posts
eFeedback Source
eNature of Feedback
eData Range
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I8NTAUKIANUNINAT (NLB)

Segment Mechanisms determining customer Outcomes of customer satisfaction survey
satisfaction

Adult e Customer Satisfaction Survey » Self service as a preferred service
« SMU ISES delivery channel
* PS21Mystery customer audit * CSS highlighted the need for improved

physical access to collections and

« QSM

) services. This was addressed through
* Meet the customer session

OPAC clean up project.

L] = 5 =
Focus groups * Increased emphasis on digital and new

media
Pre-schoolers, * Done through parents using * (SS results indicate poor physical
Children the above channels conditions of the children'’s collections.

Increased weeding and refreshing the

collections followed this.
* Promotion of reading

* Programmes for family
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AnNTAUKIANUNINAT (NLB) (sa)

Young People

Researchers and
Businesses

Seniors/
Disadvantaged

Customer Satisfaction Survey
QsM™
PS21Mystery customer audit

Focus groups

Customer Satisfaction Survey
for researchers

QsM™
PS21Mystery customer audit

Focus groups

Customer Satisfaction Survey
QsMm
PS21Mystery customer audit

Creating social learning spaces.

Increased demand for digital, interactive
and new media. This lead to gaming
focus for Serangoon Public library after
a successful public trial at Jurong
Regional Library.

Introduction of comics into collection
Preservation and accessibility to
Singapore heritage

Improved online contents for researchers

Introduce ways to help seniors to cope
with self-service and IT based library
offerings through literacy workshop for
senior as well as outreach programmes
for seniors.

Homebased services (Deliver me) to the

disadvantaged
Mobile service for the disadvantaged

Audio books for seniors and
disadvantaged

KidsRead programme for disadvantage
children and setting up online portal

Table &4.3.1: Mechanisms to determines customer satisfaction 55



Kano Model

Over time delightful
innovation becomes

another basic need

Not implemented

Satisfied

Delighters

Performance needs

Fully implemented

/'

&

e

B
o

S

Dissatisfied

Basic needs
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Customer Satisfaction

CUSTOMER SATISFACTION SURVEY

UOB Group Channels employs the Customer Satisfaction Index of Singapore (CSISG) methodology — a landmark measure of

customer satisfaction jointly developed by SMU-ISES and the Singapore Workforce Development Agency (WDA) that is widely

used across multiple service sectors. The CSISG-SERVQUAL (Service Quality) structural model (Figure 6.2) focuses on the
following 5 dimensions - RATER:

s Reliability refers to the ability to perform the promised service dependably and accurately.

Assurance measures the knowledge and courtesy of employees and their ability to inspire trust and confidence.
* Tangibles refer to the physical facilities, equipment and appearance of personnel.

* Empathy is about the level of care and individualised attention that is provided to customers.

* Responsiveness refers to the willingness to help customers and provide prompt service.
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Customer Satisfaction

Q7
08:
09:

Promise to do something
Right the first time
Mvallable products and services

010: Sincere interest

011: Knowledge to answer questions
012 Professional and useful advice
013: Tailor appropriate solutions
014: Feel comfortable and confident

015: Able to explain products and services

02: Visually appealing facilities
03: Clean and attractive areas
04
05
06

Ease of finding things

. Ease of moving arcund
:  Meat and tidy employees

020: Courteous

(021: Sensitive to needs and wants
(022: Ease of opening account
023: Convenient operating hours

016: Eagerness to clear queus
017: Prompt service

018: Efficient service

019: Reasonable wait time

Reliability

Tangibles

ness

‘ 024: Overall quality

Percieved

Responsive-

Overall

Quality

Customer

Expectation

Q1: Overall expectation

0:25: Overall satisfaction
026: Met expectations
Q27: Compare to ideal

028: Complaints

Complainant

Behaviour

030: Confidence

031: Positive
wiord-of -mouth

Figure 6.2 CHISG-SERVOUAL Structural Moded
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Figure 3.2-1 PDSA in Curriculum Review & Development (CRDP) Cycle

PLAN DO STUDY/ACT

Year | Evaluation, Investigation, In- Curriculum Development Implementation

& struction (Years 1 & 2 of cycle) | (Year3) (Year 4 & 5)

