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Preface

This report presents the results of a CPI user surveysurvey-study, which was authorized by Public Law 29
study conducted by the Bureau of Labor Statistics (BLSJ.S.C.2.
in 1996. Staff members of the Bureau’s Consumer Price Material in this publication is in the public domain and,
Index program conducted this CPI User Survey; andvith appropriate credit, may be reproduced without per-
Thomas Mosimann, based upon the team efforts of Bryamission. This information is available to sensory impaired
Richardson, Claire Gallagher, Henry Ostman, Garyndividuals upon request: Voice phone: (202) 606-7828;
Gregson, and Thomas Mosimann, prepared this reporf.DD phone: (202) 606-5897; TDD message referral phone:
Margaret Jones of the Office of Publications and Special-800-326-2577. For additional information, call Thomas
Studies designed the cover. Mosimann at (202) 606-6974, ext. 235 (e-mail:

The Office of Management and Budget approved thisviosimann_T@bls.g9v
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Background

Responses ent groups defined according to the methods they use to get
The 1996 CPI User Survey was conducted between MardBP! information. (The eight user groups designated by these
and July 1996. Questionnaires were sent out to over 2600ethods are listed in the table below, along with estimates
CPI users. About 1200 responses were received for a ref the number of users in each group.) Each user group
sponse rate of over 40 percent. (For more information oreceived a slightly different questionnaire. Each of these

response rates of this survey-study, refer to the appendix @ght questionnaires included a section designed specifi-
the back of this booklet.) cally for its user group, while the rest of the questionnaire

was identical to those for all the other groups. Estimates of
group size were developed in 1995, and the sizes of the
User g roups groups differ significantly. (The sizes for each group have

Respondents to the CPI User Survey fit into eight differsince changed.)

User g roup Group size Definition of core product or service

CPI Detailed Report readers 7,900 on The CPI Detailed Reportis the most comprehensive report of the CPI. It
mailing list is a monthly periodical available on a subscription basis.

U.S.summary data news 28,000 on The summary data news release is a free, monthly, two-page

release readers mailing list publication containing some of the most popular indexes.

Regional or local release readers 88,000 on BLS regional offices produce news releases that are designed for users

readers mailing list of their region, featuring information on cities in the region.

Quickline recording callers 1,500 monthly The CPI Quickline is a 2 ¥2-minute recording with CPI information for
callers the U.S. and Washington, DC. A touch-tone telephone is not needed.

Telephone callers 32,000 monthly Staff members are available to answer questions directly, via telephone
callers in the Washington office and in the regional offices.

Fax recipients 2,300 monthly CPl information is available via fax, either from an automated system or
recipients from a personal request to a staff member.

Personal (U.S. P ostal 4,200 monthly CPlinformation is mailed to users upon request.

Service) mail recipients recipients

Internet users not available CPl information is available through the Internet at http.//stats.bls.gov.

This information is free and available at the scheduled release time.




Survey-study results

Results of the 1996 CPI User Survey show that CPI useisterpreting the results

who responded registered a high level of satisfaction with

CPI products and services. The separate questionnaires for each group were intended
The following set of charts, tables, and text summarizeto be independent, so the results from each group represent

the results of the 1996 CPI User Survey. Information colthe respondents for that group alone. The responses for

lected in the survey-study was summarized for all resporeach group weraotadjusted to represent the total number

dents and for each specific user group. of users in each group. Therefore, caution should be exer-
The response percentages per question are based @sed when using the combined results from all respondents.

the percent answering that particular question. Respongédese overall results do not represent all CPI information

rates for the survey by group are provided in the apperusers but only the combined total of all persons who re-

dix. sponded to the survey.



Overall CPI satisf action by user g roup

As chart 1 shows, respondents from each of the user groupatisfied,” 3 equaled “Neutral,” etc., within-group averages

surveyed gave high satisfaction ratings in response to thranged between 1 and 2 for all groups. The two respondent
question, “Overall, how satisfied are you with Consumeigroups registering the highest levels of overall satisfaction—
Price Index products and services?” On a scale of 1 to Bach with a level of 1.3—were telephone callers and fax

where 1 equaled “Very satisfied,” 2 equaled “Somewhatecipients.

Chart 1. Overall satisfaction with CPI products and service by
user g roup, 1996
All respondents 15
CPI Detailed Report readers 17
U.S. summary data news release readers 15
Regional or local release readers 14
CPI Quickline recording callers 14
Telephone callers 13
Fax recipients 13
U.S. mail recipients 14
Internet users 17
Véry Som;awhat Some\;vhat Very
dissatisfied ~ dissatisfied Neutral satisfied satisfied




User priorities and satisfaction, all respondents

This chart compares user priorities with user satisfactiorticular CPI user group in mind. Other factors could have
The top right quadrant includes factors where users reportdmben selected, but the ones that were chosen, including fac-
a high priority and are satisfied with what they receivetors rated by respondents as less important, were thought
The bottom right box is where there is also high reportethy BLS to provide the best assessment of service to our
satisfaction, higher in fact than the priority given to thecustomers.
factor. The top left quadrant shows factors to be concerned All four factors were rated highly on the satisfaction scale
with—factors that have high priority and low satisfaction.by the group of all respondents while the importance var-
The bottom left box shows factors with low priority and ied for each factor. "Applicability of information" was rated
low satisfaction. the most important factor and also the one with which re-
Factors rated in this chart and in subsequent charts aspondents were most satisfied. "Timeliness of release," the
ones that BLS considers to be vital to customer servicahird most important of four factors, received the lowest
For each, the factors were selected with service for that pagatisfaction ratings.

Chart 2. All respondents, importance vs. satisf  action with
char acteristics of CPI infor mation, 1996

Most High Priority - High Priority -
important Low Satisf action High Satisfaction

Applicability of
information ¢

Ease of
comprehension *

Timeliness 'S
of release

*

No preliminary data.
CPIfinal as published

Least Low Priority - Low Priority -
important Low Satisf action | | High Satisfaction
Very Somewhat Somewhat Very
dissatisfied dissatisfied Neutral satisfied satisfied



Satisfaction and impor tance of CPI ser vice factors by user g roup

Ratings for satisfaction and importance of characteristicEed with the other three factors than with the timeliness of
of the CPI were similar across respondents of different usehe CPI.

groups. Most of the group ratings fell between “satisfied” For every group excefetailed Reporteaders, the ap-
and “very satisfied” (between 1 and 2). The highest (worstplicability of data to the user’s needs was most important,
rating of any factor was given I3P| Detailed Repontead-  followed by the ease of comprehension, the timeliness, and
ers to the timeliness of the CPI, but was still on the satisfiethstly the CPI practice of not publishing preliminary data.
portion of the scale, between “neutral” and “satisfied.” AllDetailed Reporteaders gave greater importance to timeli-
respondent groups, except Internet users, were more satiess than to ease of comprehension.

Table 1. Satisf action and impor tance of CPlinfor mation character isticsby CPI user g roup, aver age rating, 1996

inahili Ease of Ll No preliminary
CPI respondent group Applicability comprehension Timeliness data

All respondents

SALISTACON ... 15 17 2.2 1.8

IMPOITANCE ..t e e e 17 24 2.7 3.2
CPI Detailed Report readers

SALISTACON ..o 17 1.9 2.8 1.9

IMPOITANCE ..t e e e 19 24 24 33
U.S.summary d ata news release readers

SALISTACON ..o 1.6 1.6 2.0 1.6

IMPOITANCE ..t e e e 19 2.2 2.8 3.2
Regional or local release readers

SALISTACON ..o 15 1.6 2.0 15

IMPOITANCE ..t e e e 1.6 2.3 2.9 3.2
CPI Quic kline recording callers

SALISTACON ..o 14 1.6 2.2 17

IMPOITANCE ...t e e 18 24 2.6 3.2
Telephone callers

SALISTACON ..o 14 17 21 17

IMPOITANCE ...t e e 1.6 24 2.8 3.2
FAX recipients

SALISTACON ... s 14 1.6 2.2 1.8

IMPOITANCE ... ee e e s 1.6 2.3 2.8 33
U.S. mail recipients

SALISTACON ... s 15 1.6 21 1.6

IMPOITANCE ... ee e e s 17 2.3 2.8 3.1
Internet users

SALISTACON ... s 2.0 1.9 2.0 2.0

IMPOITANCE ... ee e e s 18 2.3 25 33

Note: Satisfaction ratings represent average satisfaction scores dissatisfied as 4, and Very dissatisfied as 5.
for each category and group. In calculating these averages, Very sat- Also, importance ratings represent the average for each category

isfied counted as 1, Somewhat satisfied as 2, Neutral as 3, Somewhat and group where 1 is the most important and 4 the least.



