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Consumer Business

The 2020 Annual Customer Satisfaction Measurement Survey included over 10,000 consumers and 2,400 businesses across 4

jurisdictions

Online survey
with respondents
recruited viaa
panel

©

Total respondents (n)
Consumer=10,053
Business=2,485

Respondent Demographics

Gender
R 49%
51% male

female
LU .i

Region*

Metro
75%

Regional
19%

NSW — Businesses

Business size

under 20

3%
20+ staff

97%

staff

6%

Region

77%
Metropolitan

Rural 17%

Regional

Other jurisdictions - Consumers

Queensland

2,011

Victoria

2,024

South Australia

1,995

Other jurisdictions - Businesses

Queensland

504

Victoria

505

South Australia

484

.“

. v

‘L.L’W) C u Sto mer *Regions defined as per ABS post code remoteness classification

NSW | Service 3
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Executive summary: Consumers’ satisfaction and brand perception of NSW Government services has improved significantly in

2020, compared to previous years

Customer Satisfaction Index (CSI) results

The NSW consumer CSlI 85
has increased significantly

in 2020 to 82.0 compared 83 82.0
to 80.6in 2019 o 806 @
787 79.3 78.9 ’
79 ‘
76.7 ‘
77 ’
75

2015 2016 2017 2018 2019 2020
(n=6,549) (n=6,971) (n=6,527) (n=6,701) (n=6,492) (n=6,401)

Performance of NSW Government services against baseline measures

Consumer satisfaction has
increased significantly and
expectation has remained
stable thereby closing the
expectation gap from 0.3
points in 2019 to 0.1 points
in 2020

(+0.2) (0.0)

Satisfaction Expectation

Gap

Expectation

Key Primary Opportunity Areas

High

‘Ease’ of processes and o Strengihs o b o
‘Access to information and re—
online services’ are e
identified as the primary

focus areas to drive an commimeron
increase in consumer ; Faimess and
satisfaction with NSW _—
Government services v e

Perceptions of the NSW Public Sector ‘brand’

Consumer perceptions of the Highest NSW Government services
NSW Public Service ‘brand’ IS Ul (avg. satisfaction)
. L . Service: 7.3 &
have improved significantly in P
. Iriines:

2020, leading all other 7 68 W 8.0
i i £ ) (2020)
industries. Howeyer, the ' : EE— 8
average satisfaction score with  § 66 .
the ‘brand’ remains lower than s Banks: 402 (2019)7 6
average satisfaction score with 8 6.5 .
service experience indicatinga % Telcos: -0.1 " (2018)
gap in the experiences of j%’ 6.5

. . . ! 2017
consumers in dealing with NSW Local Council: w02 )7 p
Government services and their 63 om)

. . . +0.2
perception of NSW Public Energy: 7.3
Service overall 63 (2015)

Lowest

Customer
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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)

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020




Business

Executive summary: Business satisfaction and brand perceptions of NSW Government services have also improved significantly in

2020

Customer Satisfaction Index (CSI) results

The NSW business CSI has
increased significantly
from 77.6in 2019 to 80.7
in 2020

85

80.7
> 4
78.4 78.3 78.2
77.6
76.6 ‘ ’ ’ ‘
L 2
2015 2016 2017 2018 2019 2020

(n=1,645) (n=1,712) (n=1,638) (n=1,494) (n=1,745) (n=1,442)

Performance of NSW Government services against baseline measures

Business satisfaction has
increased significantly and
expectation has remained
stable thereby closing the
expectation gap from 0.4
points in 2019 to 0.1 points
in 2020

(0.0)

Satisfaction Expectation Gap Expectation

Key Primary Opportunity Areas

‘Speed of service’ from
employees is identified as a
primary opportunity area in
2020 to drive an increase in
business satisfaction with
NSW Government services.
‘Speed of processes’ has
been identified as a
secondary opportunity area

High
Medion
Attributes Strengths to build on*

Primary Opportunities soore
1 Honesty and
—
Accountability

Faimess and

‘Communication
and Consistency
Speedof | Employee Access to
PrOCESSES + Autonomy information and
Ezse of online services
Acress*T

Secondary Opportunities

e
importonce

[=]

Relatively lower impact the
satisfaction score

Lo

" ‘Average scores across attributas (out of 10] o
g

*both drivers have the same relative importance scores

Perceptions of the NSW Public Sector ‘brand’

Business perceptions of the
NSW ‘brand’ have increased
significantly in 2020, leading
all other industries. However,
the average satisfaction score
with the ‘brand’ is lower than
the average satisfaction score
with the service experience
indicating a gap in the
experiences of businesses in
dealing with NSW
Government services and
their perception of NSW
Public Service overall

Avg. satisfaction (consumers)

Highest

NSW Public
Service: 7.3 A

Airlines:
68 ¥

Banks:
6.8

Fed Govt:
6.7

Local Council:
6.5

Telco’s:
6.5

Energy:
6.4

Lowest

NSW Government services
(avg. satisfaction)

+0.3

7.4

(2019)

7.4
01 (2018)
(2(;17)

7.5

w0, (2016)

(2015)

Customer
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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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Summary of Key Findings

Key Findings Evidence

Consumers’ overall satisfaction with NSW  ®  While consumer expectations have remained stable at 8.1/10, satisfaction with NSW Government services has
Government services has improved increased significantly from 7.8/10 in 2019 to 8.0/10 in 2020, contributing to a narrowing of the expectation

significantly compared to 2019 gap and a significantly higher CSI of 82.0 in 2020

e Comparison to ideal score for consumers has remained relatively stable at 7.5/10 in 2020

* NSW leads other jurisdictions (VIC, QLD and SA) in satisfaction and expectation with scores of 8.0/10 and 8.1/10
respectively

* Consumer effort in dealing with NSW Government services has also shown a positive shift, declining
significantly from 5.9/10 in 2019 to 5.6/10in 2020

e Consumer trust in NSW Government services has remained stable at 7.8/10 with NSW having the highest score
across jurisdictions

R
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Summary of Key Findings

Drivers of Satisfaction and Service Attributes

Evidence

Key Findings

Consumers’ perceptions of NSW
Government services in relation to
processes, goals, values and employee
attributes have improved significantly
compared to 2019

‘Ease’ of processes and ‘access to
information and online services’ are
identified as the primary focus areas to
drive an increase in consumer satisfaction
with NSW Government services, as they
have a high relative importance to
consumers but currently have a lower
than median satisfaction score

Consumers rate the Customer
Commitment of “Act with Empathy’ the
highest

Customer
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Compared to 2019, scores for 11 of the 12 employee attributes have improved significantly
Employee attributes ‘are honest’ and ‘deliver high safety standards’ have the highest scores of 8.0/10 for both

While process related attributes have the lowest average score of 7.1/10, it is an improvement from the 2019
score of 6.9/10

Consistent with 2019, ‘Encourage public participation in decision making’, a goal related attribute, continues to
have the lowest score of 6.5/10 in 2020

Consistent with 2019, ‘access to information and online services’ continues to be a primary opportunity area

Designing processes that are ‘easy’ to understand and seamless to navigate is identified as a new primary
opportunity area in 2020

‘Efficiency and effectiveness’ has been a priority area from 2015-2019. In 2020, it has been identified as a
strength to build on along with the ‘honesty and integrity’, ‘communication” and ‘fairness and empathy’ of
employees

Attributes related to the Customer Commitment of Act with empathy, ‘| was treated fairly’ (8.0/10) and ‘I was
treated with respect’ (8.1/10) are two of the top three rated attributes along with ‘I reached an outcome,
positive or negative’ (8.1/10), an attribute related to the Customer Commitment of Resolve the situation

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business
Summary of Key Findings
Key Findings Evidence

Businesses' overall satisfaction with NSW  ® Business satisfaction with NSW Government services has improved significantly from 7.4/10 in 2019 to 7.7/10
Government services has improved in 2020

significantly for the first time since 2016 Business expectations have remained stable at 7.8/10 against increasing satisfaction leading to a narrowing of

the expectation gap from 0.4 points in 2019 to 0.1 points in 2020

e Comparison to ideal services score for business has also seen a significant improvement from 7.1/10 in 2019 to
7.4/10in 2020

* This has resulted in a significant increase in the CSI from 77.6 in 2019 to 80.7 in 2020

* NSW leads other jurisdictions (VIC, QLD and SA) on expectation and satisfaction with scores of 7.8/10 and
7.7/10 respectively

* Customer effort score for businesses has remained relatively stable at 6.3/10. There has been no significant
shift in the ease of doing business score which stands at 4.8/10

e Overall trust in NSW Government services has increased significantly from 7.4/10 in 2019 to 7.7/10 in 2020 and
NSW leads other jurisdictions in having the highest trust score

R
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Summary of Key Findings
Key Findings Evidence
Businesses’ perceptions of NSW * The average score for employee related attributes has increased from 7.2/10 in 2019 to 7.5/10 in 2020
Government services in relation to e The employee attributes of ‘deliver high safety standards’ and ‘are honest’ have the highest score of 7.9/10

processes, goals, values and employees

i o Average scores of process related attributes improved from 6.5/10 in 2019 to 7.0/10 in 2020, but they continue
have improved significantly compared to

to be the lowest scoring attributes

2019

e Consistent with 2019, ‘Encourage public participation in decision making’ (6.6/10) continues to remain the

lowest rated attribute despite a significant increase in the average score

‘Speed of service’ from employees is * ‘Speed of service’ from NSW Government services employees is identified as a primary opportunity area in
identified as a primary opportunity area 2020
in 2020 to drive an increase in business * ‘Speed of processes’ is identified as a secondary opportunity due to its moderate importance but lower than
satisfaction with NSW Government median attribute score
services, as it is of high relative * Rising importance of speed may be related to the impacts of COVID-19: 40% of business respondents report
importance to businesses but currently facing financial hardship due to the COVID-19 pandemic, 37% report having to work reduced hours and 30%
has a lower than median satisfaction report having to work from home more often
score. ‘Speed of processes’ has been * ‘Fairness and empathy’, ‘communication and consistency’, ‘accountability’, and ‘honesty and integrity’ are
identified as a secondary opportunity areas of strength to build on
area
Businesses rate the Customer e The Act with Empathy attributes of ‘| was treated fairly’ (7.8/10) and ‘I was treated with respect’ (7.9/10) are
Commitment of ‘Act with empathy’ the two of the top three rated attributes along with ‘Il reached an outcome, positive or negative’ (7.9/10), an
highest attribute related to the Customer Commitment of Resolve the situation
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Summary of Key Findings

Contact Method

Evidence

Key Findings

‘In person’ and online are the two most
used contact methods by consumers and
businesses. Customers who use these
channels experience relatively higher
overall satisfaction and lower effort when
interacting with NSW Government
services

Online is gaining traction as the most
preferred contact method among both
consumers and businesses, a trend that
may have been amplified by the COVID-
19 pandemic

NSW leads other jurisdictions in having
the highest adoption of online channels
for both consumers and business

Customer

()3
NSW | service

GOVERNMENT

‘In person’ continues to be the most used channel by consumers (52%) and businesses (43%)

Use of online as a contact method increased significantly from 31% in 2019 to 37% in 2020 for consumers and
increased significantly from 31% in 2019 to 39% in 2020 for businesses

A higher proportion of interactions with NSW Government services during COVID-19 restrictions* happened
online (43% for consumer and 41% for businesses) compared to before COVID-19 restrictions (33% for both
consumers and businesses)

Selection of online as the most preferred contact method has increased significantly for both consumers (from
24% in 2019 to 30% in 2020) and businesses (from 18% in 2019 to 25% in 2020)

Consumers who used online or ‘in person’ contact methods have the highest overall satisfaction of 8.0/10

Consumers who used online channels have the lowest overall effort score of 5.6/10 followed by 5.7/10 for
consumers who have ‘in person’ interactions

Businesses who used online or ‘in person’ have the same overall satisfaction score of 7.8/10 and the same
lowest overall effort score of 6.3/10

Current and accurate content, accessible format and secure information handling are top rated attributes of
online channel usage for both consumers and businesses

The main reasons for not using online channels for both consumers and businesses is the service not being
available or possible to be undertaken online

NSW has the highest proportion of both consumers (37%) and businesses (39%) using online contact methods
in comparison to other jurisdictions

*The survey was fielded in July 2020 so interactions that happened within 3 months of July 2020 have been considered to have happened under COVID-19 restrictions. 67% of all dealings
happened within this period (n=4,552) 11

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



000 e
a O

Consumer Business

Summary of Key Findings

Brand Perceptions
Key Findings

Brand perceptions of both state and
Federal government have improved
significantly with NSW Public Service
overall having the highest brand
perception score for both consumers and
businesses

Sbite
‘L“l’ Customer
NSW | Service

Evidence

* NSW Public Service overall has the highest average satisfaction score of 7.3/10 for both consumers and
businesses, compared to other industries. This is a significant increase of 0.2 points for consumers and 0.4
points for businesses compared to 2019

* Perceptions of the Federal government have also increased significantly to 6.6/10 in 2020 (compared to 5.7/10
in 2019) for consumers and 6.7/10 in 2020 (compared to 6.0/10 in 2019) for businesses

e Compared to other jurisdictions, NSW consumers and businesses have the most positive perception of the NSW
Public Service overall

e Consumer average satisfaction scores for the ‘Public Service’ brand in each jurisdiction: NSW (7.3/10),
QLD (7.2/10), VIC (7.0/10), SA (7.0/10)

e Business average satisfaction scores for the ‘Public Service’ brand in each jurisdiction: NSW (7.3/10), QLD
(6.9/10), VIC (7.0/10), SA (6.9/10)

e ‘Helpful’, “friendly’ and ‘knowledgeable’ are the top three words used by consumers to describe the NSW Public
Service overall. The top three words used by businesses are ‘helpful’, ‘friendly’ and ‘respectful’

