“Customer Service at the
Rallroad Retirement Board:

How a small Agency
Can Make a BIG Difference”

Catherine Leyser,
Director of Assessment and Training
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Survivor Satisfaction Model

<— Score
Application
Process
1.0 | ¢ Impacton CSI
Complaints
Customer
Satisfaction -3.4 | < Impact of CSI
Award Letter Index
(CSI)
0.8 Confidence in
RRB
Customer
SEICE The performance of each component on a 0 to
3.4 Q 100 scale. Component scores are a weighted
| average for corresponding survey questions

The change in target variables that results in a
five point change in component score. For
example, a five point gain in Application Process
would yield a 1.0 point improvement in

Publications

Satisfaction



These scores reflect recipients’ most

CUStomer SerVice recent contact with RRB

Courtesy of personnel 96

Customer Service

Professionalism of

96
personnel
Responsiveness of 94
personnel
Accuracy of 94
information provided

Clarity of information

provided o1

Ease of getting in

touch with the RRB 89

40 50 60 70 80 90 100



Summary of ACSI Findings

Claes Fornell Internationa

* RRB is among the top performing
government agencies

* Customer Service is a key strength ACSI
— Customers appreciate exemplary service (score
94)
— As is typical, the people are rated higher than the i et
process

— High impact (3.4) suggest Satisfaction score will
slip if customer service ratings decline



Summary of ACSI Findings

* Application Process receives strong marks
with a score of 88 and has a moderate impact
on satisfaction (1.0)

ACSI

— Ease of completing the process and amount of
documentation rated similarly

— However, Initial Widows rated the process

Armerican Customer

significantly worse Satisfaction Index ™
* Award Letter also scores well - 87 - and has
moderate impact (0.8) X
— Time to receive letter and ease of understanding
letter similar scoring |I
— As with Application Process, Initial Widows rate x
Award Letters significantly lower FCG

v  Time to receive letter is rated 12 points lower



Summary of ACSI Findings

* Telephone is most used and preferred
method of contact

— Any movement to web must be done carefully ACSI

— Significant number of customers do not wish
to use the web

Armerican Customer
CSati=sfacton Index™

* [nitial Widows are less Satisfied with
the Survivor Benefits than are Spouse
to Widows

— Opportunity for improvement lies with this II *

segment FCG



ACSI Recommendations

* Maintain high levels of customer
service
— Telephone/personal interaction critical for this

group ACSI

— Movement to web or email must be done with
caution; a slip in perceptions of Customer Service
will result in a drop in overall Satisfaction

Armerican Customer

|

Sati=sfacton Index

* [nitial Widows represent greatest

opportunity for RRB to improve its x
Satisfaction score
— Make sure representatives clearly communicate |I
application process requirements and set X
expectations regarding receipt of award letter FCG

— Make sure publications clearly communicate



ACSI Recommendations

* Fase the transition to online

technology ACSI

— Use publications or award letter to
communicate the type of information which
can be found on the website or highlight the American Customer
ability to email RRB for a quicker response
time

— Make sure ‘live’ backup is there every step of
the way to help those customers who attempt II .

self-service FCG



What's Our Secret?

And can you get these kinds of scores too?



What's Our Secret?

e Clear Mission

e Focus on Customer Service

e Customer Choice

e Continual Striving to Improve



About the RRB — Qur Mission

e administer retirement, survivor and
unemployment and sickness insurance
benefit programs

o administer aspects of the Medicare
program

o administrative responsibilities under the
Social Security Act and the Internal
Revenue Code.



About the RRB

In carrying out our mission, we will:

« pay benefits to the right people, in the
right amounts, in a timely manner

e safeguard our customers’ trust fund

e treat every person who comes into
contact with the agency with courtesy
and concern



About the RRB

* Independent agency headquartered
iIn Chicago

e Over $9 billion to over 600,000
retirement-survivor beneficiaries

e $83 million to about 32,000
unemployment-sickness claimants



About the RRB

 Unique Structure -- 3 Board Members
representing the different segments of
our stakeholders

e Culture that has always emphasized
customer service

o Traditionally staff has enjoyed close
personal, lifelong contact with our
customers