Use and aw areness of CPI products and ser vices

The CPI is used for many purposes. Survey participantéon—average price information—is used by more than 10
were asked to identify all their uses for CPI data, as well agercent of respondents.

their single most important use. The results are presented User awareness of CPI information is also crucial to pro-
in chart 3. Table 2 shows the same information for each ofiding good customer service, and the Bureau is committed
the user groups, as well as for all respondents. to increasing this awareness of its information products and

Measuring general inflation was the most common usé&ervices.
of CPI information for the combined group of all respon-  Ninety-five percent of all respondents reported being
dents, as well as for all individual groups except Quicklineaware of “consumer price indexes.” That percentage is
callers and telephone callers. nearly three times as large as the next highest awareness

Escalating payments was the most commamary use  totals of 37 percent for both average prices and seasonal
among all respondents. It was also the most conprien factors. After these two, there is another large gap before
mary use among five out of the eight specific user groupsawareness of variances is reported at 13 percent.

Detailed Reportespondents were more likely than per- One interesting observation is that while a fair number
sons from other user groups to use the CPI for four of thef respondents were aware of both seasonal factors and
six purposes listed. The purposes for which other groupverage prices (37 percent for each), only 8 percent used
respondents were more likely to use the CPI were: escalatirggasonal factors. In contrast, 23 percent used average
payments (Quickline and telephone callers were most likelyjprices.
and deflating other series (fax recipients were most likely). ~ More respondents were aware of tG@I Detailed

The CPI program provides a great deal of informationReportthan any other CPI information source. The second
To be able to improve specific areas of customer servicénost widely known source was another printed and mailed
the user survey asked what types of CPI information peoplgource of information, the U.S. summary data news release.
use. Chart 4 shows percentages of use for different types Afmong the sources listed here, the Bureau’s automated fax
information by all respondents. system was known to only 9 percent of respondents (ex-

The CPI-U is by far the most commonly used type ofcluding respondents from the fax sample list), the smallest
CPI information available. Eighty-six percent of all re- percentage reported.
spondents use the CPI-U, while 45 percent use the next- The availability of CPI information on the Internet was
highest type, the CPI-W. One additional type of informaknown to just 17 percent of non-Internet respondents.

Table 2. Uses and pr imary uses of CPIl infor mationby CPIl user g roup, 1996, in percent

Measure Make Measure "
CPI respondent grou Escalate " o~ - | Accounting | Deflate
P grodp %‘ag‘;gﬂ payments projections | specific price purposes |other series
and forecasts  trends

All respondents .........cccocceevieeerieesiee e, Use 62 48 44 35 31 12
Primary use 27 37 11 11 10 2

CPI Detailed Reportreaders ................... Use 78 42 54 53 38 14
Primary use 35 23 11 17 8 2

U.S.summary data news release ............ Use 73 45 49 41 29 7
(=T 1o (=T PR Primary use 40 36 9 12 8 1
Regional or local release readers Use 61 54 52 33 34 3
Primary use 22 51 11 6 9 3

CPI Quickline recording callers ............... Use 54 57 39 19 28 11
Primary use 25 45 9 7 12 3

Telephone callers .........cccceveeiiiiiccninnn. Use 55 57 35 35 34 12
Primary use 22 44 11 13 12 2

FAX TecCipients .......ccocceeveeiiiieniieesieee Use 58 48 44 33 35 15
Primary use 22 37 11 12 12 2

U.S. mail reCipients .........cccceveueeeieeeniieeens Use 58 48 26 28 25 8
Primary use 24 44 8 9 11 2

INtErNELUSErS ..oooiiiieeeiieeeeeeee e Use 60 23 53 33 18 14
Primary use 31 11 18 11 6 6

Note: Due to rounding, primary use totals do not always add to 100 percent.
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Chart 3. Uses of CPI information, all respondents 1996
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Chart 5. Awareness of CPI information available, all

respondents, 1996

Percent of all respondents

Consumer
Price
Indexes

Chart 6. Awareness of CPI infor mation sources,
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Results from respondents of specific user g roups

The following section presents information provided by re- Measured in each group’s customer service chart are the
spondents from specific user groups. The respondent groufmur or five factors that BLS felt best reflected the quality of

are: customer service for that group. There is some overlap
CPI Detailed Reporteaders among the factors. For example, timeliness is a factor for
U.S. summary data news release readers five of the eight groups.
Regional and local release readers The service improvement charts that follow on subse-
CPI Quickline recording callers quent pages compare user priorities with user satisfaction.

Telephone callers

Fax recipients

Personal U.S. mail recipients
Internet users

The top right quadrant shows factors where users reported
a high priority and are satisfied with what they receive.
The bottom right box is where there is also high reported
satisfaction—higher, in fact, than is necessary given the

A service improvement chart is shown for each grouppriority assigned to the factor. The bottom left quadrant
comparing user priorities with user satisfaction. Also in-shows factors with low priority and low satisfaction. The
cluded is a brief narrative describing some of the majotop left box shows factors that are of concern—factors that
findings about respondents from that group. have high priority and low satisfaction.

10



CPI Detailed Report readers

TheCPI Detailed Reporis, as the name implies, the single the specific factors of th€PI Detailed Reporscored as
most comprehensive source of CPI data and methodolodygh as its overall rating of thePI Detailed Report
statements. It includes the complete set of CPI index and The four rating factors selected specifically for evalua-
average price data released during the month, as well #en by CPI Detailed Reponteaders were: Timeliness, ease
selected historical data. It is the formal release vehicle faof locating information, historical information included, and
announcements of CPI methodology changes and the ansefulness of articles/explanations. BecauseCt#keDe-
nual publication of the CPI variance estimates and responsailed Reporis a publication that is printed and then deliv-
rates. TheDetailed Reports distributed to approximately ered through the mail, it takes longer to arrive than other
8,000 users each month on a paid subscription basis.  sources of information. It is by design the CPI's most com-
CPI Detailed Reportespondents are satisfied with the plete publication and, thus, may be more complex than other
CPI's products and services, but they reported a lower levaburces for some readers to use.
of satisfaction than did respondents from all groups com- CPI Detailed Reporteaders ranked timeliness as the
bined. (See table 3.) While 86 percenDefailed Report most important factor. They also registered their lowest
respondents were on the satisfied portion of the scale cofevel of satisfaction with this factor. The other three rating
cerning overall CPI satisfaction as compared with 92 perfactors of theCPI Detailed Reporteceived higher satis-
cent of all respondents, only 44 percent were “very satidaction ratings than timeliness but were ranked as less im-
fied,” compared with 63 percent for all respondents. portant. Usefulness of articles/explanations ranked as the
CPI Detailed Reportespondents are satisfied with the least important factor even though the inclusion of this type
overall quality of theCPI Detailed Reporand with spe- of information is a unique feature of t#| Detailed Re-
cific characteristics of the report. Eighty-five percent ofport. Forty percent ofCPI Detailed Reportespondents
these respondents reported that they were “somewhat satigere “neutral” about the usefulness of unique feature of the
fied” or “very satisfied” with the overall quality of tt@PI ~ CPI Detailed Reporarticles/explanations included in the
Detailed Reportand 12 percent were “neutral.” None of Detailed Report

Table 3. Satisfaction with the CPlandthe CPI Detailed Report , allrespondents and CPI Detailed Report respondents, in percent

uestion and grou Very Somewhat Somewhat Very
Q group dissatisfied | dissatisfied | ~Neutral satisfied | satisfied
Overall, how satisfied are you with Consumer Price Index
products and ser vices?
P =TS o To o (= o1 £ S 0 1 6 29 63
CPI Detailed Report readers .........coceeeueeerieeeneeesee e 1 2 10 42 44
How satisfied are you with the overall quality
of the CPI Detailed Report?
CPI Detailed Report readers ........ccoceeeveeeiiieeniiie s 1 2 12 31 54

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 7. Importance vs. satisfaction with characteristics of the CPI
Detailed Report , by Detailed Report readers, 1996

Most High Priority - High Priority -
important Low Satistif action High Satistifaction
Timeliness *
| of receipt Ease of locating
information
4
*
Historical data
included
2
Usefulness of
articles/explantations
Least Low Priority - Low Priority -
important Low Satistif action | | ‘ High Satistifaction
Very Somewhat Neutral Somewhat Very
dissatisfied dissatisfied satisfied satisfied
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U.S. summary data news release readers

The U.S. summary data news release is a monthly, twaatisfied” or “very satisfied” with the overall quality of the
page release that contains many of the most popular imelease, with the remaining 8 percent reporting being neu-
dexes and percent changes. It includes all items data ftral.
the U.S. city average, for individual metropolitan areas, and The five rating factors selected specifically for evalua-
for the four regions, and also includes some detailed irtion by U.S. summary news release readers were: Clarity/
dexes at the U.S. level. The summary data news releaseréadability, indexes included, ease of getting on or off the
mailed free of charge to a list of approximately 28,000 peoplenailing list, timeliness, and the regular receipt of monthly
shortly after the CPI release. Besides several tables of datmpies. Since the summary data news release must be printed
the release includes a brief explanation of the CPI, imporand delivered through the mail, it takes longer to arrive
tant policy announcements about the CPI, and a short teilaan most other sources of CPI data. This source is most
tual analysis of the most recent month’s price movementdeneficial to users who either do not need the information
Summary data news release respondents are satisfied withht away or who need hard-copy documentation.
the CPI's products and services. They reported levels of Summary news respondents ranked the regular receipt
satisfaction nearly identical to those of all groups combinedof monthly copies as the most important factor and also the
(See table 4.) Ninety-two percent of U.S. summary datéactor that they were most satisfied with. The second-most
news release respondents were on the satisfied portion iofiportant factor was the clarity/readability of the release.
the scale concerning overall CPI satisfaction—the sam&he timeliness of the release was the fourth (of five) most
percentage as the group of all respondents. important factor and recorded 13 percent dissatisfied re-
Summary news respondents are satisfied with the ovesponses. By far, the least important factor of the summary
all quality of the U.S. summary data news release and wittlata news release was the ease of getting on/off the mailing
specific characteristics of the release. Ninety-two percerist. There was minimal dissatisfaction with this factor (3
of these respondents reported that they were “somewhpercent).