12
Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Summary of Key Findings

Feedback
Key Findings

The volume of feedback is consistent,
however the nature of feedback has
changed with a shift from complaints to
suggestions for change

Consumers and businesses who have
made a complaint in 2020 have had a
better complaint making and complaint
handling experience compared to 2019

Sbite
‘L“l’ Customer
NSW | Service

Evidence

* The proportion of customers giving feedback has remained consistent at 33% for consumers (vs. 34% in 2019)
and 42% for businesses (vs. 42% in 2019)

* 22% of all consumer feedback received in 2020 were complaints compared to 28% in 2019 and 38% of all
feedback received were suggestions for change compared to 29% in 2019

* 17% of all business feedback received in 2020 were complaints compared to 37% in 2019 and 49% of all
feedback received were suggestions for change compared to 41% in 2019

* 36% of all consumers suggestions and 41% of all business suggestions pertain to processes

* The ‘ease of making complaints’ score improved significantly for consumers from 5.8/10 in 2019 to 6.5/10 in
2020. Businesses have also seen an improvement in the ease of making complaints with the score increasing
from 5.8/10in 2019 to 6.7/10 in 2020

* There has been a significant decline in the proportion of consumer complaints being handled poorly from 55%
in 2019 to 41% in 2020

* The proportion of business complaints being handled poorly has also declined from 50% in 2019 to 39% in 2020
but this shift is not significant

13
Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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The CSI and outcome measures explained

The NSW Government Customer Satisfaction Index (CSI)
The NSW Customer Satisfaction Index provides a measure of NSW
Government performance in service delivery taking into account

¢ How satisfied customers are
How close their experience is to the expectations of that service
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 100. 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]?
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 the actual experience
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?”
Effort: consumers and businesses were asked “Thinking now about
your direct dealings with [service], how much effort did your
personally have to put forth?”
Trust: consumers and businesses were asked “Please indicate how
much you trust the following services in [State] to do what is right?”

Customer
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Figure 1.1: NSW Government Customer Satisfaction Index (CSl)

Consumer Business

(+1.4) (+3.1)

Figure 1.2: Satisfaction, Expectation and Expectation gap (out of 10)

Consumer (n=6,605) Business (n=1,477)

(+0.2)

Satisfaction Expectation Satisfaction

Gap

Expectation Expectation

Gap

Expectation

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)

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
16

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer CSI has increased significantly, driven by a significant improvement in consumer satisfaction

Key Points:

e Consumer CSI has increased significantly to 82.0/100 in 2020 compared to 80.6/100 in 2019
¢ While consumer expectations have remained stable, their satisfaction with NSW Government services has increased significantly, contributing to a narrowing

of the expectation gap and a significantly higher CSl in 2020

Figure 1.3: Customer Satisfaction Index — Consumer (out of 100)

85
8.0
84
= 82.0
82 *
g1 80.6 7.5
80 79.3
78.7 78.9
79 L 4 *
2
7.0
78
76.7
77
2
76
6.5
75
2015 2016 2017 2018 2019 2020
(n=6,549) (n=6,971) (n=6,527) (n=6,701) (n=6,492) (n=6,401)
.“ Legend:
A\ |4
ﬁ‘!‘l’ Customer
N2V | Service

Results are subject to rounding

Figure 1.4: Top line performance — Consumer (out of 10)

6.9
2015 2016 2017 2018 2019 2020
(n=6,593) (n=7,015) (n=6,559) (n=6,733) (n=6,532) (n=6,605)
== Expectation —&—>Satisfaction

=@—Comparison to ideal Gap to expectation

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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
17

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Observed over 5 years, all key outcome metrics have been trending upwards indicating an improvement in overall consumer
experience with NSW Government services

Key Points
e Acombination of increasing consumer expectations, satisfaction and increasing comparison to ideal scores has contributed to an overall increase in CSl
over 5 years

Figure 1.5: Customer Satisfaction Index trend — Consumer (out of 100)

4
TN 'S i b 82.0

80.9
28.7 79.5 79. 80.2 799 796 799 794 80.6

80 . 8

75

80.6

77.8 78.6 7_8_-9 roo
= r 1 1
: 1 1
1 1
1 1
1 1
1 1
1 1

70 - —_—— p— | | IS

CSMS 2015 CSMS 2016 Q42016 Q12017 Q22017 CSMS2017 Q42017 Q12018 Q22018 CSMS2018 Q42018 Q12019 Q22019 CSMS2019 Q42019 CSMS 2020
(n=6,549) (n=6,971) (n=1,612) (n=1,540) (n=1,594) (n=6,527) (n=1,508) (n=1,610) (n=1,603) (n=6,701) (n=1,535) (n=1,575) (n=1,555) (n=6,492) (n=1,517) (n=6,401)

85

~
"l

~N

- W

. |
_—————

Figure 1.6: Top line performance trend — Consumer (out of 10)
8.3

8.1 4} 8.1
. . 8.0
8.1 7.9 790t 29 79 s.oft 8ot
781" :
7.9 @
8.0
7.7
7.5
7.3
7.1
6.9
6.7 6.9
CSMS 2015CSMS 2016 Q42016 Q12017 Q22017 CSMS2017 Q42017 Q12018 Q22018 CSMS2018 Q42018 Q12019 Q22019 CSMS2019 Q42019 CSMS 2020
(n=6,593) (n=7,015) (n=1,621) (n=1,548) (n=1,605) (n=6,559) (n=1,518) (n=1,628) (n=1,618) (n=6,733) (n=1,545) (n=1,590) (n=1,564) (n=6,532) (n=1,517) (n=6,605)
—@—Satisfaction —{— Expectation —@— Comparison to ideal service
AAa
‘(‘."’; C Note : No data available for Q1 2020 and Q2 2020 as the QPCS +8 Statistically significant movement from previous quarter at 99% confidence level
I‘TSW u St_ome r was not undertaken {HL  Statistically significant movement from same quarter previous year at 99% confidence level
GOVERNMENT Serv Ice No significant movement from previous quarter or same quarter previous year at 99% confidence level 18

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Regional consumers continue to be the most satisfied and also have the highest expectations of NSW Government services

Key Points

e Age: Consumers aged 65+ have the highest satisfaction (8.5/10) and consumers aged 25-34 years old have the lowest satisfaction (7.6/10) with NSW
Government services

. Region: Regional (8.3/10) and rural (8.1/10) consumers are more satisfied with NSW Government services compared to metropolitan consumers (7.9/10)

. Employment status: Students have the lowest satisfaction with NSW Government services (7.6/10)

. Gender: Male and female consumers are on par in their satisfaction with NSW Government services (8.0/10 for both) and both have experienced a
significant increase in satisfaction compared to 2019

J Income: Consumers earning up to $30,000 per year have experienced a significant increase in satisfaction compared to 2019
Figure 1.7: Consumer satisfaction by demographic cohorts (n=6,605) Figure 1.8: Consumer satisfaction and expectation by region
I-! lghes.t L.owes.t Biggest gap to
satisfaction satisfaction . Satisfacti G E .
(within (within lexpectatlon A atisfaction ap xpectation n
demographic demographic e ?emog)raphlc
category) category) category Living i
emn 8.3 8.4
Age 65+ years 25-34 years 35-44 years Regional /10 02 -0.1 /10 015,203
(8.5/10) (7.6/10) (-0.2) NSW
Region Regional Metropolitan Rural
(8.3/10) (7.9/10) (-0.2)
Living in
Employment student Self-employed Rural 8.1 w01 02 8.3 00 1,195
status Retired (8.5/10) (7.6/10) /business owner NSW /10 /10
' (-0.1)
Gender I\/Ileriaalr;d i Male and Female
(-0.1) Living in
Income (8.0/10) Metropol 318 +02 | -0.1 ?12 0.0 207
itan NSW
Up to $30,000 Séggé} 8(1)50 $50,001 to
(8.2/10) (7.8/10) $100,000 (-0.1)
o #“ v Note: Base sizes vary for each demographic group Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘j‘l’ Customer No significant change in avg. from previous year (at 99% level of Confidence)
. istically significant d in avg. ' % level i
(NERSNW SGfVlce v Statistically significant decrease in avg. from previous year (at 99% level ofConf:dence)19

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Key Points

Satisfaction continues to be lower among those with mental health conditions, Aboriginal and/or Torres Strait Islander
backgrounds and non-English speakers

. Disability: Overall, there is an improvement in the experiences of consumers with disabilities, but the average remains lower than the overall satisfaction score of

8.0/10

. Aboriginal and/or Torres Strait Islander origin: Aboriginal and Torres Strait Islander consumers continue to experience lower satisfaction compared to non-

Aboriginal and Torres Strait Islander consumers who have seen a significant increase in satisfaction from 2019 to 2020

. Language spoken at home: Consumers who speak only English have seen a significant increase in satisfaction and continue to experience higher satisfaction
compared to those who speak other languages

Figure 1.9: Consumer satisfaction by disability, ethnicity and language

(n=6,605)
Highest
satisfaction
(within demographic
category)
Disability Deafness or
severe hearing
impairment
(8.3/10)
Aboriginal Not of Aboriginal
and Torres ot of Aborigina
Strait or Torres Strait
Islander* Islander Origin
(8.0/10)
Language
English only
(8.0/10)
#“
. |4
ik Customer
NSW | Service

GOVERNMENT

Lowest
satisfaction
(within
demographic
category)

Mental
health
condition
(7.7/10)

Aboriginal
and/ or
Torres Strait
Islander
(7.7/10)

Language
other than
English
(7.7/10)

Biggest gap to
expectation
(within
demographic
category)

Blindness or
partially
sighted

(-0.3)

Aboriginal and/
or Torres Strait
Islander
(-0.2)

English only
(-0.1)

Note: Base sizes vary for each demographic group
*Aboriginal and Torres Strait Islander populations have been grouped due to sample size

Figure 1.10: Consumer satisfaction and expectation by disability

Deafness or severe
hearing impairment

Long standing
physical condition

Long standing illness
such as cancer,
diabetes

No long-standing
condition/disability

Learning disability

Blindness or partially
sighted

Mental health
condition

Legend:

Satisfaction

~~
= ®

+0.2

+0.3

-0.0

+0.1

+1.1

+0.9

+0.2

Gap

-0.1

-0.1

-0.1

-0.1

+0.3

-0.3

-0.2

Expectation
8.4
/10

8.2
/10

8.2
/10

8.1
/10

7.6
/10

8.1
/10

7.9
/10

+0.1

+0.2

-0.1

0.0

+0.4

+0.7

+0.1

240

868

886

4,099

100

88

804

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)

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer

Across jurisdictions, NSW ranks first in consumer satisfaction and expectation in 2020

Key Points

. Consumer expectations have remained stable across jurisdictions (NSW, QLD, VIC and SA) in 2020

. Consumer satisfaction has seen a significant improvement in all jurisdictions except VIC from 2019 to 2020

. NSW leads other jurisdictions in consumer expectations and satisfaction and is second after QLD in comparison to ideal service

Outcome measures Avg. (out of 10) % responses

H low (1-4) m Medium (5-6) mHigh (7-10)

o

NSW has an average

@ NSw [
(n=6,552)

Expectation 5% 11% 85% expectation score of
8.0 01 Qb (8.1/10) and is the
How would you rate your (n=3,274) 5% 12% 83% P . :
expectation of the overall 7.9 +0.1 SA o_ : : JurtsErg e W,Ith e Al
quality of service? (0=3,253) | o . ; expectation score,
78 o1 ,VIC 6%  12% 82% consistent with 2019
(n=3,298) 6oy  13% 81%
W Dissatisfied (1-4) ™ Neutral (5-6) B Satisfied (7-10)
Satisfaction @ +02 Nsw [ ,
(n=6,605) 5oy 129 839 NSW continues to have the
Thinking about your 79 +0:2 ap [ highest satisfaction levels
experiences in the last 12 ’ (n=3,303) g 13% 82% compared to other
TS, (e Seaice 103 SA jurisdictions with an
would you say you are 7.8 (n=3,284) - f
with each of the following i 7% 13% 80% average satisfaction o
services in [state]? 7.7 +0.1 VIC 8.0/10
(1=3,320) “go,  15% 79%
W Not close to Ideal (1-4)  mNeutral (5-6) ™ Close to Ideal (7-10)
Ideal service 7.6 +0.2 QLb ,
(n=3,223)  go 15% 77% NSW has a comparison to
...Please imagine an ideal @ +0.1 NSW ideal service score of
service. How well do you (n=6,427) g 16% 76% 7.5/10 and has not shifted
et el SEAL 75 03 SA significantly compared to
[state] compares to that (n=3,167) o 0 o
ideal service? ’ 9% 17% 75% 2019
7.4 -0.0 VIC
(n=3,240)  goq 17% 74%
. "‘ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘j‘l} Customer No significant change in avg. from previous year (at 99% level of Confidence)
NSW . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
Y | Service .