Steps | Determine stakeholder req. Synthesize findings from Place curric. on BYOC
Review of standards PLAN phase Provide needed pro-
Conduct SWOT and analyze PSD | Determine capacity fessional develop-
performance for gaps Review Determine scope/sequence | ment
practice research Write curriculum Use curriculum &
Determine quality assessment Review & select materials assessment in the
Infuse writing in all curricula Determine assessments classroom
Determine how we can innovate | Obtain needed technology Monitor & assess
with technology & instruction Obtain Board approval effectiveness

2009- Matl'j Social Studies Foreign Language

10 Music Tech Ed Art
Library/Media Talented & Gifted
2010- Language Arts: Writing Math Social Studies
11 Phy Ed/Health Music Tech Ed
Guidance Library/Media Talented & Gifted
2011- Language Arts: Reading Language Arts: Writing Math
19 Family/Consumer Ed Phy Ed/Health Music
Title | Guidance Library/Media
2012- ?:G Science Language Arts: Writ-
13 Business Education Phy Ed/Health ing/Reading

Family/Consumer Education

School Counseling
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Figure 3.2-1 Innovate Products and Services

1 - Capture Voice
of the Member,
Collect, Analyze

6 - Prioritize
requirements

7 - Select
go-forward
requirements

12 - Launch
Product

13 - Evaluate
and Improve

2 - Analyze
Industry &
Competitor Data

5 - Develop
Performance metrics
for requirements

8 - Design
product

11 - Move
Forward

3 - ldentify/Revise

Member

Requirements

4 - Validate
requirements

9 - Develop
products

10 - Test/Pilot
Product

65



3.2 aNUNANUARIANAN

(2) NsAUUIUUKNIFAURATINAIN]NAY

3] 7uw.nﬁn 75£7£I7\7 ‘Zs?zm 1520281 Tinfi5 eI
aneA mayaumyv‘mmmumsﬂmmauazzlasun 15
auua'uumnﬂn 24734

amnuauuauu‘mnaummum‘l,?jnsmsamo"ls
SoNJuimasiuayungiALAREULREYAFINENAY
syurvnalananlunisiasisaylsiing I9N19AVNRNITAINM
WANEIAUDENY IS TULARZARUALIEU NRNYNAT URTRIU
ARG

gan1uiidgn19a aha“l,s‘lumsﬁmuﬂmmm”aams‘mé’]’n
TUATRUUIUUNITUULAZANAIARNAYU O1LNAAAINY ,
]e]aavmsmanmﬂﬂamnwuuavmnnsvmumsmLn ¢12a9LN e
A6



ANTRUURUUKNIULINNG

FIGURE 3.2-1: KEY SUPPORT MECHANISMS

Obtain information

"
®
S
S
1]
@
"
£
©
L
O

Patients

Leader rounding, hourly rounding,
AIDET, bedside shift report,
in-room white boards, patient
education materials, post-discharge
phone calls, patient portal

Community

Website, social
media [3.1a(1)].
health fairs,
Consult-a-Nurse,
physician referral
service, targeted
mailings

One Call (IP), valet parking (IP,
OP), free parking (SDHMG),
patient navigators (cardiac), room
service (IP), urgent care centers
(ED), free-standing emergency
departments (ED), Triage Tickets
for transferring high-acuity ED
patients, physician practices

with extended hours and walk-

in appointments (SDHMG),
pre-admission process (IP, OP),
interpretive services, ID card for
UT athletes (ED)

Health screenings,

Executive Wellness,

hospital affiliate
agreements,
medical coverage
at UT games (ED),
nurse navigator at
UT athletic training
center
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ANTRUURUUKNIULINNG