Table 4. Satisfaction with the CPI and with the summary data news release, all respondents and summary data respondents,
in percent
. Very Somewhat Somewhat Ver
uestion and grou . 7 . o A ery
Q group dissatisfied | dissatisfied Neutral satisfied satisfied
Overall, how satisfied are you with Consumer Price
Index products and ser vices?
All TESPONAENLES ...ttt 0 1 6 29 63
U.S. summary data news release readers ..........cccceeeuverevneennnenns 0 1 8 30 62
How satisfied are you with the overall quality of the
summary data news release?
U.S. summary data news release readers ..........ccceeevereeveennnenns 0 0 8 21 71

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 8. Importance vs. satisfaction with characteristics of the U.S.
summary data news release by summary readers, 1996

Most High Priority - High Priority -
important Low Satisf action High Satisfaction
Regularity
— of receipt
2
L 2
Clarity-
readability
i * L 4
imeli Indexes included
Time INEsSs onrelease
of receipt
Ease of getting
on/off mailing list
L 4
Least Low Priority - Low Priority -
important Low Satisf action | | High Satisfaction
Very Somewhat Neutral Somewhat Very
dissatistifed dissatistifed satistifed satistifed
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Regional or local release readers

The Bureau of Labor Statistics has regional offices in eightegative side of the scale.
cities across the United States. These regions produce andThe four rating factors selected specifically for evalua-
mail out a number of news releases designed to meet tien by regional or local release readers were: Clarity/read-
needs of their users. Types of releases vary from region ability, indexes included, ease of getting on or off the mail-
region. Some releases are lengthy, while others are as coing list, and timeliness. As with th@PIl Detailed Report
pact as a postcard. Approximately 88,000 people receivend the U.S. summary data news release, local releases are
news releases through the mail from BLS regional officesprinted and mailed. Thus, local releases are unable to pro-
Recipients of regional or local releases who respondedde information as quickly as other sources of CPI data.
to the survey expressed satisfaction with the CPI's product&dditionally, they often focus on supplying information for
and services. They reported levels of satisfaction very closene particular city or region.
to, and slightly higher than, those of all groups combined. Regional or local release respondents reported impor-
(See table 5.) Ninety-six percent of regional or local retance rankings and satisfaction ratings similar to those of
lease respondents were on the satisfied portion of the scaemmary data news respondents. The four characteristics
concerning overall CPI satisfaction, while none were orthat both of the groups evaluated were ranked in the same
the negative side. order of importance: Clarity/readability first, followed by
Regional or local news release respondents also expresdbe indexes included, timeliness, and lastly, the ease of get-
high levels of satisfaction with the overall quality of theting on or off the mailing list. (Regional or local respon-
regional or local releases that they receive and with spelents did not evaluate the regular receipt of monthly copies
cific characteristics of the releases. Ninety percent of resince some releases are bi-monthly.) The satisfaction rat-
gional or local release respondents reported that they wenggs of the two groups were similar as well, with clarity/
“somewhat satisfied” or “very satisfied” with the overall readability receiving the highest ratings and timeliness—
quality of their releases. Only 1 percent responded on thathough still high—the lowest.

Table 5. Satisfaction with the CPI and with regional and local releases, all respondents and regional and local release readers,
in percent

Very Somewhat Neutral Somewhat Very

uestion and grou . 7 L =
Q group dissatisfied | dissatisfied satisfied satisfied

Overall, how satisfied are you with Consumer Price Index
products and ser vices?

P =TS oo o (= o1 £ S 0 1 6 29 63
Regional and local release readers 0 0 3 34 63
How satisfied are you with the overall quality of the regional
or local release you receive?
Regional and local release readers ..........cccceevieeeniieeniieeniieens 0 1 9 24 66

Note: Due to rounding, totals do not always add to 100 percent.
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Most
important

Least
important

Chart 9. Importance vs. satisfaction with characteristics of regional
or local news releases, by regional and local release readers, 1996

High Priority -
Low Satisf action

Indexes included
onrelease ¢

High Priority -
High Satisfaction

Clarity-
readability

*

*

Low Priority -
Low Satisf action

Timeliness
of receipt

Ease of getting
on/off mailing list

L 2

Low Priority -
High Satisfaction

Very

Somewhat

dissatisfied dissatisfied

Neutral

16

Somewhat Very
satisfied satisfied



CPI Quic kline recording callers

The CPI Quickline is a relatively short (two and one-halfpercent reported being somewhat dissatisfied.
minutes) recording featuring price information on the The CPI Quickline had the following four factors evalu-
United States as a whole and on the Washington, DC aregted on the survey by callers: 24-hour availability, direct
Quickline includes the All Items indexes and percentaccess to CPI information, indexes included on the record-
changes for these two areas. This service does not requirgy, and pace of the message on the recording. The
a touch-tone telephone and is accessible 24 hours a d&uickline is not nearly the most complete source of CPI
Approximately 1500 people access information viainformation, but it is timely and simple. It is readily avail-
Quickline each month. able at any time and is just a phone call away. Addition-
Like other groups, Quickline recording callers who re-ally, Quickline requires no special computer or fax equip-
sponded to the survey are satisfied with the CPI's productsent. It is most useful for persons who need a limited
and services. Levels of satisfaction reported by Quicklin@mount of information quickly and do not need a hard copy.
callers were similar to those of all groups combined. (See Quickline respondents ranked the direct access to CPI
table 6.) Ninety-two percent of Quickline caller respon-information as the most important factor of Quickline by a
dents were on the satisfied portion of the scale concerningide margin. They are also slightly more satisfied with
overall CPI satisfaction—the same percentage as all respotiis factor than with any other. The other three factors
dents reflected. Nine percent of Quickline respondents saidere closely grouped—both on the satisfaction scale as well
they were neutral, while none were dissatisfied. as on the importance scale. The factor, indexes included
Quickline caller respondents are satisfied with the overen the recording, was rated slightly more important than
all quality of the Quickline recording service. Ninety-two the other two factors. The 24-hour availability was given
percent reported that they were “somewhat satisfied” oslightly higher satisfaction ratings than indexes included
“very satisfied” with the overall quality of Quickline. Two and pace of recording.

Table 6. Satisfaction with the CPI and with the Quickline recording, all respondents and Quickline callers, in percent

) Very Somewhat Somewhat Very
Question and group dissatisfied | dissatisfied Neutral satisfied satisfied
Overall, how satisfied are you with Consumer Price Index
products and ser vices?
P =TS oo o (= o1 £ S 0 1 6 29 63
QUICKIINE CAlIEIS ...t 0 0 9 26 66
How satisfied are you with the overall quality of the
Quic kline recording?
QUICKIINE CAlIEIS ...t 0 2 7 23 69

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 10. Importance vs. satisfaction with character istics of the
Quickline recording by Quickline recording callers, 1996
Most High Priority - High Priority -
important Low Satisf action High Satisfaction
L 4
Direct access to
CPlinformation
Indexes
included <
| 24-hour availability
L 4
Pace of
recording
Least Low Priority - Low Priority -
important Low Satisf action | | High Satisfaction
Very Somewhat Somewhat Very
dissatisfied dissatisfied Neutral satisfied satisfied
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Telephone callers

Approximately 32,000 people call CPI offices in Washingtonrespondents reported that they were “somewhat satisfied”
or in the regions each month to get information over ther “very satisfied” with the overall quality of their calls for
phone. Professional staff members are available to answiformation. They are also satisfied with the four aspects
telephone requests and can provide detailed informatiomwf information calls that were measured. All the individual
general information, and technical assistance. These staffpects of information calls received similar high scores.
members have the latest available data and will furnish as Telephone callers who responded to the survey rated the
much information as reasonably possible to do verbally ovefpllowing four factors: Knowledge of the analyst, profes-
the phone. (Analysts may also send out faxes or mailingsjonalism of the analyst, the fact that callers interact with a
but this group of survey respondents includes only thoseeal person, and the extent to which the information given
persons who get informatiorerbally over the telephone. corresponds to the request. Telephone calls can be a very
Users who telephone and then get data via fax or througfuick and useful method to get information. While phone
the mail are included in those groups.) calls are not the best way to get lots of data, calling is one of

Telephone callers who responded are roughly as satitie easiest ways to get clarification or have data explained.
fied with the CPI's products and services as are users frodnalysts have access to vast quantities of information, both
other groups. The reported levels of satisfaction for theurrent and archival, and can give personal attention that
telephone callers group are very close to those of all this not available via fax, a recorded message, or the Internet.
groups combined. (See table 7.) Ninety-three percent dfelephone callers ranked having the response match the
telephone caller respondents were on the satisfied portiorquest as the most important factor of information calls.
of the scale concerning overall CPI satisfaction, comparedhe professionalism of the analyst was ranked as the least
with 92 percent for all respondents combined. important of the four. All the individual factors were rated

Almost all telephone callers who responded to the surelosely in terms of satisfaction with service provided. Each
vey are satisfied with the overall quality of the service theyactor received ratings of “satisfied” or “very satisfied” from
receive by telephone. Ninety-four percent of telephone callesver 90 percent of telephone caller respondents.