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer effort when interacting with NSW Government services has decreased significantly in 2020

Key Points
* Proportion of consumers experiencing low effort (1-4 out of 10) has increased significantly by 4% points from 31% in 2019 to 35% in 2020; correspondingly

consumers experiencing high effort (7-10 out of 10) decreased significantly by 3% points (from 47% in 2019 to 44% in 2020)
* Overall, consumers who experience lower effort have higher satisfaction, expectation and trust in NSW Government services compared to those who

experience higher effort
* Asignificant drop in effort corresponds to a significant increase in overall consumer satisfaction

Figure 1.11: Breakdown of effort — Consumer Figure 1.12: Comparison of effort to outcome measures (out of 10) — Consumer (n=6,297)

Average Customer Effort Score (CES)

5.9/10 5.6/10 -0.3*

2019 Consumer (n=6,446) 2020 Consumer (n=6,297) Average Effort Low effort Neutral High effort
(Overall NSW) (1-4) (5-6) (7-10)

B Low effort (1-4) «" Neutral (5-6) H High effort (7-10) M Satisfaction M Expectation B Comparison to ideal Bl Trust

‘(.‘¢ ,' ;SEtSa]EisticaIIy significant de;rease (ijn avg. | csd Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
rom previous year is denoted in green as a lower enotes a RS : . 0, 3

(v.“_) Customer positive shift in customer experience No s.lgr'nﬁcan? ch.a'nge inavg. from previous year (gt 99% level ofco‘onf/dence) _
NSW . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
ey | Service 22

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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NSW has seen a significant decline in Customer Effort Score from 2019 to 2020 and has the second lowest score after SA

Key Points:

* NSW has seen a significant improvement
in its Customer Effort Score (CES) from
5.9/10in 2019 to 5.6/10 in 2020

e NSW ranks on par with QLD and behind
SA which has the lowest CES in 2020

» Despite a significant decrease over 2019,
VIC ranks last on CES compared to other
jurisdictions

Customer

()3
NSW | service

GOVERNMENT

Figure 1.13: Consumer CES by jurisdiction (out of 10)

SA

-0.1
(n=3,149)
NSW 0.3
(n=6,297)
QLD 0.2
(n=3,154)
VIC 04
(n=3,166) '

Legend:

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

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020

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



000
e~

Consumer

Consumers on maternity/paternity leave experienced a significant increase in effort compared to 2019

Key Points:

Age: Consumers aged 18-24 experienced
the highest effort in dealing with NSW
Government services

Region: Consumers in metropolitan
regions experienced the highest effort
and also have the lowest satisfaction
with NSW Government services

Employment Status: Consumers on
maternity/paternity leave have seen a
significant increase in effort and have the
highest effort score of 6.9/10 across
demographic cohorts

Gender: Female consumers experienced
higher effort than male consumers

Income: Consumers earning up to
$30,000 per year experienced the most
improvement in effort score in 2020
compared to 2019. They also
experienced the highest satisfaction
across income groups in 2020

Sbite
‘L“l’ Customer
NSW | Service

Figure 1.14: Consumer CES by demographic cohort (n=6,297)

t';%h?t efforth’ ,IE:_WESJC efforth. Highest increase in Highest decrease in
(within demographic (within demographic effort since 2019 effort since 2019
category) category)
Age
18-24 years 65 years + Nil 55-64 years
(6.3/10) (4.7/10) (5.0/10)

Region Regional il Rural

(5.7/10) (5.2/10) (5.3/10)
Employment On maternity/ On maternity/
status . y Retired i Y

paternity leave (4.7/10) paternity leave (6.2/10)

(6.9/10) A ' (6.9/10) A '
Gender

Female| Male il Male

(5.7/10) (5.5/10) (5.5/10)
Income

$§§’§'0083 SO Over $180,000 " Up to $30,000
(5.7/10) (5.4/10) (5.6/10)

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

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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence) 24

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer trust has remained stable in 2020 and consumers with high trust continue to have positive perceptions of NSW
Government services

Key Points
* The proportion of consumers placing high trust in NSW Government services (7-10 out of 10) has increased by 2% points (from 78% in 2019 to 80% in
2020)
Figure 1.15: Breakdown of overall trust — Consumer Figure 1.16: Comparison of overall trust to outcome measures (out of 10) — Consumer (n=6,605)
Average Trust Score
7.7/10 7.8/10 0.0 0.1
+0.2 0.0 v 02
+0.1 8.5 8.5 v
8.1
75 +0.1
R +0.2
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
1
o S S | L |
2019 (n=6,644) 2020 (n=6,605) Average Low trust Neutral High trust
(Overall NSW) (1-4) (5-6) (7-10)
M Low Trust # Neutral @ High Trust
(1-4) (5-6) (7-10) B Satisfaction B Expectation 0O Comparison to ideal
. #“ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘j‘l’ Customer No significant change in avg. from previous year (at 99% level of Confidence)
NSW . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
e | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



(L 1]
e~

Consumer

Across jurisdictions, NSW consumers have the highest trust in their Government services

Key Points

e Consumer trust has stayed relatively stable at 7.8/10 in 2020

* Across other jurisdictions:

* Trust in Government services in VIC has stayed relatively stable in 2020 compared to 2019
* Trustin Government services in SA and QLD has significantly increased from 2019 to 2020

Outcome measure Avg. (out of 10)

@ +0.1

Trust - Consumer 78 101

Please indicate how
much you trust the
following services in

[State] to do what is
right? 7.7 +0.2

7.6 0.1

Sbite
‘L“l' Customer
NSW | Service

% responses

HLow (1-4) B Medium (5-6) @ High (7-10)

NSW
(n=6,605)
6% 13% 80%
QLb
(n=3,303)
7% 14% 79%
SA
(n=3,284)
8% 14% 77%
VIC
(n=3,320)
8% 15% 77%
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)

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020




Business CSI has increased significantly for the first time in 4 years driven by a significant jump in business satisfaction

Key Points

. Business CSI has increased significantly to 80.7/100 in 2020 from 77.6/100 in 2019
J Stable business expectations coupled with a significant increase in satisfaction have lowered the expectation gap in 2020
e There has also been a significant increase in the average scores for comparison to ideal service leading to an overall significant increase in Business CSlI

Figure 1.17: Customer Satisfaction Index — Business (out of 100)

85
84
83

82
80.7

81 *
80

® P 77.6
78 76.6 M 4

¢

77
76

75 r T T T T T
2015 2016 2017 2018 2019 2020
(n=1,645) (n=1,712) (n=1,638) (n=1,494) (n=1,745) (n=1,442)

Sbite
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Figure 1.18: Top line performance — Business (out of 10)

8.0 7.9

7.5

7.0

6-5 r T T T T T 1

2015 2016 2017 2018 2019 2020
(n=1,654) (n=1,718) (n=1,646) (n=1,506) (n=1,753) (n=1,477)
== Expectation —&—>Satisfaction
=@- Comparison to ideal Gap to expectation
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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

Business CSI has increased significantly in 2020 compared to 2019

Key Points
e Expectation scores have remained stable since 2018

e Satisfaction and comparison to ideal scores have improved significantly in 2020 compared to the same period in 2019 leading to an overall improvement in
CSl

Figure 1.19: Customer Satisfaction Index trend — Business (out of 100)
85 s miy
i 813 812 g7 g

. 79.7

78.4 78.3 796 78.2

80 77.8 7
76.6 -=n 76.1

77.6 77.6
~=n ~ -
75!
L
1
70 r - ! T T T T T T T T T T T T

CSMS  CSMS Q42016 Q12017 Q22017 CSMS Q42017 Q12018 Q22018 CSMS Q42018 Q12019 Q22019 CSMS Q42019  CSMS
2015 2016  (n=375) (n=380) (n=365) 2017  (n=343) (n=365) (n=1,536) 2018 (n=1,523) (n=1,449) (n=1,372) 2019 (n=1,458) 2020
(n=1,645) (n=1,712) (n=1,638) (n=1,494) (n=1,745) (n=1,442)

o

79.8 807

1 N

4

Figure 1.20: Top line performance — Business (out of 10)

8.2 794t ot s1t{ sot{r soff

7.7 v
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7.2 ' . : . . . 7.44}
731" , - 2 13 7
7.1 71 7.1 70 .
7.0 :
6.7

CSMS 2015 CSMS 2016 Q42016 Q12017 Q22017 CSMS2017 Q42017 Q12018 Q22018 CSMS2018 Q42018 Q12019 Q22019 CSMS2019 Q42019 CSMS 2020
(n=1,654) (n=1,718) (n=375) (n=380) (n=365) (n=1,646) (n=345) (n=367) (n=1,554) (n=1,506) (n=1,535) (n=1,455) (n=1,378) (n=1,753) (n=1,458) (n=1,477)

—@—Satisfaction = —{ll—Expectation = —@=—Comparison to ideal

{(““,' 48§ Statistically significant movement from previous quarter at 99% confidence level
N> Cu Stome r {L  Statistically significant movement from same quarter previous year at 99% confidence level
GNERNMENT Service No significant movement from previous quarter or same quarter previous year at 99% confidence level 29

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

The Roy Morgan Index* indicates a drop in business confidence. However, business satisfaction with NSW Government services

has improved significantly
Key Points

* Thereis a drop in business confidence as per the Roy Morgan Business Index likely due to the COVID-19 pandemic. This corresponds to 40% of businesses
reporting that they have experienced financial hardship due to the COVID-19 pandemic in the CSMS 2020 survey

e However, this has not negatively impacted perceptions of NSW Government services, with businesses showing significantly higher satisfaction in 2020
compared to 2019

Figure 1.21: Customer Satisfaction Index trend with Roy Morgan Index — Business With Roy Morgan Index

85 N 120 {150

80 78.4
76.6 r=n 76.1
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CSMS  CSMS Q42016 Q12017 Q22017 CSMS Q42017 Q12018 Q22018 CSMS Q42018 Q12019 Q22019 CSMS Q42019  CSMS
2015 2016  (n=375) (n=380) (n=365) 2017  (n=343) (n=365) (n=1,536) 2018 (n=1,523) (n=1,449) (n=1,372) 2019 (n=1,458) 2020
(n=1,645) (n=1,712) (n=1,638) (n=1,494) (n=1,745) (n=1,442)

Figure 1.22: Top line performance trend with Roy Morgan Index — Business
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CSMS 2015CSMS 2016 Q42016 Q12017 Q22017 CSMS2017 Q42017 Q12018 Q22018 CSMS2018 Q42018 Q12019 Q22019 CSMS2019 Q42019 CSMS 2020
(n=1,654) (n=1,718) (n=375) (n=380) (n=365) (n=1,646) (n=345) (n=367) (n=1,554) (n=1,506) (n=1,535) (n=1,455) (n=1,378) (n=1,753) (n=1,458) (n=1,477)
—@—Satisfaction ~ —fll—Expectation = —@=Comparison to ideal Roy Morgan
.‘4 *The Roy Morgan Business Confidence Rating is 100.0 plus the simple unweighted average of 48§ Sstatistically significant movement from previous quarter at 99% confidence level
“(“,)' the difference between the percentage of respondents who give a favourable and those who 00 Statistically significant movement from same quarter previous year at 99% confidence level
——— Customer give unfavourable answers to five key questions: current and expected business financial vsig q p 4 °
GONVERSNﬂ Service situation N12M, economic outlook N12M, overall outlook N12M, Investment outlook N12M
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

NSW Businesses continue to have the highest expectations of NSW Government services compared to other jurisdictions. They
also experience the highest satisfaction

Key Points

. 80% of businesses were satisfied (7-10 out of 10) with NSW Government services this year (vs. 72% in 2019) leading to a significantly higher overall
satisfaction score of 7.7/10

. NSW ranks 2" in comparison to ideal service with VIC having the highest ideal service score

Outcome measures Avg. (out of 10) % responses

H Low (1-4) m Neutral (5-6) @ High (7-10)

0.0 NSW -
@ (n=1,468)

Expectation 5% 15% 81% NSW has retained its
7.7 +0.1 leadership position as the
How would you rate your (n=741) " gog 16% 79% jurisdiction with the highest
egectonion off e oueed 7.7 0.0 SA expectation score of 7.8/10
) o) . _
quality of service: (n=714) "o, 12% 339% for business
7.5 -0.2
(n=738) g9 17% 75%
M Dissatisfied (1-4) ™ Neutral (5-6) B Satisfied (7-10)
Satisfaction 0 w03 Nw o
o 6% 14% 80%
Thinking about your 76 103 NSW has the highest
experiences in the last 12 (n=726) 17% 76% satisfaction score of 7.7/10
months, how satisfied oo R
75 +0.4 across jurisdictions
would you say you are (n=755)
with each of the following 7% 18% 75%
services in [state]? 7.5 -0.0
=741
0740 g% 16% 76%
H Not Close to Ideal (1-4)  ® Neutral (5-6)  ® Close to Ideal (7-10)
. 7.5 +0.5
Ideal service _
(=735 79 18% 75%
...Please imagine an ideal @ +0.3 NSW ranks 2" after VIC
se'rvice‘ How W?l/ 40 you (n=1447)  go, 16% 75% with a comparison to ideal
;h/nk ?ach service in , 73 101 SA score of 7.4/10
state] compares to that -
/'dea/servicf? (=71 7% 21% 72%
7.3 0.1
=731
=731 0% 17% 72%
. "‘ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(L“l) Customer No significant change in avg. from previous year (at 99% level of Confidence)
NSW . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
iy | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Satisfaction has remained stable across most business demographic cohorts and increased significantly for businesses in
metropolitan regions

Key Points

* Businesss size: Businesses with 6-9 employees have the highest satisfaction score of 8.1/10 (an increase of 0.9 points compared to 2019)
* Region: Businesses in metropolitan regions have higher satisfaction compared to rural and regional businesses

* Industry: The education and training sector has the lowest satisfaction with NSW Government services (7.3/10)