Support

Mechanism

Figure 3.3 Key Guest Support Mechanisms

Mechanism
Availability

Guest Requirements

Key User

Main Use

Phone - answering

Business hours

Quick response-Rudy's
Accurate information

Current or
potential guests

Ask guestions
Seek directions
Submit comment or
complaint

Phone - ordering Business hours + Accurate order (Group Meals/ All guests + Place Group Meal
(Rudy's only) large taco orders)-Rudy's orders or large taco
+ Friendly interaction orders
Counter service Business hours * Order placed quickly and accu- All guests * Order product
rately » Replace product
+ Friendly, personal interaction + Submit comment or
complaint
Website 24 hours/365 + Accurate information Current or + Seek information
days + Easily navigated potential guests » Submit comment or
complaint
Social media 24 hours/365 + Accurate information Current or + Seek information
days + Easily accessed potential guests + Submit feedback
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NAN9ARNITANUTUNUD

Figure 3.2-3 Building Relationships with Students, Parents & Other Customers

Relationship Building Method

Purpose

Individual School Open Houses

Provide general information about school to prospective students

Student Orientation

Assist students in smooth transition to a new school

Parent Web Accounts

Give parent access to teacher/class/assignment info via School Fusion

Parent Family Access

Provides electronic information on student grades, fee payment, discipline

Parent Workshops Offer families learning opportunities (e.g. Internet safety, new curriculum)
Parent Advisory Groups Gives voice to parent concerns; gives principals pulse of parent perception
Summer School Offer remediation & enrichment to resident students & build relationship

with non-resident students and families

Open Enrollment Marketing Tours

Offer prospective families school information to make informed decisions

Conflict Mediation Programs

Anti-Bullying Clubs teach students mediation techniques

Business & Community
Partnership Committee

Pewaukee Chamber of Commerce members provide internships and
speakers; PSD strengthens community relationships

Community Volunteer Program

Community members without children tutor in reading and math

Social Media

Facebook and Twitter used for all workshops, events, productions, etc.

Alumni Surveys

Alumni surveyed within a year of graduation to

Board of Education Meetings

Students & teachers featured in Sputlights; Citizen address the Board
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7.2 HRAWDEAIUNITUILUUN LTI ULR A
fIulaRIuLe
Table 7.1a: Students’ Satisfaction with Full-time ITE Education

2002 2006 2007 2008 2009 2010

KPI

Students’ Satisfaction 80% 95% 95% 94% 94% 94%
with Full-time ITE

Education

Target = 80% = 90% 2 90% = 90% = 90% = 90%

Table 7.1b: Students’ Satisfaction with Part-time CET Programmes

2006 2007 2008 2009 2010

KPI

Students’ Satisfaction with 95% 97% 97 % 97% 98%
Part-time CET

Programmes

Target = 90% = 90% > 90% = 90% = 90%
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7.2 HRAWDEAIUNITUILUUN LTI ULR A
Ul uLe
Figure 7.2-13. Communicating, Expanding
Relationships, and Engaging Parents

Events Results

Back-to-School Fair 5,000 parents attended in 2008-09, 8,000 at-
tended in 2009=10—60% increase

“Ask MCPS™ Since 2007, 3,751 parents have attended

“Ask MCPS™ Call Center 14.762 calls from 2008-09

and E-Mail

Direct Family Support 821 families supported in 2008-09, and YTD
568 families in 2009-=10

Edline Activation Student Accounts: 2007—37.350; 2008—

56.437; 2009—66,807

Parent Accounts: 2007—22.429: 2008—
49,835; 2009—44,511

Study Circles 114 study circles from 2008-2010; total
participants—2,281

MCPS QuickNotes 38,145 subscribers — messages translated
into Chinese, French, Korean, Spanish, and
Vietnamese
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Figure 7.2-14.
Event/Level of Participation ‘ 2007 ‘ 2008

Number of district-level workshops 556 529 944

Number of parents participating in district-| 17,519 [ 35,033  |39.446
level workshops

Percentage of district-level workshops made| 18.0 57.3 66.8
available in languages other than English
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FYO8 Frog
B Cusiomer Safisfaction Index [Overall)
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Figure 7-1-1: Resulfs of the Traders" Safisfoction Survey
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Figure 7-1-2: Genergl impression Indices
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Figure 7u1-3: Results of the Trovellers’ Solisfoction Swvey
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CSISG CUSTOMER SATISFACTION INDEX
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Figure 7.1 CSISG Customer Satisfaction Index

CSISG INTERMNET BANKING SATISFACTION
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