Table 7. Satisfaction with the CPI and with voice telephone calls to a CPI office for information, all respondents and telephone caller s,in
percent
. Very Somewhat Somewhat Very
Question and group dissatisfied | dissatisfied Neutral satisfied satisfied
Overall, how satisfied are you with Consumer Price Index
products and ser vices?
All TESPONAENLES ...ttt 0 1 6 29 63
Telephone CallersS .........vicuiiiee e 0 2 5 16 77
How satisfied are you with the overall quality of y our voice
telephone calls to a CPI office forinfor ~ mation?
Telephone Callers .........oociviiiiecie e 1 1 4 17 77

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 11. Importance vs. satisfaction with character istics of
information received via voice telephone call, by telephone
callers, 1996

Most High Priority - High Priority -
important Low Satisf action High Satisfaction

Response
matches request

Knowledge
of analyst

*

Speak with
real person

Professionalism
of analyst

Least Low Priority - Low Priority -

important Low Satisf action | | High Satisfaction

Very Somewhat | Somewhat Very
dissatisfied dissatisfied Neutral satisfied satisfied
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Fax recipients

Many CPI data users get information via fax transmissiorll quality of the CPI service and information that they re-
by either having a BLS employee personally fax them &eive via fax. Ninety-six percent of fax respondents re-
response or by having an automated fax system operated pgrted that they were “somewhat satisfied” or “very satis-
the Bureau send out a fax. Requests for faxes can be dofed” with the overall quality of their receipt of information
in several ways. Persons can make telephone calls and ra fax.
quest a fax, or they can send requests via the Internet. They The four factors evaluated by fax recipients were: Ease
can also call fax-on-demand automated systems that inef making a request, time between requesting information
mediately fax out the requested information. Approximatelyand receiving a fax, extent to which the information given
2,300 people get CPI information via fax each month.  corresponds to the request, and clarity/readability. Acquir-
CPI users who receive information via fax and respondethg information by fax is one of the quickest ways to get
to the survey are satisfied with the CPI's products and sef-PI data. It allows a user to get more information than is
vices. They reported levels of satisfaction slightly higheifeasible verbally over the phone. It is also possible to get a
than those of all the groups combined. (See table 8.) Comvide variety of information via fax—from press releases
cerning overall CPI satisfaction, 98 percent of CPI fax useand textual fact sheets to tables of indexes.
respondents were on the satisfied portion of the scale— Fax recipients ranked having the response match the
higher than the 92 percent of all respondents combinediequest as the most important factor. They rated clarity/
One issue that many fax recipients seem concerned with igadability as the least important. All factors for receiving
timeliness, with 66 percent responding as being satisfiethformation via fax received high satisfaction ratings. Each
and 10 percent being dissatisfied with the release of CHactor received over 90 percent satisfied responses with
data. having the response maitch the request receiving a slightly
Fax recipients who responded are satisfied with the ovehigher percentage than the others.

Table 8. Satisfaction with the CPI and with the receipt of CPI information via fax, all respondents and fax recipients, in percent
Question and group _Very | Somewhat |  Neutral | Somewhat Very
dissatisfied | dissatisfied satisfied satisfied

Overall, how satisfied are you with Consumer Price Index
products and ser vices?

All TESPONAENLES ...ttt 0 1 6 29 63
FaX FECIPIENES ...vieeveiiie e 0 0 2 28 70
How satisfied are you with the receipt of CPl infor ~ mation
via fax?
FaX FECIPIENES ...vieeveiiie e 0 1 3 17 79

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 12. Importance vs. satisfaction with character istics of
information received via fax recipients, 1996

Most High Priority - High Priority -
important Low Satisf action High Satisfaction
Response

matches request

Ease of making
request
pe 4
Timeliness of receipt
¢

Clarity-
readability

Least Low Priority - Low Priority -

important Low Satisf action | | High Satisfaction

Very Somewhat Neutral Somewhat Very
dissatisfied dissatisfied satisfied satisfied
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U.S. Postal Service (personal mail) recipients

Approximately 4,200 people receive CPI information method of receiving data. Eighty-five percent of personal
through the mail each month. Some of these users receivaail respondents reported that they were “somewhat satis-
information through the mail after making a telephone offied” or “very satisfied” with the overall quality of their
written request. Often, constituent letters are forwarded tceceipt of information through the mail. Two of the spe-
CPI staff from members of Congress, the White House, agific factors of personal mail scored higher than the overall
the Secretary of Labor’s office. Occasionally, CPI usersating of 85 percent, and 2 scored lower.
need to obtain copies of historical tables certified by the The four rating factors evaluated by personal mail re-
Bureau, which requires sending out paper copies. Requespondents were clarity, timeliness, ease of making your re-
vary from simple press releases and tables to larger pacuest, and the extent to which the information received
ages, which may include many tables, fact sheets, articlesjatches the request. Receiving information through the
and publications. Some requests require letters be signethil takes longer than many other methods, especially if
by high-level Bureau officials while some need only thesigned letters are required. However, this method allows
appropriate materials inserted into an envelope and mailethorough and personal responses with complete documen-
Personal mail recipients who responded to the survetation to questions. Mail is perhaps most useful to persons
are approximately as satisfied with the CPI's products andtho do not have access to a fax machine or the Internet.
services as are all respondents. (See table 9.) Ninety-threePersonal mail recipients who responded ranked clarity
percent of personal mail respondents were on the satisfiethd having the response match the request as the two most
portion of the scale concerning overall CPI satisfaction—mportant factors. They also registered higher levels of
nearly the same percentage as all respondents reflected satisfaction with these factors than with the others. The
Personal mail respondents are satisfied with the overatither two factors, timeliness and ease of making a request,
quality of receiving information through the mail, although were ranked as less important and received lower satisfac-
not quite as satisfied as other groups are with their primaryon ratings.

Table 9. Satisfaction with the CPl and with the CPlinfor ~ mation received through the mail, all respondents and U.S. Postal Service mail
recipients, in percent

. Very Somewhat Somewhat Very
Question and group dissatisfied | dissatisfied| Neutral satisfied satisfied
Overall, how satisfied are you with Consumer Price Index
products and ser vices?
All TESPONAENLES ...ttt 0 1 6 29 63
U.S.P.S. Malil reCipi€NtS ....cccuvveeiieiiiee e siee e e 1 1 5 26 67
How satisfied are you with the overall quality of the CPI
information received through the mail?
U.S.P.S. Malil reCIPIENtS .....ccocviiiiiie e 1 5 9 8 77

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 13. Importance vs. satisfaction with character

istics of

information received via personal mail, by personal mail recipients,

1996
Most High Priority - High Priority -
important Low Satisf action High Satisfaction
Response
N matches request
‘0
Clarity of
information
Timeliness
of receipt
L 4
| Ease of
making request
Least Low Priority - Low Priority -
important Low Satisf action High Satisfaction
\ \
Very Somewhat | Somewhat Very
dissatisfied dissatisfied Neutra satisfied satisfied
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Internet users

Many people use the Internet to access CPI informatiorSeven percent were neutral, and 7 percent were dissatisfied
The CPI program has a homepage on the BLS Web sitwith the overall information services they receive through
Most of the CPI information available through other sourceshe Internet.
is also available through the Internet. CPI data can be ac- Internet respondents evaluated the following 4 factors
cessed free of charge, 24 hours a day. Data are updatafdreceiving information through the Internet: Ease of get-
monthly at the time of release. Information can be vieweding information, usefulness of CPI text provided, the abil-
and printed or can be downloaded in electronic form. Byty to get data electronically, and the 24-hour availability.
using the CPI homepage and subsequent Web pages H= Internet allows for quick retrieval of large quantities of
sources, a tremendous amount of information is availablemformation. Included on the CPI homepage are announce-
in just a few moments to anyone with Internet access. ments and technical fact sheets about the CPI. It also al-
Internet users who responded to the CPI survey reportddws for the printing, downloading, or both of a wide vari-
satisfaction with the CPI's products and services. The totaty of CPI information, at any time of the day or night. For
percentage of Internet respondents on the satisfied side pérsons comfortable with “surfing” or using the Internet, it
the scale is nearly identical to that of all respondents, ais a convenient way to get virtually all of the CPI data they
though Internet users reported more “satisfied” marks andeed.
fewer “very satisfied” marks than all respondents. (See Internet users who responded ranked the ease of getting
table 10.) Ninety-one percent of Internet user respondenigformation as the most important factor. They also gave
were on the satisfied portion of the scale concerning overathis factor their lowest level of satisfaction. Seventy-six
CPI satisfaction and 48 percent of those were “very satisfiedfiercent of Internet respondents were satisfied with the ease
Internet respondents are satisfied with the overall qualef getting CPI information while 19 percent were dissatis-
ity of the CPI information services they receive through thdied. The 24-hour availability received the highest satis-
Internet, as 86 percent of Internet respondents reported thfaction marks and was ranked as the third most important
they were either “somewhat satisfied” or “very satisfied.”factor.