* Revenue: Businesses with a revenue of $500,000 to $2 million have the biggest expectation gap

Figure 1.25: Business satisfaction by demographic cohorts (n=1,477) Figure 1.26: Business satisfaction and expectation by region and business size
n Satisfaction Gap Expectation
Highest Lowest Biggest gap to 6-9 144 109 0.1 8.0 04
satisfaction satisfaction expectation employees /10
(within (within (within
demographic demographic demographic 20-139 345 @ +0.5 -0.2 8.0 +0.3
category) category) category) employees /10
200+ 7.9
299 +0. - +0.
employees ® o2 0.2 /10 o
. : 6—9 employees | 2—-5employees = 200+ employees
Business Size 10-19 7.8
(8.1/10) (7.6/10) (-0.2) employees 243 @ +03 -0.1 /10 0.0
Sole - 203 @ 00 01 7.7 03
Region Metro Regional Regional proprietor /10
(7.8/10) (7.6/10) (-0.2) J2_5 7.7
243 +0.2 -01 0.1
employees /10
Administrative Education and Satisfaction Gap Expectation
Industrv* and support traini Construction Located in
Y services 7ra3|r/1|1n0g (-0.2) Metropolitan 1193 @ +0.4 0.0 @ 0.0
(8.2/10) (7.3/10) NSW
Located in Rural
$200,001 - $500,001 - $500,001 to NSW 74 @ +0.2 0.3 @ -0.6
Revenue $500,00 $2,000,000 $2,000,000
(7.9/10) (7.6/10) (-0.3) Located in 210 o2 0.2 00
Regional NSW
“““,' Base sizes vary for each demographic group Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
\e»> Customer *Industries with n<30 have been excluded from analysis as data is not robust No significant change in avg. from previous year (at 99% level of Confidence)
N Service v Statistically significant decrease in avg. from previous year (at 99% level of Confidence) 32

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

Effort when interacting with NSW Government services has remained stable for businesses in 2020 compared to 2019

Key Points
* 55% of businesses reported experiencing high effort when interacting with NSW Government services, down 2% points from 57% in 2019
* Businesses experiencing low effort continue to have higher satisfaction, expectation and trust in NSW Government services

Figure 1.27: Breakdown of effort - Business Figure 1.28: Comparison of effort to outcome measures (out of 10) — Business (n=1,430)

-0.1

6.4/10 6.3/10

2019 Business (n=1,750) 2020 Business (n=1,430) Average Effort Low effort Neutral High effort
(Overall NSW) (1-4) (5-6) (7-10)
E Low effort (1-4) “ Neutral (5-6) H High effort (7-10) B Satisfaction M Expectation 0 Comparison to ideal O Trust

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

(‘“’) Custome r No significant change in avg. from previous year (at 99% level of Confidence)
NSW h v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
ey | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

NSW has retained its third position in Customer Effort Score for businesses in 2020

Key Points

e Alljurisdictions have remained relatively stable in their
CES compared to 2019 with relative rankings unchanged

* SA continues to have the lowest CES of 6.1/10 and VIC
has the highest CES of 6.5/10

S Oh
‘L‘Q’? Customer
NSW | Service

Figure 1.29: Business CES by jurisdiction (out of 10)

SA 0.1
(n=703)
QLD 0.1
(n=729)
NSW -0.1
(n=1,430)
VIC -0.1
(n=726)

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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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The Business Customer Effort Score has remained stable across the different demographic cohorts from 2019 to 2020

Key Points

Business size: Businesses with 20-199 employees
experienced the highest effort of 6.8/10 and sole
proprietors experienced the lowest effort

Region: Businesses in metropolitan regions
experienced higher effort than businesses in regional

and rural areas . _
Business Size

Industry: Businesses in ‘Information media and
telecommunications’ experienced the highest effort in
dealing with NSW Government services

Highest effort
(within demographic
category)

20-199
employees
(6.8/10)

Metropolitan
(6.4/10)

Information media
and
telecommunications
(7.2/10)

$500,001 to
$2,000,000
(6.5/10)

Figure 1.30: Business CES by demographic cohorts

Lowest effort
(within
demographic
category)

Sole
proprietor
(6.0/10)

Regional
(6.1/10)

Manufacturing
(5.5/10)

Over
$2,000,000
(6.2/10)

Increase in
effort since
2019

10-19
employees
(6.7/10)

Rural
(6.1/10)

Agriculture,
forestry and
fishing
(6.2/10)

$50,001 to
$200,000
(6.3/10)

Decrease in
effort since
2019

6-9
employees
(6.2/10)

(6.1/10)

Manufacturing
(5.5/10)

Over
$2,000,000
(6.2/10)

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

 Revenue: Businesses with annual revenue exceeding 2 Region
million dollars saw the highest drop in effort compared
to 2019
Industry*
Revenue
#‘ﬂ
3 X Base sizes vary for each demographic group
N‘V.S% CUSt_omer *Industries with n<30 have been excluded from analysis as data is not robust
Service

GOVERNMENT

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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Business

Business effort has remained stable despite changes in Roy Morgan business sentiment index

Figure 1.31: Business Effort Score trend and Roy Morgan Index (Please refer to the footnote on slide 30 for details about the Roy Morgan Index)
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Q4 2016 Q12017 Q2 2017 CSMS 2017 Q42017 Q12018 Q2 2018 CSMS 2018 Q4 2018 Q12019 Q2 2019 CSMS 2019 Q4 2019 CSMS 2020

Business Effort Score == R0y Morgan business sentiment index

4§ Statistically significant movement from previous quarter at 99% confidence level
4L Statistically significant movement from same quarter previous year at 99% confidence level

Sbite
‘L“l' Customer
NSW | Service .

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

NSW ranks third in the ease of starting a business** in 2020

Key Points

SA and QLD have seen significant improvements in the ‘ease of starting a business’ score compared to 2019, and rank ahead of NSW
Businesses in NSW with annual revenue over 2 million dollars have seen a significant improvement in ease of doing business. This aligns with a significant

decline in effort experienced by this cohort (CES of 7.0/10 in 2019 vs. CES of 6.2/10 in 2020)

Figure 1.32: Ease of starting a business by jurisdictions (out of 10)

5.8 6 03
5.3

-0.4

53

4.8

NSW VIC

SA QLb

(n=142) (n=178) (n=375) (n=186)

m 2019 Business ® 2020 Business

Figure 1.33: Ease of starting a business by business size (out of 10) (NSW Only)

Figure 1.34: Ease of starting a business by region (out of 10) (NSW Only)
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(n=291)
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(n=60)

Rural
(n=24)*

® 2019 Business W 2020 Business

Figure 1.35: Ease of starting a business by business revenue (out of 10) (NSW Only)
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( ) M 2019 Business ® 2020 Business W 2019 Business M 2020 Business
**Businesses were asked to rate Government services on a scale of 1-10 with 1 being very . Pt . ; p ; s
“““" easy and 10 being very difficult on “How easy or difficult do/did you find the process to start Legend: A Statlftlc'q//y S/Qn/f/CGNtvafeGSe inavg. from previous yfar (at 99% lev?/ of Confidence)
(v __) Customer a business, in particular when engaging with [State] Government services?” A lower score No significant change in avg. from previous year (at 99% level of Confidence)
NSW indicates a better performance on this metric

Service

GOVERNMENT *Note: n<30: interpret with caution

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020




Business

Business trust in NSW Government services has increased significantly in 2020

Key Points

e 78% of businesses place high trust (7-10 out of 10) in NSW Government services in 2020 compared to 69% in 2019, a significant increase of 9% points

* The proportion of businesses placing low trust in NSW Government services in 2020 has declined significantly by 3% points from 10% in 2019 to 7% in 2020
* Businesses that place high trust in NSW Government services have higher satisfaction, expectation and comparison to ideal scores

Figure 1.36: Breakdown of overall trust - Business Figure 1.37: Comparison of overall trust to outcome measures (out of 10) — Business (n=1,477)
+0.3
7.4/10 7.7/10 +0.0
0.3
* 00 o3
8.1
+0.3 0.1
+0.1
-0.5 5.7
+0.4
2019 Business (n=1,761) 2020 Business (n=1,477) Average Low trust Neutral High trust
(Overall NSW) (1-4) (5-6) (7-10)
B Low Trust # Neutral mBHigh Trust
(1-4) (>-6) (7-10) M Satisfaction M Expectation O Comparison to ideal
. "‘ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘v.“,_) Customer No significant change in avg. from previous year (at 99% level of Confidence)
NSW . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
ey | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

Business trust in NSW Government services has increased significantly in 2020 and NSW ranks first in trust across jurisdictions

Key Points
e NSW has the highest trust score of 7.7/10, a significant increase of 0.3 points compared to 2019

Outcome measure Avg. (out of 10)

% responses

Hlow (1-4) ™ Neutral (5-6) ®EHigh (7-10)

Trust - Business

7.6
Please indicate how
much you trust the
following services in
[State] to do what is
right? 75
7.4

O
‘L“-,-' Customer
NSW | Service

7% 15% 78%

6% 17% 77%
+0.3 VIC
(n=755)
8% 19% 73%
00 QLD
(n=741)

9% 17% 74%

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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



2. Drivers of Satisfaction and Service Attributes

Consumer
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer

NSW Government services have seen an increase in average scores for process, goals, values and employee attributes in 2020

Key Points

. Employee related attributes have the highest average score of 7.6/10. Compared to 2019, scores have increased significantly for 11 of the 12 employee

attributes with ‘are honest’ and ‘deliver high safety standards’ having the highest scores of 8.0/10
. Process related attributes have two of the three lowest scoring attributes: ‘processes are designed to reduce wait times (6.9/10) and ‘I can get to the

right person the first time” (7.0/10)
. While process related attributes have the lowest average score of 7.1/10, it is an improvement over the 2019 score of 6.9/10
. Consistent with the last 4 years, ‘encourage public participation in decision making’, a goal related attribute, continues to have the lowest score of 6.5/10

in 2020

Avg: 7.1
(n=5,196)

8.0

7.4
69 = 7.0
7.0 ‘ 72 ‘
6.8
6.7
6.0

Easy to understand

Processes reduce wait times
Get to the right person the first
time

Process Attributes

Empowered employees

Seamless service across

(o)} ~
o o

Figure 2.1: Average score of consumer attributes (out of 10)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer

The Customer Commitment of ‘Act with empathy’ has the highest average score driven by consumers being treated fairly and
with respect

Key Points

e Act with empathy related attributes of ‘I was treated fairly’ (8.0/10) and ‘| was treated with respect’ (8.1/10) are the top rated attributes, along with ‘|
reached an outcome, positive or negative’ (8.1/10) — an attribute related to Resolve the situation

. Engage the community has the lowest average score of 6.8/10 with the attribute 'The community is asked how the service should be provided” having
the lowest score of 6.6/10. This is consistent with the Goal attribute of ‘Encourage public participation in decision making’ also having the lowest score

. Explain what to expect attribute of ‘| was contacted when | needed to know something’ has the lowest score of 7.2/10 within this Customer Commitment

Figure 2.2: Average score of Customer Commitment attributes (out of 10)

Act with Empathy Resolve the situation Respect my time
Avg: 7.9 Avg: 7.7 Avg: 7.6
(n=5,785) (n=5,734)
8.0 8.1 8.1
g 17 L 2 7.7 7.7 78 7.7 7.7 7.7 * 'e

~
on
o

Treated fairly

outcomes
made

Treated with respect
beforehand

Understood my situation
Provided services when needed
Easy to access what | need
Information was simple to
understand
Steps were clearly outlined
Contacted when | need to know
something
Made aware of all possible
Staff were accountable for their
actions
Aware of all options available to
me
Reached an outcome
Understood how decisions are
Told what | needed to know
Did not have to repeat myself
Steps were easy to follow
Listens to needs of community
Community is asked for inputs

ST
(‘,“).) Customer
NSW | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer

‘Ease’ of processes and ‘access to information and online services’ are identified as primary opportunity areas in 2020 to

positively impact consumer satisfaction

Key Points

Designing processes that are ‘easy’ to understand and seamless
to navigate is identified as a new primary opportunity area in
2020

Consistent with 2019, giving consumers ‘access to information
and online services’ continues to be a primary opportunity area
The importance of both these drivers is further enhanced in
context of COVID-19, where 21% of respondents have reported
working from home more often due to the pandemic and 17%
have had to self-isolate

‘Efficiency and effectiveness’, which has been a priority area
since 2015 has been identified as a strength to build on in 2020
along with ‘honesty and integrity’, ‘fairness and empathy’ and

‘communication’ of employees
2019 Consumer driver analysis

Awerage score across attributes
Primary Oppaorianitie
i » Honesty and
intagrity

Strengths to Build on’

Efficiency and
effectheness

Relative importance

Secondary Opportunities Thesas el ot sigrilficantly smpact the
satisfaction

scor

Note given the compositions of the employee and process drivers have changed compared to 2019, no direct
comparison can be made to the relative change in performance for the drivers year-on-year

()3
N

GOVERNMENT

Customer
Service

Figure 2.3: Importance versus performance against each of the drivers of satisfaction in 2020
for consumers (n=3,501)

High A

Relative Importance

Primary Opportunities

Secondary Opportunities

Low

Employee
Attributes

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020

Median
Attributes
score

Strengths to ‘build on’

Honesty and
Efficiency and Integrity

Effectiveness

Fairness and
Empathy

Median
Importance
score

Relatively lower impact the
satisfaction score

Average scores across attributes (out of 10) »

High

Please refer to Appendix Il: Further
Technical Information for details on the
driver analysis methodology