Service Delivery — Local
Presence

53 Field Offices in 3 Regions
around the country




Characteristics of RRB
Customer Service

* Highly experienced staff

* Developing and Sustaining
Relationships with customers and
stakeholder groups

 Judicious use of technology
e Customer Choice



Lifelong Contact

“...I retired from the UP railroad in February
2005 and my wife has just retired as a
homemaker this October. | want to thank your
staff that made the transition from a working
locomotive engineer and a homemaker and
wife to a retired couple, as painless as

nossible. Your staff was very

professional, and so helpful with this process.

just wanted to let you know how much |

appreciated their help.” -- December 2005




Strategic Considerations

 Challenge -- How
do we continue to
operate effectively
In a downsized

Obijective — - -
_ environment while
Provide Excellept still providing
Customer Service exceptional

service?



Customer Service

Set
Expectations

_ Provide
Adjust _
Service

Communicate < Measure
Results Performance




Setting Expectations

e Customer
Service Plan Customer
« Performance Service

Plan

Plan




Measure Performance

Listening to Customer Feedback

\




Measure Performance

We capture customer feedback on
service using a variety of means.

e Point of contact surveys

* Meetings with stakeholders

* Web site feedback (Contact Us)
 ACSI surveys



Point of Contact Surveys

OMB No. 3220-0192

—— ‘\\
( Working To
Strengthen
America's . .
Commitment To e Measures satisfaction
Quality . . )
with in-person service
Customer : L.
| Assessment * On-going indicator of
Survey satisfaction between

ACSI efforts

e Avalilable in all field
offices

UNITED STATES OF AMERICA
RAILROAD RETIREMENT BOARD

k‘ﬂm our Web site at http:/ / www.rrb.gir/J




Point of Contact Surveys:
Some Examples

OMB No. 3220-0192

"...(they) perform the T,
job the way It should ‘ et
Commitment To

be done, but better- Qually
they care." e
Assessment

Survey

"...very friendly... she
even answered
guestions | never
even thought to ask.
KEEP IT UP!"




Point of Contact Surveys:
Some Examples

OMB No. 32200192

" Working To :\\ G
Strengthen e “...Isthere a way that
America's .
CommitmentTo || you can improve the
Quality
language of the
Customer -
et s Retlr_ement and |
Survey Survivors Benefits
booklet? The
explanation of tier 1
and tier 2 concepts In

It was confusing.”




Point of Contact Surveys:

Some Examples

*...Jane has helped me
since 2001 when | was ( et
. . America’
injured and unable to return Commimen

ommitment To

Quality
to work. After 37 years of
- Customer
employment it was a very P gt
traumatic time for myself H Survey

and my wife. She was there
for us and kept us posted as
to time lines and helping get
all our need paperwork in
order.”




Point of Contact Surveys —
What Do We Find

Overall Quality — over 99% favorable

RRB staff — over 98% felt staff highly
professional

Desired Service Received? — Yes, over
97%

Greeting/Treatment — over 94% treated
In friendly/very friendly manner



Meetings with Customer Groups

e 366 Meetings
with customer
groups

 Nearly 18,000
attended




Meetings with Customer Groups

* Meetings with groups
from as rail unions
and employers.

* Meetings with Retiree
Groups

e Events such as
breakfast meetings,
picnics, etc.




Contact Us
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Direct questions about doing business at the Railroad
Retirement Board to Karen Bentall

Feedback
Complete our comment form to send feedback to the Web

MWanager about our website,
[ [ [ [ mnemnet




ASCI

The ACSI Is a standardized measure of customer
satisfaction

Latest RRB segment — survivor applicants

Next?

*

0

F( G Armerican Customer

CFl

e e iy Claes Fornell International



ASCI

Epilogue Questions

Used to gauge customer preferences for service
delivery over time for each segment

*Extent service options are valued
*Most recent mode of contact
*Choice for conducting future business

0

F( G Armarican Customer Clae Al Honal
CatisFacton Index™ Claes Fornell Int ariona




Measure Performance

Objective Measures

Accurate and
Timely Service

Need
Improvement




Measure Performance

We developed a number of objective
measures of our performance.