Table 10. Satisfaction with the CPI and with CPI information acquired via the Internet, all respondents and Internet users, in percent

: Very Somewhat Somewhat Very
Question and group dissatisfied | dissatisfied | Neutral satisfied satisfied
Overall, how satisfied are you with Consumer Price Index
products and ser vices?
All TESPONAENLES ...t nraeeenes 0 1 6 29 63
INEEINEL USEIS .ot 1 3 4 43 48
How satisfied are you with the overall quality of CPI
information acquired via the Inter  net?
INEEINEL USEIS ..ot 1 6 7 33 53

Note: Due to rounding, totals do not always add to 100 percent.
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Chart 14. Importance vs. satisfaction with character istics of
net, by internet users, 1996

information received via inter

Most High Priority - High Priority -
important Low Satisf action High Satisfaction
Ease of getting
information
i L 2
Data available
electronically 4
24-hour
availability
Usefulness 4p *
— of text
Least Low Priority - Low Priority -
important Low Satisf action | High Satisfaction
Very Somewhat Neutral Somewhat Very
dissatistifed dissatistifed satistifed satistifed
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Responses to specific questions in the surve  y-study

This section contains responses to specific questions froautomated fax system used by the Bureau is now called

the questionnaires. Included are responses from the coBLS Ready Facts.)

bined total of all user groups followed by responses from Only responses to questions 5 through 15 are represented

each individual group. for the all group totals. Questions 1 through 4 were spe-
Responses are presented in the format of the quesific to individual user groups and thus those responses were

tionnaires themselves. That is, the way readers of thisot combined for all of the groups.

publication see the responses is in the format that re- For individual user groups, responses to all questions (1

spondents to the survey saw the questions. (Note: The 15) are presented.
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Overall respondents
(Responses to questions are shown in percent, unless otherwise indicated.)

5. Overall, how satisfied are you with Consumer Price Very Somewhat
Index products and services? satisfied satisfied
63 29
6. How satisfied are you with the following characteristics of the CPI1?
Very Somewhat
satisfied satisfied
The applicability of CPI information to my specific data 61 31
needs
The ease of comprehension of CPI information 48 37
The time between the release of data and the end of the 30 34
month they represent
The CPI practice of not publishing preliminary data; that 53 22

is, CPI data are final when initially published

Neutral Somewhat Very
dissatisfied dissatisfied
6 1 0
Neutral Somewhat Very
dissatisfied dissatisfied
6 3 0
11 2 1
21 12 2
23 2 1

7. Please rank, from most important to least important, the following characteristics of CPI information.

Use 1 to indicate the most important, 2 to indicate the next most important
... Please use each number only one time.

The applicability of CPI information to my specific data needs
The ease of comprehension of CPI information

The time between the release of data and the end of the month they represent

The CPI practice of not publishing preliminary data; that is, CPl data are final when

initially published

8. What do you use CPI data for? 9. What is your primary use of CPI data?

(mark ALL that apply) (mark only ONE)
62 27
48 37
44 11
35 11
31 10
12 2
15 8

10. Which types of CPI information do you use? (mark ALL that apply)
86 Consumer Price Index for All Urban Consumers (CPI-U)

Rank
(1to 4)
Avg. rank

1.7

24
2.7

3.2

Measure genera inflation

Escalate payments

Perform projections or forecasts
Measure price trends for specific items
Accounting purposes

Deflate other series

Other

45 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)

23 Average Prices

Educational materials (e.g., fact sheets, articles, methodology announcements)

9

8 Seasonal factors
6 Variances

1 Responserates
6 Other

Overall respondents



11. How often do you use CPI information?  (mark only ONE)
51 Each month or more frequently
8 Onceevery 2 months
23 Once every 3to 6 months
16 Onceayear
2 Lessthan once ayear

12. For what time frames do you compare indexes or percent changes? (mark ALL that apply)
29 1 month
4 2 months
20 Quarterly
12 6 months
59 12 months
57 Annua average to annual average
6 Semiannual average to semiannual average
30 Current period to base period
3 Other
1 Don't useindexes or percent changes

13. Which type of indexes or percent changes do you use? (mark only ONE)
41 Both seasonally adjusted and unadjusted
28 Only unadjusted
20 Only seasonally adjusted
11 Don’t use indexes or percent changes

14. Which index items do you use in which areas? U.S. City Region Metropolitan Population Region-pop
(mark ALL that app|y) Average (e.g. South, Areas size classes size class
Northeast,..) (e.g. Dallas, (e.g. Size (e.g. West
Chicago,...) class A,...) A-sized,...)
Iltem Groups
All items 65 25 31 6 6
Major group (The major groups are Food and beverages, 30 15 13 3 4

Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group 17 9 7 2 3
indexes, see attached colored sheet)

Special indexes (for examples of Special indexes, see attached 16 8 7 2 2
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached 19 9 8 3 3
colored sheet)

Average price data for food 12 7 n. a n. a n. a

Average price datafor energy 13 8 5 2 2

15. Which of the following CPI products and services did you know about before you got this questionnaire?

(mark ALL that apply)
95 Consumer Price Indexes 49 CPI Detailed Report
37 Average Prices 35 U.S. CPI Summary Data News Release
37 Seasonal adjustment factors 33 CPI Quickline Recording (202 606-6994)
13 Variances 20 CPI Information Staff
5 Response rates 14 FAXSTAT automated FAX system
9 Fact sheets on topics of common interest 20 Internet availability of data and press releases
10 Methodol ogy announcements (stats.bls.gov)

20 World Wide Web home page (http://stats.bls.gov)

Overall respondents



CPI Detailed Report readers
(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE) **
100 72 CPI Detailed Report
45 7 U.S. Summary Data News Release
22 8 Regional or local release
9 3 CPI Quickline Recording [(202) 606-6994]
18 5 Telephone
7* 2% ViaFAX, &fter | telephone, mail, or FAX in arequest
* * ViaFAX, using an automated FAX system
1 1 ViaU.S. mail, after | telephone, mail, or FAX in arequest
17 3 Monthly Labor Review
16 4 Internet (e.g., World Wide Web, Gopher, ...)
8 3 Other

* The 7 and 2 figures represent both faxes sent after personal requests and those using an automated fax system.
** Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of the CPI Detailed Report ?

Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
The overall quality of the CPI Detailed Report 54 31 12 2 1
The amount of time between release date and receipt of the 13 24 31 21 10
CPI Detailed Report
Thetime periods included in historical tables published in 35 34 26 4 1
the CPI Detailed Report
The usefulness of articles/explanations included in the 28 30 40 2 1
CPI Detailed Report
The ease of locating desired information in the CPI 28 37 25 9 1
Detailed Report
4. Please rank, from most important to least important, the following aspects of the CPI Detailed Report .
Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The amount of time between release date and receipt of the CPI Detailed Report 2.0
The time periods included in historical tables published in the CPI Detailed Report 25
The usefulness of articles/explanations included in the CPI Detailed Report 33
The ease of locating desired information in the CPI Detailed Report 2.3

CPI Detailed Report readers



5. Overall, how satisfied are you with Consumer Very Somewhat Neutral Somewhat Very

Price Index products and services? satisfied satisfied dissatisiied  dissatisfied
44 42 10 2 1
6. How satisfied are you with the following characteristics of the CPI?
Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
The applicability of CPI information to my specific data 48 40 8 2 2
needs
The ease of comprehension of CPI information 34 46 15 4 1
The time between the release of data and the end of the 15 32 21 23 10
month they represent
The CPI practice of not publishing preliminary data; that 43 23 31 2 1