2. Drivers of Satisfaction and Service Attributes

Business
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020




Business

For businesses, NSW Government services have improved their performance significantly across all but one attribute in 2020

Key Points

* Employee and Value related attributes have the highest average score of 7.5/10 with the employee attributes ‘are honest’ and ‘deliver high safety
standards’ having the highest scores of 7.9/10

e Two of the three lowest scoring attributes are process related: ‘processes are designed to reduce wait times’ (6.7/10) and ‘I can get to the right person the
first time’ (6.7/10)

* Process related attributes have the lowest average score of 7.0/10 which is an improvement compared to the 2019 score of 6.5/10

e Consistent with 2019, ‘Encourage public participation in decision making’ (6.6/10) continues to remain the lowest rated attribute despite a significant
increase in the average score

Figure 2.4: Average score of consumer attributes (out of 10)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

Among businesses, ‘Act with empathy’ has the highest average score

Key Points

e Attributes pertaining to Act with empathy, ‘I was treated fairly’ (7.8/10) and ‘I was treated with respect’ (7.9/10) are two of the top three rated attributes

. ‘| reached an outcome, positive or negative’ (7.9/10), an attribute related to Resolve the situation, is the second highest rated attribute

J Engage the community has the lowest average score of 6.9/10 with the attribute 'The community is asked how the service should be provided’ having
the lowest score of 6.8/10. This is consistent with the Goal attribute of ‘Encourage public participation in decision making’ also having the lowest score

J Explain what to expect attribute of ‘I was contacted when | needed to know something’ has the lowest score of 7.1/10 within this Customer Commitment

Figure 2.5: Average score of Customer Commitment attributes (out of 10)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020




Business

‘Speed of service’ is identified as a primary opportunity area in 2020 to positively impact business satisfaction

Key Points

* ‘Speed of service’ from NSW Government services employees has

been identified as a primary opportunity area

* ‘Speed of processes’ has been identified as a key secondary
opportunity due to its moderate importance but low average
attribute score

* Rising importance of speed may be related to the impacts of
COVID-19: 40% of business respondents report facing financial
hardship due to the COVID-19 pandemic, 37% report having to
work reduced hours and 30% report having to work from home
more often

* ‘Fairness and empathy’, ‘communication and consistency’,
‘accountability’, ‘honesty and integrity’ are areas of strength to
build on

2019 Business driver analysis

Average score across atiributes
Low > HIGH

o =
> &
B

Relative importance

Secondary Opportunities ! These do not significantly impact the

Note given the compositions of the employee and process drivers have changed compared to 2019, no direct

comparison can be made to the relative change in performance for the drivers year-on-year
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Figure 2.6: Importance versus performance against each of the drivers of satisfaction in
2020 for businesses (n=1,047)
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Primary Opportunities score
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- - .
- Relatively lower impact the
Secondary Opportunities satisfaction score
>
Low Average scores across attributes (out of 10) Higrh

*poth drivers have the same relative importance scores

| Please refer to Appendix Il: Further
Emg oyee Technical Information for details on the
Attributes driver analysis methodology

Results are subject to rounding
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Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



000 He
an :

Consumer Business

3. Contact Method
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

Use and preference for online as a contact method has increased significantly in 2020 compared to 2019 for both consumers and
businesses
Key Points

. While ‘in person’ interactions have declined significantly for consumers compared to 2019, it remains the most used and most preferred contact method
in 2020

While ‘in person” and phone continue to be the most used contact methods by businesses, online and email have taken over as the most preferred
contact methods in 2020

Preference for online channels has increased significantly for both consumers and businesses, a trend that may have been amplified by the COVID-19
pandemic. 43% of consumers and 41% of businesses impacted by COVID used online as a contact method during COVID-19 restrictions* compared to
33% of both consumers and businesses who used online channels before COVID-19 restrictions

Figure 3.1: Contact method used - Consumer Figure 3.3: Most preferred contact method — Consumer
59% ;7% PS Lo s m 2019 Consumer (n=6,480) = 2019 Consumer (n=6,491)
0,
° , & 2020 Consumer (n=6,278) +62ts m 2020 Consumer (n=6,404)
= 37% A% p‘S 35% 33% 0
[ 31% 31% 29% a9 0%
: G‘y 204 18% 17% 18% 16%
[ 9%
: B LI R
- e
In-person, Online Phone Email Mail, posted Third parties In-person, face Online Email Phone Mail, posted  Third parties
face to face letter, fax such as to face letter, fax such as
Australia Post Australia Post
Figure 3.2: Contact method used - Business ) Figure 3.4: Most preferred contact method — Business
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business
Consumers and businesses who use online and/or in-person interactions experience relatively higher overall satisfaction and
lower overall effort in their interactions with NSW Government services compared to those who use other channels

Key Points

e Satisfaction and expectation scores are highest for consumers who use online and ‘in person’ channels to interact with NSW Government services. These
consumers also experience the lowest effort

e Businesses who use third party channel experience the highest overall satisfaction. Businesses who use online and ‘in person’ experience the lowest effort

* The use of email by consumers and businesses has increased significantly however, email users experience the second highest effort among consumers and
the highest effort among businesses

Figure 3.5: Satisfaction and expectation by contact method used (out of 10) — Figure 3.6: Satisfaction and expectation by contact method used (out of 10) —
Consumer Business
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Australia Post Australia Post
B Satisfaction (n=6,605) Expectation (n=6,552) m Satisfaction (n=1,477) Expectation (n=1,468)
Figure 3.7: Average effort put forth by the contact method used (out of 10) - Figure 3.8: Average effort put forth by the contact method used (out of 10) -
Consumer Business
6.7 6.6 7.0
6.4 6.8
6.3 6.6 6.5 6.3 6.3
Third parties Email Mail, posted Phone In-person, face Online Email Mail, posted  Third parties Phone In-person, face Online
such as letter, fax to face letter, fax such as to face
Australia Post Australia Post
W 2020 Consumer (n=6,297) W 2020 Business (n=1,430)
. "‘ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘V.“_,) Customer No significant change in avg. from previous year (at 99% level of Confidence)
NSW . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
ey | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



000

Consumer Business

Consumers and businesses who go online generally find the content to be current, accurate and accessible. They trust their

information to be handled securely

Key Points
* Current and accurate content is rated the highest by both consumers (8.3/10) and businesses (8.1/10)

* Achieving outcomes by using services available online is the second highest rated attribute by consumers (8.2/10)
e Secure information handling (8.0/10) and format of content meeting access requirements (8.0/10) are the other top rated attributes by businesses

Figure 3.9: Attributes of online usage (out of 10)
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. "‘ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘V.“_,) Customer No significant change in avg. from previous year (at 99% level of Confidence)
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Not being able to undertake services online continues to be the main reason for not using online channels for both consumers

and businesses

Key Points
The proportion of businesses who reported they were not able to find what they were looking for increased significantly from 17% in 2019 to 24% in 2020

The proportion of consumers and businesses not having access to computers or online devices has declined significantly in 2020 compared to 2019

Figure 3.10: Reasons for not going online

+4% pts

75%

+7% pts

-4% pts -2% pts  -4% pts
24% v vV v

16% 10% 13%
° 7%

Baas S pe——

| didn’t have access to The format of content | was not sureif my The content was not

12% 13%

The service wasn’t | was not able to find There was no online No incentive was
possible to be what | was looking for support to answer any provided, such as a a computer oran  on the website did not information would current and/or
undertaken online + questions | may have discount online device meet my access remain confidential accurate

The service was not such as webchat requirements

available online*

B 2020 Consumer (n=4,185) B 2020 Business (n=891)

*Sum of respondents who selected ‘The service wasn’t possible to be undertaken online’ and ‘The service was not available online’

. "‘ v Legend: Statistically significant increase in % from previous year (at 99% level of Confidence)
(‘“’) Customer No significant change in % from previous year (at 99% level of Confidence)
N SerV | ce v Statistically significant decrease in % from previous year (at 99% level of Confidence)
GOVERNMENT

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

NSW consumers and businesses have the highest usage of online as a contact method compared to other jurisdictions in 2020

Key Points

Consumer:

NSW Consumers have the highest usage of
online contact methods (37%) compared to
other jurisdictions

Usage of phone (29%), mail (9%) and third
parties (4%) is the lowest in NSW compared to
other jurisdictions

NSW ranks third in the usage of email (20%),
ahead of SA

Usage of ‘in person’ is behind QLD and on par
with SA at 52%

Business:

()3
NSW

GOVERNMENT

NSW Businesses have the highest usage of
online contact methods (39%) compared to
other jurisdictions

They have lower usage of ‘in person’ (43%)
when compared to QLD (45%) and SA (48%)

Phone (43%) usage is on par with SA and QLD
leads the uptake of this contact method (46%)

Email (36%) usage is on par with QLD and VIC
leads the usage of this method (42%)

NSW businesses have the lowest usage of mail
(13%) and third parties (7%) compared to other
jurisdictions

Customer
Service

Figure 3.11: Contact method used by jurisdiction -

Consumer

In person, face to face

Online

Phone

Email

Mail, posted letter, fax

Third parties such as
Australia Post

Consumer
52%
49%
54%
[ | 52%
37%
31%
33%
31%
29%
34%
32%
(]
| 32%
20%
25%
23%
18%
9%
11%
12%

10%

4%
6%
5%
] 5%

@ NSW (n=6,278)

@AQLD (n=3,219)

mVIC (n=3,177)

O SA (n=3,179)

Results are subject to rounding

Figure 3.12: Contact method used by jurisdiction -
Business

Business

In person, face to face

Phone

Online

Email

13%
Mail, posted letter, fax 1570@)
| o
7%
Third parties such as 11%
Australia Post \ 9%
9%
B NSW (n=1,447) B VIC (n=733)
@ QLD (n=733) OSA (n=713)
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4. Brand Perception
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer

NSW Public Service overall has the highest brand perception among consumers compared to other industries

Key Points

* The brand perception of NSW Public Service overall increased significantly from 7.1/10 in 2019 to 7.3/10 in 2020

* Except airlines and local council, all other industries, including Federal government (6.6/10 in 2020 vs. 5.7/10 in 2019) saw significant improvement in
brand perceptions among NSW consumers

Figure 4.1: Brand perceptions of industries and public services -

Consumers

Public Service overall
Airlines
Federal Government

Banks

Telephone service
providers

My local council

Energy retailers

M Dissatisfied (1-4)

()3
N

GOVERNMENT

2020 Consumer (n=4,023)

% respondents Avg.

(out of 10)

+0.2

+0.9

+0.3

+0.2

+0.1

+0.4

O Neutral (5-6)

| Satisfied (7-10)

Customer
Service

Figure 4.2: Brand perceptions of industries and public services — Consumers (out of 10)

Average Score (out of 10)

7.5
73
- /
Y 7.1 71
7.0 7.1
7.0
. o
6.8 :
6.7
6.5 6.5
6.5 >
6.2 / -
s _agp e 6.3
62—
L] o
6.0 O

60 | b -‘s-&. 2 _5:. . —-§./

5.5 \/

5.0

2015 2016 2017 2018 2019 2020

Legend:

Airlines

el P blic Service

overall
=== o My local council

Banks
=== o Telephone
Service Providers

Energy Retailers

Federal
Government

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)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Business

NSW Public Service overall has the highest brand perception amongst businesses compared to other industries

Key Points

* NSW Public Service overall overtook Airlines in having the highest brand perception among NSW businesses, increasing by +0.4 points in average

perception from 6.9/10 in 2019 to 7.3/10 in 2020

* Except airlines, all other industries, including Federal government (6.7/10 in 2020 vs. 6.0/10 in 2019) and local councils (6.5/10 in 2020 vs. 6.1/10 in 2019)
saw significant improvement in brand perceptions among NSW businesses

Figure 4.3: Brand perceptions of industries and public
services - Business

2020 Business (n=992)

% respondents ( Avgf-lo)
out o

Public Service overall JA7%EZVS00 7.3 +0.4

Airlines W 03

Banks +0.8

Federal Government +0.7

My local council +0.5

Telephone service providers +0.4
Energy retailers +0.7

M Dissatisfied (1-4) @ Neutral (5-6) B Satisfied (7-10)

Customer

()3
N Service

GOVERNMENT

Figure 4.4: Brand perceptions of industries and public services — Business (out of 10)

Average Score (out of 10)

7.5
7.0
6.6
6.5
6.4
6.0
. " 59
5.8 /
55 5.7
5.0
2015 2016
Legend:

Results are subject to rounding

Airlines
4 el Public Service
6.0 ( overall

e==t= o My local council

s s L~ Banks
\ 57’ /
5.6 5.9 0 @=t= o Telephone
Service Providers
i Energy Retailers

54 Federal
' Govnerment

2017 2018 2019 2020

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)

v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

Consumers aged over 65 have the most positive perception of NSW Public Service overall

Key Points

. Consumers: Consumer cohorts with the highest perception scores for NSW Public Services overall are 65+, living in regional areas, retired, male and earning
between $30,000-S50,001 per annum

. Businesses: Business cohorts with the highest perception scores for NSW Public Services overall are those who employ 6-9 employees, located in
metropolitan regions, from the Administrative and support services industry and with a revenue of $200,001 - $500,000 per annum

. Perception scores among small businesses (6-9 employees) and ‘accommodation and food services’ has increased significantly in 2020 compared to 2019

Figure 4.5: Brand score by demographic cohorts — Consumer (out of 10) (n=4,023) Figure 4.6: Brand score by demographic cohorts — Business (out of 10) (n=992)