* Timeliness of Service
« Accuracy of Benefit Payments



Communicating Results




Communicating Results

» Posters

> Press Releases

»Web FAQs

RRB CUSTOMER SERVICE PLAN e

Fiscal Year 2004 Progress Report

w )5
SE

This chart shows the U.S. Rallroad Retirement Board’s performance In key areas of its Customer Service Plan, and
goals for the percentage of customers expected to receive service in the time frames specified in the plan during fis-
cal year 2004. The goals are revised annually based on such factors as projected workloads and available
resources.

In addition to the figures below, it should be noted that the RRB recently developed an index to measure the overall
timeliness of its customer service in handling retirement applications; survivor applications; disability applications and
payments; and railroad unemployment and sickness benefit applications and claims. During fiscal year 2004, overall
benefit timeliness was 98.5 percent. This means that the RRB's customers received benefit services within the
time frames promised in the plan 98.5 percent of the time.

STANDARD

ERFORMANCE

If you filed an application for unemployment or sickness
insurance be; you willl receive a claim form, or a
decision, within 15 days of the date you filed your
application.

Geal: 98 percert.,

If you filed a claim for subsequent biweekly unemployment
or sickness insurance benefits, you will receive your
payment, or a decision, within 15 days of the date we receive
your claim form.

Cioal: 99 percent.

IF you filed for a railroad retirement employee or spouse

ity in advance, you will receive your first payment, or a
decision, within 35 days of the beginning date of your

y. I you have not filed in advance, you will receive
your first payment, or a decision, within 65 days of the date
you filed your application.

3 percent {filing in advance), 95 percent (not filing
in advance).

If you filed for a railroad retirement survivor annuity or

lump-sum benefit, you will receive your first payment, or a
ys of the date you fi
entitled to benefits, if later. If you are

5: 80 percent (initial survivor applicants), 93.5 percent
{lump-sum applicanis), 89 percent (survivor applicants
already receiving spouse benefits).

If you filed for a railroad retirement disability annuity, you
will receive a decision within 105 days of the date youo filed
your application. If you are entitled to disability benefits,
you will receive your first payment within
of our decision, or carliest possible payment date, whichever

is later. Gioals: 65 percent (disability decisions), 93.5 percent

(disability payments).
When you inquire with us by lewer, you will receive a reply
within 15 days of the date we receive your inqui
s ram i sniie e senby within th

5 days of the date

P

the standard. Average processing times for
unemployment and sickness benefit applications were
1.37 and 1.55 days, respectively.

99.7 percent of subsequent claims processed for
unemployment and sickness benefits met the standard for
al year 2004, Payments are issued within 2 business
ays of processing, The average processing time for
claims was 3.86 days.

Of the cases processed during fiscal year 2004, 92.4
percent of employee and 96.3 percent of spouse

i s who filed in advance received a payment, ora
on, within 35 days of their annuity beginning date.
g times for employee and spouse

ere 10,7 and 6.6 days, respectively. Also,

of the cases processed, 98.6 percent of employee and 96.%
percent of spouse applicants who had not filed in advance
received a payment, or a decision, within 63 days of their
filing dates. In these cases, the average processing times
for employee and spouse applications were 21.8 and
19.9 days, respectively.

Of the cases processed during year 3004, 84.5
percent of the applicants for an initial survivor annuity
received a payment or a decision within 65 days. In
addition, 95.4 percent of the applicants for a lump-sum
benefit received a payment or a decision within 65 days.
In cases where the survivor was already receiving a
spouse annuity, 941 percent of the applicants received a
payment or a decision within 35 days of the RRB bei
notified of the employee's death.
times for all recurring a

26 and 12 days, respectively.

ses processed during Mscal year 2004, 55.9
percent of those filing for a railroad retirement disability
annuity received a decision within 105 days of the date
they filed an application. The average processing time
vas 110.2 days, Of those entitled to disability benefits,
94 8 percent received their first payment within the plan®
time frame. Average processing time was 7.7 days.

In fiscal year 2004, 99.3 percent of all correspondence
the RRB received was responded to, either with an
a Ao - afi v hin the




omposite Timeliness Index
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Communicating Results

 Communicate performance to front line

— One tool to use In setting expectations for /
with customers

— Team forming to look at more effective ways
of doing that
« Actual performance a factor in setting
Performance Report targets for each fiscal
year



What are the results of all of this?

Delighted customers
as reflected by our
high ACSI scores

&

Continued support
for our agency




uestions?