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The applicability of CPI information to my specific data needs 1.9
The ease of comprehension of CPI information 25
The time between the release of data and the end of the month they represent 24
The CPI practice of not publishing preliminary data; that is, CPl data are final when 33
initially published
8. What do you use CPI data for? 9. What is your primary use of CPI data?
(mark ALL that apply) (mark only ONE)  *
78 35 Measure general inflation
42 23 Escalate payments
54 11 Perform projections or forecasts
53 17 Measure price trends for specific items
38 8 Accounting purposes
14 2 Deflate other series
16 8 Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)
93 Consumer Price Index for All Urban Consumers (CPI-U)
53 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)
35 Average Prices
12 Educational materials (e.g., fact sheets, articles, methodology announcements)
11 Seasond factors
11 Variances
4 Response rates
8 Other

11. How often do you use CPI information?  (mark only ONE)
60 Each month or more frequently
10 Once every 2 months
23 Onceevery 3 to 6 months
7 Onceayear
0 Lessthan once ayear

CPI Detailed Report readers



12. For what time frames do you compare indexes or percent changes?

31 1 month

7 2months

23 Quarterly

13 6 months

56 12 months

64 Annual average to annual average

9 Semiannual average to semiannual average
32 Current period to base period

4 Other

1 Don't useindexes or percent changes

13. Which type of indexes or percent changes do you use?
46 Both seasonally adjusted and unadjusted
26 Only unadjusted
20 Only seasonally adjusted
8 Don't use indexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

(mark only ONE)

U.S. City Region
Average (e.g. South,
Northeast,..)

78

49

25

24

34

17

18

34

26

16

14

18

9

10

(mark ALL that apply)

Metropolitan
Areas

(e.g. Dallas,

Chicago,...)

39

25

10

14

18

Population
size classes
(e.g. Size
class A,...)

9

8

15. Which of the following CPI products and services did you know about before you got this questionnaire?

(mark ALL that apply)

94 Consumer Price Indexes 94
51 Average Prices 33
49 Seasonal adjustment factors 20
21 Variances 13
10 Response rates 7
12 Fact sheets on topics of common interest 24
15 Methodology announcements

24

CPI Detailed Report
U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system
Internet availability of data and press releases

(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

CPI Detailed Report readers

Region-pop
size class

(e.g. West
A-sized,...)

11

9



U.S. summary data news release recipients

(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE) *
26 16
100 71
11 7
12 6
6 3
0 0
0 0
2 1
8 1
8 2
2 1

CPI Detailed Report

U.S. Summary Data News Release

Regional or local release

CPI Quickline Recording [(202) 606-6994]
Telephone

ViaFAX, &fter | telephone, mail, or FAX in arequest
ViaFAX, using an automated FAX system

ViaU.S. mail, after | telephone, mail, or FAX in arequest
Monthly Labor Review

Internet (e.g., World Wide Web, Gopher, ...)

Other

* Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of the Summary Data News Release?

The overall quality of the Summary Data News Release

The clarity/readability of the Summary Data News Release

The group of indexes included

The ease of getting on or off the mailing list or of having

your name or address changed

The amount of time between release date and receipt of the

Summary Data News Release
The regular receipt of acopy each and every month

Very Somewhat Neutral Somewhat

satisfied satisfied dissatisfied
71 21 8 0
58 27 11 3
55 27 15 3
45 13 38 2
37 30 20 10
77 12 9 1

Very
dissatisfied
0
1
0
1
3

2

4. Please rank, from most important to least important, the following aspects of the Summary Data News Release.

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.

The clarity/readability of the Summary Data News Release

The group of indexes included

The ease of getting on or off the mailing list or of having your name or address changed

The amount of time between release date and receipt of the Summary Data News Release

The regular receipt of acopy each and every month

Rank
(1to 5)
Avg. rank

2.3

2.9

&
o

w
=

N
(N

U.S summary data news release recipients



5. Overall, how satisfied are you with Consumer Very Somewhat Neutral Somewhat Very

Price Index products and services? satisfied satisfied dissatisiied  dissatisfied
62 30 8 1 0
6. How satisfied are you with the following characteristics of the CPI?
Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
The applicability of CPI information to my specific data 56 33 7 3 0
needs
The ease of comprehension of CPI information 55 35 9 2 0
The time between the release of data and the end of the 35 37 23 5 1
month they represent
The CPI practice of not publishing preliminary data; that 57 23 20 0 0

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The applicability of CPI information to my specific data needs 18
The ease of comprehension of CPI information 22
The time between the release of data and the end of the month they represent 2.8
The CPI practice of not publishing preliminary data; that is, CPl data are final when 32
initially published
8. What do you use CPI data for? 9. What is your primary use of CPI data?
(mark ALL that apply) (mark only oNE) *
73 40 Measure general inflation
45 36 Escalate payments
49 9 Perform projections or forecasts
41 12 Measure price trends for specific items
29 8 Accounting purposes
7 1 Deflate other series
12 3 Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)
87 Consumer Price Index for All Urban Consumers (CPI-U)
54 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)
34 Average Prices
13 Educational materials (e.g., fact sheets, articles, methodology announcements)
Seasonal factors
Variances
Response rates
Other

W N 00

11. How often do you use CPI information?  (mark only ONE)
53 Each month or more frequently
10 Once every 2 months
26 Onceevery 3 to 6 months
7 Onceayear
3 Lessthan once ayear

U.S summary data news release recipients



12. For what time frames do you compare indexes or percent changes?

36 1 month
8 2months
29 Quarterly
20 6 months
63 12 months
52 Annual average to annual average
8 Semiannua average to semiannual average
29 Current period to base period
3 Other
2 Don’'t useindexes or percent changes

13. Which type of indexes or percent changes do you use?
49 Both seasonally adjusted and unadjusted
25 Only unadjusted
17 Only seasonally adjusted
9 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

15. Which of the following CPI

(mark ALL that apply)

96 Consumer Price Indexes 49
46 Average Prices 54
41 Seasonal adjustment factors 17
16 Variances 7
5 Response rates 4
7 Fact sheets on topics of common interest 11
6 Methodology announcements

10

(mark ALL that apply)

(mark only ONE)

U.S. City Region Metropolitan Population
Average (e.g. South, Areas size classes
Northeast,..) (e.g. Dallas, (e.g. Size
Chicago,...) class A,...)
82 42 25 13
39 24 13 8
23 14 8 6
16 11 5 4
21 10 6 6
18 11 n a n a
21 13 4 5

products and services did you know about before you got this questionnaire?

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system

Internet availability of data and press rel eases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

U.S summary data news release recipients

Region-pop
size class

(e.g. West
A-sized,...)

12

8



Regional or local release recipients
(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE) **
25 15 CPI Detailed Report
16 17 U.S. Summary Data News Release
100 63 Regional or local release
12 2 CPI Quickline Recording [(202) 606-6994]
12 4 Telephone
5* 2% ViaFAX, &fter | telephone, mail, or FAX in arequest
* * ViaFAX, using an automated FAX system
1 0 ViaU.S. mail, after | telephone, mail, or FAX in arequest
6 0 Monthly Labor Review
7 0 Internet (e.g., World Wide Web, Gopher, ...)
7 8 Other

* The 5 and 2 figures represent both faxes sent after personal requests and those using an automated fax system.

** Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of the regional or local release you receive?
Neutral

Very Somewhat
satisfied satisfied
The overall quality of the regional or local release 66 24
The clarity/readability of the regional or local release 68 21
The group of indexes included 61 21
The ease of getting on or off the mailing list or of having 57 8
your name or address changed
The amount of time between release date and receipt of the 39 38

regional or local release

4. Please rank, from most important to least important, the following aspects of regional or local release you

receive.
Use 1 to indicate the most important, 2 to indicate the next most important ...
Please use each number only onetime.