Highest brand Lowest brand I.3iggest change . Lowest brand Biggest changein
score score in brand score Highest brand score ccore brand score
(within (within (within (within demographic ithin d hi ithin d hi
demographic demographic demographic category) (within demographic (within demographic
category) category) category) R EE
Age 65 years + 45-54 years 35-44 years Business size 6-9 employees Sole proprietor 6-9 employees
(7.8/10) (6.9/10) (+0.4) (7.6/10) (6.6/10) (+0.9)
Region Regional Metropolitan Metropolitan Region Metropolitan Regional Rural
(7.6/10) (7.3/10) (+0.2) (7.3/10) (7.0/10) (+0.5)
Employment Retired Not working on ma.termty/ Industry* Administrative and Education and Accommodation
status paternity leave . . .
(7.7/10) (6.8/10) (+0.8) support services training and food services
' (7.8/10) (6.5/10) (+1.4)
Males Females Males
Gender (7.4/10) (7.3/10) (+0.3) Revenue $200,001 to $500,000 -
6300011 $500,000 Up (t;’ 5;1%?00 $2,000,000
Y20 Over $180,000 | Up to $30,000 (7.6/10) ' (+0.6)
income >50,000 (7.2/10) (+0.4)
(7.4/10) ' '
"‘ Base sizes vary for each demographic group Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
“‘.‘," Customer *Note: industries with n<30 have been excluded from analysis as data No significant change in avg. from previous year (at 99% level of Confidence)
NV A Service is not robust v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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The ‘Public Service’ brand has the highest perception among consumers and businesses in all jurisdictions. Compared to other
jurisdictions, NSW Public Service overall has the highest perception with NSW consumers and businesses

Key Points Figure 4.7: Comparison of Public Service brand perceptions across jurisdictions
* Perceptions of state Consumer Avg. satisfaction across industries (scale from 1 - very dissatisfied to 10 - very satisfied)
Public Services has NSW (n=4,023) QLD (n=2,011) VIC (n=2,024) SA (n=1,995)

improved significantly for NSW Public - 73 QLD Public -7_2 vIC Public - 70 SA Public Service - 70
Service Service Service

consumers in every state

except VIC and for Airlines 68 Federal Govt. 6.6 Airlines 66 W Airlines 66 Y
businesses in every state N
Federal Govt. 6.6 Airlines 66 W Banks 6.5 Banks 6.4
except QLD
Banks 6.5 clc_)(ijcnacli\ 6.5 Federal Govt. 6.4 Federal Govt. 6.4
* NSW Public Service has
the hlghest score across Telcos 6.5 Telcos 6.5 Telcos 6.4 Local council 6.4
jurisdictions of 7.3/10 for Local council 63 Banks 64 Local council 62 Telcos 63
both consumers and
businesses Energy Retailers 6.3 RZ::irli\lis 6.3 Energy Retailers 6.1 Energy Retailers 5.9
* Perceptions of Federal Figure 4.8: Comparison of Public Service brand perceptions across jurisdictions

government and banks

. Business Avg. satisfaction across industries (scale from 1 - very dissatisfied to 10 - very satisfied)
have also improved

Slgnlﬂca ntly fOF bOth NSW (n=992) QLD (n=504) VIC (n=505) SA (n=484)

NSW Public 73 QLD Public VIC Public - 70 SA Public - 69
consumers and Service : Service 6.9 Service : Service :
businesses across all o v
oL i Airlines 6.8 Federal Govt. 6.7 Federal Govt. 6.8 Banks 6.6
jurisdictions while
perceptions of airlines Banks 6.8 Airlines 65 W Airlines 67 W Airlines 65 W
have declined significantly

Federal Govt. 6.7 Bank . Banks 6.6 Telcos 6.4
across the board ederaoy anks 6>
My local council 6.5 My loc?' 6.4 Telcos 6.4 Local council 6.3
council
Telcos 6.5 Telcos 6.3 Local council 6.3 Federal Govt. 6.2
Energy Retailers 6.4 Ene.rgy 6.1 Energy Retailers 6.2 Energy Retailers 5.8
Retailers
. #“ v Legend: Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘“’) Customer No significant change in avg. from previous year (at 99% level of Confidence)
NSW S . v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)
GOVERNMENT e rv I Ce

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

‘Helpful’, “friendly’ and ‘knowledgeable’ are the top three words used to describe the NSW Public Service overall by consumers.

The top three words used by businesses are ‘helpful’, ‘friendly’ and ‘respectful’

Key Points Figure 4.9: Distribution of descriptors across 2019-2020 and average satisfaction for 2020
Question: “Thinking now about the Public Service overall, and all of the services and agencies which fall under it, which of the
following words would you use to describe the Public Service?”

» Association of the ‘NSW Public Service’ a a

- Avg. . 2020- Ave.
. " . Consumer (n=4,023) 2020 %, Business (n=992) . Saph
overall brand with positive descriptors has "% respondents 2019* Sat % respondents 2019* Sat
increased for both consumers and Helpful m 5% 85 Helpful 16% 83
businesses Friendly NP, 4% 84 Friendly 10% 8.1
9% 85 Respectful 14% 8.2
s . . Knowledgeable espectru
S ——
* Association of the brand with negative & . .
i ; Respectful 6% 84 Knowledgeable 14% 8.4
descriptors has declined across most \
; ‘ T Capable 4% 85 Capable 7% 8.2
descriptors except for ‘Outdated in digital o 86 . o 54
. . ici (4 . icient .
service’ for both consumers and businesses Efficient o as ’
. . . . Honest 8% 8.3
and ‘inflexible’ for businesses Honest 0 °
Accountable 4% 8.5 Accountable 9% 8.2
Caring 2% 86 Caring 5% 83
Modern 0% 8.4 Modern 4% 8.2
Flexible 3% 85 Flexible 7% 83
Impersonal 1% 7.3 Inflexible 2% 7.2
Inefficient 2% 6.8 Impersonal 0% 7.1
Motivated 1% 85 Innovative 4% 83
Inflexible 0% 7.1 Motivated 3% 86
Complacent 0% 7.2 Inefficient 4% 6.8
Innovative 0% 85 Difficult 2% 6.9
Difficult 2% 6.7 Complacent 2% 72
Outdated in digital 2% 7.2 Controlling A% 75
Controlling 0% 7.4 Outdated in digital 3% 71
Wasteful 1% 638 Wasteful 3% 6.7
Patronising -1% 6.8 Lazy 2% 6.7
Lazy 2% 6.5 Patronising 2% 7.2
Legend:
2020
VA, i ; * Absolute difference in % values for 2019 and 2020
“.‘,, Positive/ Negative 2019 oviuuiplivie . A
-\ /S e . vg. Satisfaction among those who mention
NVSW CUSt_omer - shiftin descriptor - the respective word
iy | Service

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

The ease of making complaints has improved for both consumers and businesses with less than 1 in 4 consumers and businesses
finding it difficult to make a complaint in 2020

Key Points

* The proportion of consumers and businesses who provided feedback has remained relatively stable in 2020 compared to 2019

Of the feedback provided, the proportion of suggestions has increased significantly for consumers from 29% in 2019 to 38% in 2020
Of the feedback provided, the proportion of complaints has decreased significantly in 2020 compared to 2019 for both consumers and businesses

* The proportion of businesses who found it easy to make a complaint has increased significantly from 45% in 2019 to 63% in 2020

Consumer (n=3,995)

66% 67%
34% 33%
2019 2020

Business (n=994)

42%

2019

2020

*Numbers in brackets are from 2019

Figure 5.1: Percentage of respondents who provided feedback

Figure 5.2: Nature of feedback

Consumer (n=1,172)

O Never gave
feedback/ Don't
know

W Gave feedback

M22% N 4
(28%)

| gave a compliment

BB ' made a suggestion for change
. | made a complaint

Business (n=394)

w

- I made a suggestion for change

O Never gave
feedback/ Don't
know

M Gave feedback

34%.4

(21%)

| gave a compliment

[ ' made a complaint

Figure 5.3: Level of ease to make a complaint

A 07
6.5/10

2019 Consumer (n=333) 2020 Consumer (n=247)
m Difficult (1-4)  # Neutral (5-6) ™ Easy (7-10)

+0.8
6.7/10

2019 Business (n=188)

2020 Business (n=71)

W Difficult (1-4) . Neutral (5-6) ™ Easy (7-10)

Customer
Service

()3 ‘
N

GOVERNMENT

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

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

The proportion of complaints being handled well has increased for both consumers and businesses in 2020 compared to 2019

Key Points
* There has been a significant decline in the proportion of consumer complaints being handled poorly (from 55% in 2019 to 41% in 2020)

* Handling of business complaints has improved with the proportion of well handled complaints (41%) exceeding poorly handled complaints (39%)
e Across consumers and businesses, those who complain have lower overall satisfaction, expectation and trust scores. Good handling of complaints
corresponds to higher overall satisfaction, expectation and trust compared to when complaints are handled poorly

Figure 5.4: Complaint handling experience Figure 5.5: Complaint handling experience by outcome measures (out of 10)

A 07
4. 3/10 5 1/10 Consumer (n=233)

6.8
6.4 6.2
2019 Consumer 2020 Consumer s . o R
(n=314) (n=233) Average (Did complain) Average Handled Poorly (1-4) Neutral (5-6) Handled Well (7-10)

, (Didn't Complain)
m Handled Poorly (1-4) # Neutral (5-6)

m Handled Well (7-10) M Satisfaction M Expectation [@ATrust

2020 Business (n=70)

tm

2020 Business Average (Did complain) Average Handled Poorly (1-4) Neutral (5-6)
(Didn't Complain)

+0.6
5.2/10

2019 Business Handled Well (7-10)

(n=184) (n=70)
m Handled Poorly (1-4) . Neutral (5-6)
& Handled Well (7-10) M Satisfaction I Expectation Trust
- h‘ﬂ n Legend: A Statistically significant increase in avg. from previous year (at 99% level of Confidence)
(‘.‘,} Customer No significant change in avg. from previous year (at 99% level of Confidence)
v Statistically significant decrease in avg. from previous year (at 99% level of Confidence)

NSW | service
Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

For both consumers and businesses, suggestions more commonly relate to processes, and compliments more commonly relate to

employee interactions

Key Points

* Across consumers and businesses, over 40% of the compliments related to employee interactions

* 36% of suggestions provided by consumers and 41% of suggestions provided by businesses related to processes

* 35% of complaints made by consumers related to processes and 36% of complaints made by businesses related to employees

* Consumers conveyed compliments mostly ‘in person, face to face or via the phone’ (39%) while suggestions and complaints were mostly made via email
(40% and 45% respectively)

* Businesses used ‘in person, face to face or phone’ (30%), email (32%) and service’s website (30%) in equal measure to give compliments; suggestions and
complaints were made mostly via email (52% and 44% respectively)

Figure 5.6: Nature of feedback by feedback type Figure 5.7: Nature of feedback by method used
Consumer (n=1,172) Consumer (n=1,172)
@ Other
23% )
/ 7 mOthers [ Via postal letter
///:8/// pisiaisisiiiaiaiell [0 Information Available # Via service’s website
. = B8 [OOutcomes

B In person, face to face

M Employee Interaction or via the phone

B The Processes W Via email
| gave a compliment | made a suggestion for change | made a complaint | gave a compliment | made a suggestion for change | made a complaint
(n=481) (n=440) (n=251) (n=481) (n=440) (n=251)
Business (n=394) Business (n=394)
0% 79 3%. 9% 5%
9% 362 14% 8% 2o OOther
> 21% 19%
28% J 21% OOthers 30% a O Via postal letter
) . Olnformation Available

[ Via service’s website
O Outcomes

@ In person, face to face

@ Employee Interaction )
or via the phone

W The Processes M Via email
| gave a compliment | made a suggestion for I made a complaint | gave a compliment | made a suggestion for I made a complaint
(n=133) change (n=71) (n=133) change (n=71)
(n=190) (n=190)

Sbite
‘L“-,-' Customer
NSW | Service B

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer Business

For both consumers and businesses, NSW received the lowest proportion of complaints in comparison to other jurisdictions

Consumers:

NSW has the highest proportion of consumers giving
feedback (33%) and VIC has the lowest (29%)

40% of all consumer feedback in NSW is compliments
compared to 40% in VIC, 42% in QLD and 39% in SA

NSW has the highest proportion of suggestions for
change (38%) compared to other jurisdictions

NSW has the lowest proportion of complaints (22%)
compared to other jurisdictions

Business:

()3
N

GOVERNMENT

NSW and QLD have the highest proportion of
businesses giving feedback (42%); SA has the lowest
(36%)

34% of all feedback given by businesses in NSW are
compliments compared to 28% in VIC, 37% in QLD
and 34% in SA

NSW and VIC have the highest proportion of
suggestions for change (49% each) compared to other
jurisdictions

NSW has the lowest proportion of complaints (17%)
compared to other jurisdictions

Customer
Service

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020

Figure 5.8: Percentage of respondents who provided feedback by jurisdiction

Consumer

29% 31% 30%

NSW VIC QLb SA
(n=3,995) (n=2,006) (n=1,999) (n=1,984)
Gave feedback  ® Never gave feedback

Figure 5.9: Nature of feedback by jurisdictions

Consumer

) 40%
Compliment 47%

| 39%

, 38%
Suggestion for 35%
change 30%

35%
22%
. 24%
Complaint 28%
25%

B VIC (n=526)
DSA (n=535)

BNSW (n=1,172)
B QLD (n=532)

Results are subject to rounding

Business

63%
42% 37% 42%
NSW VIC QLb SA
(n=994) (n=508) (n=502) (n=483)
Gave feedback  # Never gave feedback

Business

34%
: 28%
Compliment 37%
34%

, 49%
Suggestion for 49%
change 44%
46%
17%
0,
Complaint 19%/2%
20%
W NSW (n=394) HVIC (n=193)
CISA (n=167) mQLD (n=184)
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Appendix 1: Background and methodological approach
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020




Background

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

The Annual CSMS 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 was implemented annually (2015-2019).