The clarity/readability of the regional or local release

The group of indexes included

The ease of getting on or off the mailing list or of having your name or address changed

The amount of time between release date and receipt of the regional or local release

5. Overall, how satisfied are you with Consumer Very Somewhat
Price Index products and services? satisfied satisfied
63 33
6. How satisfied are you with the following characteristics of the CPI?
Very Somewhat
satisfied satisfied
The applicability of CPI information to my specific data 59 35
needs
The ease of comprehension of CPI information 51 38

Regional or local release recipients

9

12

16

32

15

Somewhat

dissatisfied

1

0

1

3

8

Rank
(1to 4)
Avg. rank
1.8
2.2
3.6
2.5
Neutral Somewhat
dissatisfied
3 0
Neutral Somewhat
dissatisfied
5 2
11 0

Very
dissatisfied
0

0

0

Very
dissatisfied

0

Very
dissatisfied
0

0



The time between the release of data and the end of the 39 38 11 12

month they represent
The CPI practice of not publishing preliminary data; that 63 23 14 0
is, CPI data are final when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The applicability of CPI information to my specific data needs 1.6
The ease of comprehension of CPI information 2.3
The time between the release of data and the end of the month they represent 29
The CPI practice of not publishing preliminary data; that is, CPl data are final when 3.2
initially published
8. What do you use CPI data for? 9. What is your primary use of CPI data?
(mark ALL that apply) (mark only ONE) *
61 22 Measure general inflation
54 51 Escalate payments
52 11 Perform projections or forecasts
33 6 Measure price trends for specific items
34 9 Accounting purposes
3 3 Deflate other series
9 6 Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)
97 Consumer Price Index for All Urban Consumers (CPI-U)
45 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)
16 Average Prices
10 Educational materials (e.g., fact sheets, articles, methodology announcements)
3 Seasonal factors
9 Variances
0 Responserates
4 Other

11. How often do you use CPI information?  (mark only ONE)
58 Each month or more frequently
9 Onceevery 2 months
22 Onceevery 3 to 6 months
10 Onceayear
1 Lessthan once ayear

Regional or local release recipients



12. For what time frames do you compare indexes or percent changes?

30 1 month

4 2 months

23 Quarterly

14 6 months

67 12 months

54 Annual average to annual average

1 Semiannua average to semiannual average
36 Current period to base period

1 Other

3 Don't useindexes or percent changes

13. Which type of indexes or percent changes do you use?
43 Both seasonally adjusted and unadjusted
27 Only unadjusted
19 Only seasonally adjusted
11 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

15. Which of the following CPI

(mark ALL that apply)

99 Consumer Price Indexes 35
29 Average Prices 32
28 Seasonal adjustment factors 18
10 Variances 9
3 Response rates 15
10 Fact sheets on topics of common interest 10
7 Methodology announcements

10

(mark ALL that apply)

(mark only ONE)

U.S. City Region Metropolitan Population
Average (e.g. South, Areas size classes
Northeast,..) (e.g. Dallas, (e.g. Size
Chicago,...) class A,...)
68 35 42 8
25 17 9 3
18 11 6 3
8 3 2 0
9 5 1 0
9 9 n a n a
14 12 5 1

products and services did you know about before you got this questionnaire?

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system

Internet availability of data and press releases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

Regional or local release recipients

Region-pop
size class

(e.g. West
A-sized,...)

11



CPI Quickline callers

(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE) **
23 10
23 12
9 3
100 66
21 10
6 4
* *
3 0
4 1
10 6
6 2

CPI Detailed Report

U.S. Summary Data News Release

Regional or local release

CPI Quickline Recording [(202) 606-6994]
Telephone

ViaFAX, &fter | telephone, mail, or FAX in arequest
ViaFAX, using an automated FAX system

ViaU.S. mail, after | telephone, mail, or FAX in arequest
Monthly Labor Review

Internet (e.g., World Wide Web, Gopher, ...)

Other

* The 6 and 4 figures represent both faxes sent after personal requests and those using an automated fax system.
** Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of the Quickline recording?

The overall quality of the Quickline recording
The 24-hour availability
The direct accessto CPI information
The group of indexes on the recording

The pace of the message on the recording

Very Somewhat Neutral Somewhat

satisfied satisfied dissatisfied
69 23 7 2
77 8 15 0
79 15 5 1
59 18 20 3
58 24 15 4

4. Please rank, from most important to least important, the following aspects of the Quickline recording.

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The 24-hour availability
The direct accessto CPI information
The group of indexes on the recording
The pace of the message on the recording

5. Overall, how satisfied are you with Consumer
Price Index products and services?

Rank
(1to 4)
Avg. rank

2.8

13

N
\l

N
©

Somewhat Neutral Somewhat

satisfied dissatisfied
26 9 0

Very
satisfied

66

CPI Quickline callers

Very
dissatisfied
0

0

0

Very
dissatisfied

0



6. How satisfied are you with the following characteristics of the CPI?

Very
satisfied
The applicability of CPI information to my specific data 67
needs
The ease of comprehension of CPI information 52
The time between the release of data and the end of the 30
month they represent
The CPI practice of not publishing preliminary data; that 58

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Somewhat
satisfied
26
35
33

18

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The applicability of CPI information to my specific data needs

The ease of comprehension of CPI information

The time between the release of data and the end of the month they represent

The CPI practice of not publishing preliminary data; that is, CPl data are final when

initially published

8. What do you use CPI data for? 9. What is your primary use of CPI data?

(mark ALL that apply) (mark only ONE) *
54 25
57 45
39 9
19 7
28 12
11 3
10 5

Neutral

4
11
20

20

Rank
(1to 4)

Somewhat
dissatisfied

3

1

16

3

Avg. rank

1.8

24

N
o

w
(N

Measure general inflation

Escalate payments

Perform projections or forecasts

Very
dissatisfied

0

0

1

1

Measure price trends for specific items

Accounting purposes

Deflate other series

Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)

86 Consumer Price Index for All Urban Consumers (CPI-U)

45 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)

Average Prices

Seasonal factors
Variances
Response rates
Other

Ok = WO

11. How often do you use CPI information?  (mark only ONE)
66 Each month or more frequently
6 Onceevery 2 months
14 Once every 3to 6 months
13 Onceayear
1 Lessthan once ayear

CPI Quickline callers

Educational materials (e.g., fact sheets, articles, methodology announcements)



12. For what time frames do you compare indexes or percent changes?

31 1 month

4 2 months

14 Quarterly

9 6 months

61 12 months

51 Annual average to annual average

2 Semiannual average to semiannual average
27 Current period to base period

3 Other

1 Don't useindexes or percent changes

13. Which type of indexes or percent changes do you use?
33 Both seasonally adjusted and unadjusted
34 Only unadjusted
22 Only seasonally adjusted
11 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

15. Which of the following CPI

(mark ALL that apply)

95 Consumer Price Indexes 37
27 Average Prices 36
38 Seasonal adjustment factors 79
8 Variances 24
2 Response rates 7
5 Fact sheets on topics of common interest 15
5 Methodology announcements

13

(mark ALL that apply)

(mark only ONE)

U.S. City Region Metropolitan Population
Average (e.g. South, Areas size classes
Northeast,..) (e.g. Dallas, (e.g. Size
Chicago,...) class A,...)
83 14 37 2
19 8 9 3
9 4 4 1
10 4 4 2
11 6 5 2
6 2 n.a n.a
9 3 3 1

products and services did you know about before you got this questionnaire?

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system

Internet availability of data and press releases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

CPI Quickline callers

Region-pop
size class

(e.g. West
A-sized,...)



Telephone callers

(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE) **
19 15
17 8
16 9
19 11
100 51
15 12
* *
8 5
7 3
9 4
7 2

CPI Detailed Report

U.S. Summary Data News Release

Regional or local release

CPI Quickline Recording [(202) 606-6994]
Telephone

ViaFAX, &fter | telephone, mail, or FAX in arequest
ViaFAX, using an automated FAX system

ViaU.S. mail, after | telephone, mail, or FAX in arequest
Monthly Labor Review

Internet (e.g., World Wide Web, Gopher, ...)

Other

* The 15 and 12 figures represent both faxes sent after personal requests and those using an automated fax system.
** Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of your telephone call(s) for information or assistance to the

CPI office?
Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
The overall quality of our response(s) to your telephone 77 17 4 1 1
cal(s)
The knowledge of the CPI analyst providing you the 74 20 6 1 0
information
The professionalism of the CPI analyst providing you the 74 17 8 1 0
information
The fact that you interact with a person to get information 83 9 7 0 1
The extent to which the information that you receive 86 11 2 1 1

corresponds to what you request

4. Please rank, from most important to least important, the following aspects of your telephone call(s) for

information or assistance to the CPI office.

Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The knowledge of the CPI analyst providing you the information 2.3
The professionalism of the CPI analyst providing you the information 3.0
The fact that you interact with a person to get information 2.7
The extent to which the information that you receive corresponds to what you request 1.9
5. Overall, how satisfied are you with Consumer Very Somewhat Neutral Somewhat - Very
Price Index products and services? satisfied satisfied dissatisfied  dissatisfied
77 16 5 2 0

Telephone callers



6. How satisfied are you with the following characteristics of the CPI?

Very
satisfied
The applicability of CPI information to my specific data 66
needs
The ease of comprehension of CPI information 45
The time between the release of data and the end of the 32
month they represent
The CPI practice of not publishing preliminary data; that 52

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Somewhat
satisfied
29
39
35

26

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The applicability of CPI information to my specific data needs

The ease of comprehension of CPI information

The time between the release of data and the end of the month they represent

The CPI practice of not publishing preliminary data; that is, CPl data are final when

initially published

8. What do you use CPI data for? 9. What is your primary use of CPI data?

(mark ALL that apply) (mark only ONE) *
55 22
57 44
35 11
35 13
34 12
12 2
10 5

Neutral

4
14
22

21

Rank
(1to 4)

Somewhat
dissatisfied

1

3

11

1

Avg rank

16

24

N
®

w
w

Measure general inflation

Escalate payments

Perform projections or forecasts

Very
dissatisfied

0

0

1

0

Measure price trends for specific items

Accounting purposes

Deflate other series

Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)