The results of the Annual CSMS are 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 and to provide a co-ordinated approach to drive
improvements in Whole of Government customer satisfaction.

Development of the Annual CSMS pilot with 2015 Annual CSMS 2016 Annual CSMS 2017 Annual CSMS 2018 Annual CSMS 2019 Annual CSMS 2020 Annual CSMS
Annual Customer 6,208 customers launch completed with completed with completed with completed with completed with completed with
Satisfaction (consumers and 4,137 consumers and 4,237 consumers and 4,013 consumers and 4,437 consumers and 4,110 consumers and 4,023 consumers and
Measurement Survey businesses). Findings used 1,126 businesses. 1,132 businesses. 1,113 businesses. 1,555 businesses. 1,261 businesses. 992 businesses.
(CSMS) jointly developed to sha?pe improvements to Customer
by the Customer Service . |nstrument and Commitment related
Commissioner and the implementation approach. attributes measured
Public Sector for the first time.
Commissioner.

Sbite
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Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020



Objectives

The Annual CSMS has been developed to provide a holistic view of customer service, including baseline scores for Whole of Government customer

satisfaction from which to gauge future success of citizen centric reforms.

Structure of the 2020 Annual Customer Satisfaction Measurement Survey
The Annual CSMS has been designed to provide an SurveySections  Sample Questions*

understanding of:

¢ How NSW Government services are performing overall from
the customers’ perspective, and with respect to other
jurisdictions (including changes in results from 2019 to
2020)

¢ How NSW Government services are performing against
important attributes of the customer experience relating to
employees, values, processes and goals

e The key drivers of satisfaction at a Whole of Government
level, and how these vary by individual services

¢ A holistic understanding of the quality of service delivered
by NSW Government services through the Customer
Satisfaction Index

The survey is conducted online and a high-level outline of the
survey structure and questions asked to support these
research objectives is displayed to the right.

All questions were asked and are presented as scores out of 10
with the exception of the Customer Satisfaction Index which is
calculated out of 100. All responses in this report are reported
as an average across all respondents or are grouped into
percentages according to a balanced scale of 1-4, 5-6, 7-10.

Arrows are used throughout the document to signify changes
from 2019 to 2020 or year on year trends as specified in each
legend.

Sbite
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NSW | Service

*Questions of low relevance have been removed | ** New questions in 2020

Age, gender, region where you live/work

Business location, type, size, position in business, industry type

Which government services have you ever had direct dealings with in the last 12 months?
Nature and frequency of direct dealings for individual services

Which contact methods were used when carrying out direct dealings with services?

Did you choose to go online or not?

Which device was used to access online service? How satisfied were you with elements of the
experience?

What are the reasons for not using online service?

What is your preferred contact method for carrying out direct dealings in the future?

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

How satisfied would you say you are with each of the following services in NSW?

Imagine an ideal service. How well do you think each service in NSW compares with the ideal service?
Please indicate how much you trust the following services to do what is right?

Thinking about your direct dealings with the service, how much effort did you personally have to put forth
Thinking now about its employees, to what extent do you agree or disagree that the following statements
describes the service?

And now thinking about its processes, to what extent do you agree or disagree that the following
statements describes the service?

Thinking about the services they provide overall, how would you rate the service on the following (goals)?
Thinking about the values that they uphold, to what extent would you agree with the following statements
when thinking about the service?

Thinking about your overall experience, to what extent would you agree or disagree with each of the
following Customer Commitment statements?**

Which of the following would you use to describe the Public Service overall? (positive/negative attributes)
Thinking about all your experiences with the following Australian industries over the previous 12 months,
how satisfied would you say you are with them? (Banks, Telco’s, Airlines, Local council, Energy, Federal)
How does your experience with NSW Government compare to 12 months ago?

When did you last provide feedback about a service?

What was the nature of your feedback?

Which service did you complain to?

How well or poorly was your most recent complaint handled?

How difficult or easy was it to make your complaint?

How did you provide your feedback? What did your feedback relate to?

What has been the impact of the following recent events on your personal circumstances/ on the business
you own or represent? (bushfires, droughts, COVID-19)
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Research Scope and Approach

The Annual CSMS captures customer feedback on twenty-two 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 two 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.
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In scope services

Planning, Industry &
Environment

Environment and wildlife
protection

Water Supply

Agriculture advice and
funding services

Business Advisory Services

Transport
Public Transport
Car and Boat Registration
Major Roads

Customer Service

Consumer Affairs (Fair
Trading)

Documentation Services

Premier and Cabinet

State owned art galleries
and museums

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020

Justice

Police

State Emergency Services
Prisons

Courts

Fire Brigades

Health
Public Hospitals
Ambulance Services

Family & Community Services

Public Housing
Child Protection Services
Services for Older People

Education
Public Schools
TAFE Services
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Approach to Data Collection and Jurisdictional Benchmarking

Identical online surveys were undertaken with consumers and businesses in New South Wales, Victoria, Queensland and South Australia to enable
comparative cross-jurisdiction analysis.

The survey was 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.

All surveys were completed over a consistent time period from 21 July 2020 - 17 Aug 2020 and results are therefore reflective of experiences with services
across jurisdictions over the 12 months prior, from July 2019 — July 2020. The 2019 surveys were completed from 20 June 2019 to 10 July 2019 and results are
reflective of experiences with services across jurisdictions over the 12 months prior, from June 2018 —June 2019.

Each respondent to the survey provided feedback regarding 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.

The sample profiles across each of the sample groups are outlined below, consistent with previous years:

2020 Survey Sample Size

New South Wales 4023 5,015
Queensland 2,011 504 2,515
Victoria 2,024 505 2,529
South Australia 1,995 484 2,479
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Consumer Business

NSW Customer Satisfaction Index
The Customer Satisfaction Index has increased significantly for both consumers and businesses in 2020.

The Customer Satisfaction Index provides a more complete picture of Figure 1.1: Customer satisfaction index score for 2020

Government performance in service delivery rather than a standalone

‘customer satisfaction” metric. Consumer 82.0 14
Results show the NSW Customer Satisfaction Index score in 2020 is 82.0 (n=4,023) [

out of 100 for consumers (an increase of 1.4 since 2019) and 80.7 out of Business 20.7 a1
100 for businesses (an increase of 3.1 since 2019). Refer to Figure 1.1. (n=992) /100

The index has been designed based on the American Customer
Satisfaction Index (ACSI) using a proven approach to customer experience
measurement. Figure 1.2: Customer satisfaction index methodology

The Customer Satisfaction Index is measured as the
average of the following scores recalibrated to be on
a scale of 0-100 to be in line with the ACSI

1. Overall satisfaction with a NSW Government service methorﬂology.

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

2. Acalibrated gap between satisfaction and expectation for a -
. L ) . . . Calibrated gap to . .
NSW Government service which incorporates information Satisfaction expectation Comparison to ideal
about whether expectations have been met, with sensitivity L ) ) )
. . Overall satisfactionis a The calibrated gap to Comparison to an ideal service
when performance is below expectations but not when measure of the perceived expectation is calculated is a measure of how much the
. performance of a service as ) p ) customers feel that the
expectations are exceed stated by customers. individually for each customers service is close to the best it
as: can be.
3.  How the current NSW Government service compares to a GAP = satisfaction score —
customer’s perceived ideal service expectation score
An individual score across these three components is calculated for each If the GAPis 2 0, it is assumed
L. . that the service has fully met or
respondent and rebalanced to be on a scale of 0 to 100 in line with the exceeded customer
ACSI methodology. Each individual score is then averaged across the total expectations and a maximum
population to provide a Whole of Government measure. value of 101s assigned.
If the GAP is <0, the gap is set
at 10+ the difference resulting
in a calibrated expectations
score ranging from 1to 9.
‘(““,’ d S Il ifi fi (at 99% level of Confidence)
Legend: tatistically significant increase in avg. from previous year (at 99% level of Confidence,
‘v e Cust_omel‘ No significant change in avg. from previous year (at 99% level of Confidence)
GONVERNMENT SerV|Ce v Statistically significant decrease in avg. from previous year (at 99% level of Confidence) 71
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Approach to in-field management

The following steps were taken during data collection to support the achievement of a representative sample of respective populations across
jurisdictions.

Drafted sampling frame and set target quotas to ensure responses are representative of the jurisdiction populations based

on the following key variables (consistent with the previous year):

e Consumer by age, gender and region of residence (metropolitan, regional and rural)

¢ Business by business size (estimated based on number of employees) and location (metropolitan, regional and rural)

e  Minimum targets were also set to achieve representativeness across government services of n=30 for both consumers
and business surveys

Drafted sampling frame

¢ Asingle dynamic survey was programmed for NSW, VIC, QLD and SA for each of business and consumer to optimise
responses

¢ Logic was built into the survey which optimally allocated respondents to those services with the least levels of
interactions in previous years

¢ Once the survey was programmed, rigorous testing was undertaken to ensure there were no breaks in the survey logic

Programmed and tested
survey

A survey pilot was undertaken over a 24 hour period and targeted to 5% of the total sample to:

e Ensure there are no errors in the survey programming

e Ensure we are yielding quality responses by checking:

* Quality of data entry and recording (e.g. respondents are providing considered responses, questions posed are

Undertook a survey pilot applicable to the majority of respondents)

e Check incidence rates to ensure the total number of panel members being targeted is sufficient to achieve the required
sample within the time frames. This includes analysis of panel response rates and analysis of screen outs from the
survey from which to identify root causes and proposed actions to fill quotas within the time frames.

e Results of the pilot revealed no errors in the survey and the survey was then progressed to full launch

¢ Daily monitoring of surveys while in field to check progress and inform targeted action to ensure sufficient
Daily monitoring of surveys representative sample was achieved

while in field e Forthe Annual CSMS, every attempt is made to reach as much of the sample as possible for services that have lower
sample sizes
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Consumer

Consumer Data Weighting and Cleaning Methodology
Consumers’ responses to the Customer Satisfaction Measurement Survey are weighted by age, gender and region to be representative of the NSW
population.

Responses to the survey have been weighted to correct for over-
representation of particular segments to match known NSW resident
population totals. Responses were each weighted based on the
following demographics to approximate the target population:

Age and gender are based on the population of NSW residents (from
ABS)

Region based on the population of NSW residents who live in
metropolitan NSW, Regional NSW and Rural NSW (from ABS)
Aggregate scores across services have also been weighted according
to the proportion of respondents who have interacted with this
service in the last 12 months in an attempt to weight higher those
services that consumers interact with more frequently

Consistent with previous years, the data files have been cleaned to

remove:

Incomplete and duplicate responses

Speeders based on time taken (those who completed the survey in a
time which was lower than 50% of the median length were removed
from the database)

Poor quality or junk responses for age or post code entries (ages of
greater than 100 years were removed as were junk post code entries
that could not be matched to a location within the jurisdiction)
Respondents who attempted to enter the survey twice

Consumer surveys from other jurisdictions were cleaned and weighted
in the same fashion as the NSW data with the relevant population

statistics for each jurisdiction.
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Results are subject to rounding

Figure 2.1: NSW consumer survey sample composition and weighting (n=4,023)

100%

90%

80%

70%

60%

50%

40%

% of weighted survey population

30%

20%

10%

0%

65+: 21%
(n=862)

55-64:15%
(n=658)

45-54 17%
(n=553)

35-44: 17%
(n=686)

25-34: 18%
(n=766)

18-24: 11%
(n=498)

Age

Female: 51%
(n=2,109)

Water Supply: 6%
(n=426)

Public Schools: 7%
(n=437)

TAFE Services: 7%
(n=449)

Public Hospitals:12%
(n=810)

Male: 49%

i . 0,
(n=1,914) Public Transport: 13%

(n=900)

Car and Boat
Registration: 16%
(n=1,058)

Gender Region Services

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Business

Business Data Weighting and Cleaning Methodology
Businesses responses to Customer Satisfaction Measurement Survey are weighted by business location and size to be representative of the NSW
business population.

RESpONSes o the survey have been weighted to correct for over- Figure 2.2: NSW business survey sample composition and weighting (n=992)

representation of particular segments to match known NSW business . 2004+ 2% (n=196

population totals. Responses were each weighted based on the following 100% A—h! T _ -_———

demographics to approximate the target population: I —

1

. ) 0 —————————————————

¢ Business size based on number of employees (from ABS) 90% I
10-19 employees: _

¢ Location of business based on the population of NSW businesses which are 235 ! ]
: . ) o . 00000000 |

based in metropolitan NSW, Regional NSW and Rural NSW (from ABS) 80% (n=166) |

e Aggregate scores across services have also been weighted according to the _
proportion of respondents who have interacted with this service in the last c 70% _

5 . . . . . o irs: 6%
12 months in an attempt to weight higher those services which businesses = CO”“”}‘;LQ;T"S' 6%
interact with more frequentl 3 189
q Y S 6o% 6-9 employees: 18% TAFE: 7% (n=108)
Consistent with previous years and the approach to the consumer survey, the < (n=102)
(U]
data files have been cleaned to remove: 2 Police: 7% (n=89)
3  50%
¢ Incomplete and duplicate responses 2 Public Schools: 7%
L (n=107)

. Spe.eders based on time taken (thos.e who completed the survey in a time g 40% ST — Water Supply: 8%
which was lower than 50% the median length were removed from the < (n=162) (n=101)
database) *® 30% Public Hospitals: 10%

e Poor quality or junk responses for age or post code entries (ages of (n=127)
greater than 100 years were removed as were junk post code entries that

. L L 20% Public Transport: 11%
could not be matched to a location within the jurisdiction) (n=129)

* Respondents who attempted to enter the survey twice Sole proprietor: 24%

10% (n=141) Car and Boat

Business surveys from other jurisdictions were cleaned and weighted in the Registration: 13%

same fashion as the NSW data with the relevant population statistics for each 0% (n=154)

jurisdiction. Business size (number of Location (region) Services
employees)
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Satisfaction driver analysis methodology

Drivers of customer satisfaction - 2020

Driver analysis is used to understand the relative importance of key attributes Step 1

within each of the outcome areas (employees, processes, goals and values) in « Zngenderconfderce | | » Gerthingsconess | | » Explinintendes e trings from my
.. . . . . . n their knowledge quickly as possible actions clearly perspective

determining overall satisfaction with NSW Government services and in turn, ormisesmsce | |+ areconssins [ |

with the customer satisfaction index. s « hre reliaie e

* Are honsst
* Are held accountable

* Deliver high safety
standards

To identify the drivers of satisfaction, a 2 step methodology was followed:

Step 1: To identify unique components that impact the customer experience:

are easy to unders - Are designed to reduce wait times| | = Employees are empowered to
als seamless even if = | can get to the right person the make decisions

have to use multiple contact first time
methads.

e Attributes within each of the outcome areas were analysed separately using a
statistical methodology called Principle Components Analysis (PCA)

* Via PCA analysis, attributes were grouped into key customer experience
components based on attributes that respondents rate similarly

= Safeguard privacy and = Encourage public participation in| | = |s making best use of online
confidentiality decision making SErVICes to improve convenience
and efficiency for customers
* Demonstrate cpenness and
transparency in decision making | | = Is making it easier to access
information about their service

Step 2: To identify which of the customer experience components have the
greatest impact on overall satisfaction with NSW Government services:

. i . i Driver Relative importance’
e Linear Regression analysis was undertaken using each of the customer )
. . . . . sency @ a Hig
experience components with overall satisfaction as the dependent variable _ ey Sl efscioeness
Step 2 -
. ) . N : Homesty e g
* Statistically robust components were identified to be significant drivers of e
satisfaction based on their statistical significance in predicting overall Moderate
satisfaction with NSW Government services .
Hig Primary outcome
* Relative importance of the components/drivers in determining overall — “Mr
satisfaction was assessed based on the Linear Regression coefficients satisfaction
Low
Moderate
Maderate

Note: A similar approach is followed to identify satisfaction drivers for individual services. However, when
sample sizes are small, analysis is replaced with a simpler approach of using correlation to infer importance
Low

Low
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Consumer

Ease and Speed of processes have emerged as new drivers of consumer satisfaction in 2020

Drivers of customer satisfaction - 2019

Honesty and integrity of

employees

Efficiency and
effectiveness of employees

¢ Deliver high safety
standards

¢ Get things done as
quickly as possible

¢ Are held accountable

Provides good value
services

Are honest

Are reliable

Empathy and
communication of
employees

Fairness and empathy

Drivers of customer satisfaction - 2020

Explainintended
actions clearly

Communicate well

* Provide services
without bias

¢ See things from my

Honesty and integrity of
employees

* Engender confidence
in their knowledge

Provide good value

Efficiency and
effectiveness of employees Employees
¢ Get things done as

quickly as possible actions clearly

¢ Are consistent

Communication of

¢ Explainintended

¢ Communicate well

perspective services
Engender confidence

in their knowledge

Are honest

Deliver high safety
standards

Are consistent

¢ Are reliable

¢ Are held accountable

Fairness and empathy

¢ See things from my
perspective

* Provide services
without bias

Processes are designed to reduce wait times
Processes are easy to understand
| can get to the right person the first time

methods.

Service feels seamless even if | have to use multiple contact

Processes are easy to understand
Service feels seamless even if |
have to use multiple contact
methods.

* Employees are empowered to make
decisions

* Are designed to reduce wait times
¢ | can get to the right person the
first time

* Employees are empowered to
make decisions

Safeguard privacy and
confidentiality

¢ Encourage public participation in
decision making

* Demonstrate openness and
transparency in decision making

Safeguard privacy and
confidentiality

* |s making best use of online
services to improve convenience
and efficiency for customers

¢ |s making it easier to access
information about their service

* Encourage public participation in
decision making

* Demonstrate openness and
transparency in decision making

¢ |s making best use of online
services to improve convenience
and efficiency for customers

¢ |s making it easier to access
information about their service

Customer

()3
NSW | service

GOVERNMENT

Note given the compositions of the employee and process drivers have changed
compared to 2020, no direct comparison can be made to the relative change in
performance for the drivers year-on-year

Results are subject to rounding
Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Consumer

For consumers, there are high priority drivers across employee, goals and processes

Overall drivers of satisfaction: Statistical analysis of the drivers of
overall satisfaction® with NSW Government services reveals that
‘Honesty and Integrity’ of employees, ‘Effectiveness and efficiency’
of employees and employee ‘Communication’ have a high impact
on driving consumer satisfaction

Employee Attributes:

¢ High Importance: Efficiency and effectiveness, Honesty and
integrity and Communication

¢ Moderate Importance: Fairness and empathy

Goals Attributes:

¢ Moderate Importance: Access to information and online
services and Privacy

* Low Importance: Transparency

Process Attributes:
¢ Moderate Importance: Ease

¢ Low Importance: Speed of processes and employee autonomy

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 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 previous
years.

O
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Figure 3.4: Relative importance of drivers of satisfaction with NSW Government services

Driver Relative importance?
Efficiency and effectiveness High
g o High
2 Honesty and integrity
5 . Moderate
B Fairness and empathy
o High .
Communication Primary outcome
measure
Moderate Customer
satisfaction
_ ot
_ o

2Note: Calculation of drivers is based on the statistical analysis of drivers against satisfaction. Hierarchy represents the relative

‘importance’ of factors on overall satisfaction.

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Business

Drivers of satisfaction for businesses have expanded with new drivers emerging within employee and process attributes

Drivers of customer satisfaction - 2019 Drivers of customer satisfaction - 2020

Empathy and Communication and

Honesty and integrity ] Speed of service of

Honesty and integrity of Efficiency and

. communication of Fairness Fairness and Empathy X Accountability
employees effectiveness of employees emplovees of employees employees Consistency
¢ Are honest * Are consistent ¢ See things from my * Provide services ¢ Deliver high ¢ Get things done ¢ See things from ¢ Explainintended e Are held
perspective without bias safety standards as quickly as my perspective actions clearly accountable
¢ Provide good value e Engender confidence possible
services in their knowledge ¢ Are held accountable ¢ Arereliable * Provide services ¢ Are consistent
without bias
* Are reliable e Communicate well ¢ Explainintended * Are honest * Communicate
actions clearly well
¢ Deliver high safety ¢ Engender
standards ¢ Get things done as confidence in
quickly as possible their knowledge
¢ Provide good
value services

Simplicity and efficiency of processes Responsiveness Ease of Access Speed of Processes Employee autonomy
* Are designed to reduce wait times ¢ | can get to the right person the first time  Service feels seamless even if | have to * Are designed to reduce * Employees are empowered
* Processes are easy to understand * Employees are empowered to make decisions use multiple contact methods (e.g. wait times to make decisions
* Service feels seamless even if | have to use multiple online, phone, email)

Processes are easy to understand
| can get to the right person the first time

contact methods (e.g. online, phone, email)

Access to information and online

Access to information and online

Transparency

Transparency

services services
¢ Safeguard privacy and ¢ Encourage public participationin| | ¢ Is making best use of online ¢ Safeguard privacy and * Encourage public participationin| | * Is making best use of online
confidentiality decision making services to improve convenience confidentiality decision making services to improve convenience
and efficiency for customers and efficiency for customers
* Demonstrate openness and » Demonstrate openness and
transparency in decision making * Is making it easier to access transparency in decision making * Is making it easier to access
information about their service information about their service
“"‘" Note given the compositions of the employee and process drivers have changed
(v.!_) Customer compared to 2020, no direct comparison can be made to the relative change in
: erformance for the drivers year-on-year
NSW Service perf f y y 79
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Business

Businesses satisfaction is driven by employees processes, which have the highest relative importance

Overall drivers of satisfaction: Through statistical analysis of Figure 3.4: Relative importance of drivers of satisfaction with NSW Government services

overall satisfaction with NSW Government services it has Driver
been identified that the strongest drivers for business
satisfaction are ‘Honesty and integrity’ of employees, ‘Speed

[ ‘ —— Honesty and Integrity
of service’ of employees and ‘Accountability’ of employees

Speed of Service

Employee Attributes:

e High Importance: Honest and integrity, Speed of service

. Fairness and empath
and Accountability pathy

n
4]
s
S
o
=
=
b=
©
)
9]
>
o
=%
£
fin}

¢ Moderate Importance: Fairness and Empathy and

Communication and consistency Communication and Consistency

Goals Attributes: Accountability

¢ Moderate Importance: Access to information and online
services and Privacy

* Low Importance: Transparency

Process Attributes:
¢ Moderate Importance: Speed of processes

* Low Importance: Ease of access and employee autonomy

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 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 previous years.

2Note: Calculation of drivers is based on the statistical analysis of drivers against satisfaction.

Relative importance?
High

High

Moderate

Moderate

High

Moderate

Low

Moderate

Low

Moderate

Low

Hierarchy represents the relative ‘importance’ of factors on overall satisfaction.
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Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020

Primary outcome
measure

Customer
satisfaction
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Consumer Business

Identification of primary opportunities

Primary opportunities have been identified as those attributes that are relatively more important in explaining
customer satisfaction and that have relatively lower performance (based on average scores provided by customers).

Analysis of the relative importance and performance of drivers
for NSW Government Overall and by service lines identifies key
areas to action to ultimately improve overall satisfaction:

1. Prioritise improvement initiatives for drivers in the
‘Primary Opportunity’ quadrant as they are more
important to customers and currently have a lower
than median satisfaction score

2. Continue to deliver above average performance
across the drivers in the ‘Build On’ quadrant which
are of greater importance to customers and currently
a have higher than median performance score

3. As alower priority, seek to improve on drivers in the
‘Secondary Opportunities’ quadrant which are of
lower importance to customers but for which current
perceived performance is low

4. Seek to maintain performance of service attributes in
the ‘Maintain’ quadrant which are less important to
customers and for which perceived performance is
higher than average

S Oh
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Median performance
score across drivers

1. Primary Opportunities

Median share
of importance
across drivers

Share of importance of
drivers

Low

Average performance score
Low — ge pertor ——> HIGH
for drivers

Results are subject to rounding

Source: NSW Customer Experience Unit, (DCS), Customer Satisfaction Measurement Survey 2020
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Margin of Error Calculation

e The margin of error (MoE) refers to a measurement for calculating the amount of sampling error in survey responses — in this case, the error between the results acquired from customers who
responded to the survey and the results that would be achieved if the entire population of businesses/consumers who had interacted with NSW Government services was surveyed.

e MoE calculations are performed across all comparison analyses using a 1% MoE (99% confidence level) for Annual CSMS and 5% MoE (95% confidence level) for QPCS — this means, we can say
with 99% (for CSMS) and 95% (for QPCS) confidence that the result if all customers are surveyed lies within the margin of error around the survey result. In interpreting Mok, this report aligns
with practices of the Australian Bureau of Statistics (ABS), which states:

* Less than 10% MoE is fit for general use (the 1%/5% MoE used is therefore very robust for general use)

* Between 11-25% should be used with caution

* Between 26-50% is subject to sampling variability too high for most practical purposes, and

*  Over 50% is considered too unreliable for general use.
e Understanding the MokE is particularly important when comparing data across years to determine if there has been a significant change in performance measures.
e The formula for calculating the margin of error on a survey sample proportion is as follows:

e Margin of error on a population proportion = CI * ’%__:f%)

. g
e Margin of error on an average or mean score (+/- mean) = Z * =

*  Where:
* Clis the confidence interval (1.96 for a 95% level of confidence and 2.58 for a 99% level of confidence)
* x% is the sample proportion
* o is the standard deviation on the score
* N is the size of the population
* nisthe sample size.
¢ An example calculation is provided below:

» The margin of error on the proportion of consumers in 2015 who are dissatisfied with an example service overall, based on a 5% level of confidence and a sample size of 1,096 is +/- 3%.
Therefore, we can say, with 95% certainty that the true proportion of dissatisfied customers lies between +/-3% of the reported value of 41% (between 38% - 44%)

* The margin of error on the proportion of consumers in 2014 who are dissatisfied with the same example service overall, based on a 95% level of confidence and a sample size of 836 is
+/- 3%. Therefore, we can say, with 95% certainty that the true proportion of dissatisfied customers lies between +/-3% of the reported value of 50% (between 47% - 53%)

e Comparing the two results, we can say with a 95% level of confidence, that the proportion of dissatisfied customers has significantly decreased in 2015 from 2014 as movement is
outside the margin of error (i.e. the highest likely proportion of dissatisfied customers across the total customer base in 2015 is 44% which is lower than the possible lowest proportion
of dissatisfied customers in 2014 of 47%).
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