83 Consumer Price Index for All Urban Consumers (CPI-U)

42 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)

21 Average Prices

6 Educational materials (e.g., fact sheets, articles, methodology announcements)

6 Seasonal factors
5 Variances

0 Responserates
7 Other

11. How often do you use CPI information?  (mark only ONE)
47 Each month or more frequently
5 Onceevery 2 months
23 Onceevery 3 to 6 months
22 Onceayear
4  Lessthan once ayear

Telephone callers



12. For what time frames do you compare indexes or percent changes?

28 1 month

3 2months

15 Quarterly

12 6 months

63 12 months

58 Annual average to annual average

5 Semiannual average to semiannual average
30 Current period to base period

2 Other

1 Don't useindexes or percent changes

13. Which type of indexes or percent changes do you use?
36 Both seasonally adjusted and unadjusted
27 Only unadjusted
20 Only seasonally adjusted
17 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

15. Which of the following CPI

(mark ALL that apply)

97 Consumer Price Indexes 36
30 Average Prices 28
27 Seasonal adjustment factors 29
8 Variances 29
7 Response rates 13
6 Fact sheets on topics of common interest 13
9 Methodology announcements

14

(mark ALL that apply)

(mark only ONE)

U.S. City Region Metropolitan Population
Average (e.g. South, Areas size classes
Northeast,..) (e.g. Dallas, (e.g. Size
Chicago,...) class A,...)
66 19 35 4
30 11 14 2
12 4 4 1
13 4 5 2
18 3 6 1
10 4 n.a n. a
11 4 2 1

products and services did you know about before you got this questionnaire?

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system

Internet availability of data and press releases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

Telephone callers

Region-pop
size class

(e.g. West
A-sized,...)

4

3



Fax recipients

(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI

information?

(mark ALL that apply)
23

19
14
16
36
63
22
22

9

6
15
10

2. Which of these sources
is most useful to you?

(mark only ONE) *
10
7
6
5
14
39
23

1

8
6

CPI Detailed Report

U.S. Summary Data News Release

Regional or local release

CPI Quickline Recording [(202) 606-6994]
Telephone

ViaFAX, &fter | telephone, mail, or FAX in arequest
ViaFAX, using an automated FAX system

ViaFAX, neither method specified

ViaU.S. mail, after | telephone, mail, or FAX in arequest
Monthly Labor Review

Internet (e.g., World Wide Web, Gopher, ...)

Other

* Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of your receipt of CPI information via FAX transmission?

The overall quality of your receipt of CPI information
viaFAX

The ease of making your request

The extent to which the information that you receive

corresponds to what you request

The amount of time between requesting information and
receiving aFAX

The clarity/readability of information received

Very Somewhat Neutral Somewhat

satisfied satisfied dissatisfied
79 17 3 1
76 20 2 2
83 15 1 0
74 17 6 2
68 25 4 3

Very
dissatisfied
0
0
0
0

0

4. Please rank, from most important to least important, the following aspects of your receipt of CPI information via

FAX transmission.

Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The ease of making your request 2.6
The extent to which the information that you receive corresponds to what you request 2.0
The amount of time between requesting information and receiving a FAX 2.6
The clarity/readability of information received 2.8
5. Overall, how satisfied are you with Consumer Very Somewhat Neutral Somewnhat
Price Index products and services? satisfied satisfied dissatisfied
70 28 2 0

Fax recipients

Very
dissatisfied

0



6. How satisfied are you with the following characteristics of the CPI?

Very
satisfied
The applicability of CPI information to my specific data 70
needs
The ease of comprehension of CPI information 54
The time between the release of data and the end of the 29
month they represent
The CPI practice of not publishing preliminary data; that 51

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Somewhat
satisfied
26
36
37

21

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The applicability of CPI information to my specific data needs

The ease of comprehension of CPI information

The time between the release of data and the end of the month they represent

The CPI practice of not publishing preliminary data; that is, CPl data are final when

initially published

8. What do you use CPI data for? 9. What is your primary use of CPI data?

(mark ALL that apply) (mark only ONE) *
58 22
48 37
44 11
33 12
35 12
15 2
17 11

Neutral

3
10
24

25

Rank
(1to 4)

Avg rank

16

2.3

N
®

w
w

Measure general inflation
Escalate payments
Perform projections or forecasts

Somewhat
dissatisfied

1

0

9

3

Very
dissatisfied

0

0

1

Measure price trends for specific items

Accounting purposes

Deflate other series

Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)

83 Consumer Price Index for All Urban Consumers (CPI-U)

41 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)

20 Average Prices

7 Educational materials (e.g., fact sheets, articles, methodology announcements)

11 Seasonal factors
5 Variances

2 Responserates

9 Other

11. How often do you use CPI information?  (mark only ONE)
38 Each month or more frequently
10 Once every 2 months
26 Onceevery 3 to 6 months
25 Onceayear
1 Lessthan once ayear

Fax recipients



12. For what time frames do you compare indexes or percent changes?

25 1 month

2 2months

16 Quarterly

8 6 months

58 12 months

59 Annual average to annual average

9 Semiannual average to semiannual average
29 Current period to base period

4 Other

0 Don’'t useindexes or percent changes

13. Which type of indexes or percent changes do you use?
44 Both seasonally adjusted and unadjusted
26 Only unadjusted
18 Only seasonally adjusted
12 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

(mark ALL that apply)

(mark only ONE)

U.S. City
Average

69

34

19

19

20

14

13

Region
(e.g. South,
Northeast,..)

26

11

Metropolitan
Areas
(e.g. Dallas,
Chicago,...)

36

14

Population
size classes
(e.g. Size
class A,...)

15. Which of the following CPI  products and services did you know about before you got this questionnaire?

(mark ALL that apply)

97 Consumer Price Indexes 42
31 Average Prices 31
32 Seasonal adjustment factors 33
12 Variances 28
3 Response rates 34
9 Fact sheets on topics of common interest 24
9 Methodology announcements

22

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system
Internet availability of data and press releases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

Fax recipients

Region-pop
size class

(e.g. West
A-sized,...)



U.S. Postal Service (personal mail) recipients

(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE) **
25 21
26 18
18 12
12 4
25 9
13 9
* *
100 30
7 3
8 6
10 4

CPI Detailed Report

U.S. Summary Data News Release

Regional or local release

CPI Quickline Recording [(202) 606-6994]
Telephone

ViaFAX, &fter | telephone, mail, or FAX in arequest
ViaFAX, using an automated FAX system

ViaU.S. mail, after | telephone, mail, or FAX in arequest
Monthly Labor Review

Internet (e.g., World Wide Web, Gopher, ...)

Other

* The 13 and 9 figures represent both faxes sent after personal requests and those using an automated fax system.
** Please note that some responses included more than one source as being the most useful and thus this column does not sum to 100.

3. How satisfied are you with the following aspects of the CPI response(s) that you receive through

the mail?

The overall quality of our response to you through the
mail
The clarity of the information received

The amount of time between requesting information and

receiving it

The extent to which the information you receive
corresponds to what you request

The ease of making your request

4. Please rank, from most important to least important, the following aspects of the CPI response(s) that you

receive through the mail.

Very Somewhat Neutral Somewhat

satisfied satisfied dissatisfied
77 8 9 5
65 25 9 1
51 23 18 7
71 21 7 1
53 22 14 8

Use 1 to indicate the most important, 2 to indicate the next most important ... Rank
Please use each number only one time. (1to 4)
Avg. rank
The clarity of the information received 2.2
The extent to which the information you receive corresponds to what you request 2.2
The amount of time between requesting information and receiving it 2.7
The ease of making your request 2.9
5. Overall, how satisfied are you with Consumer Very Somewhat Neutral Somewhat
Price Index products and services? satisfied satisfied dissatisfied
67 26 5 1

Personal (U.S Postal Service) mail

Very
dissatisfied
1

0

1

Very
dissatisfied

1



6. How satisfied are you with the following characteristics of the CPI?

Very
satisfied
The applicability of CPI information to my specific data 66
needs
The ease of comprehension of CPI information 55
The time between the release of data and the end of the 36
month they represent
The CPI practice of not publishing preliminary data; that 62

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Somewhat
satisfied
21
32
31

20

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The applicability of CPI information to my specific data needs

The ease of comprehension of CPI information

The time between the release of data and the end of the month they represent

The CPI practice of not publishing preliminary data; that is, CPl data are final when

initially published

8. What do you use CPI data for? 9. What is your primary use of CPI data?

(mark ALL that apply) (mark only ONE) *

58 24
48 44
26 8
28 9
25 11

8 2
20 5

Neutral

6
11
23

13

Rank
(1to 4)

Avg rank

17

24

N
®

o
[

Measure general inflation

Somewhat
dissatisfied

6

1

9

1

Escalate payments

Perform projections or forecasts

Very
dissatisfied

0

1

1

Measure price trends for specific items

Accounting purposes

Deflate other series

Other

* Please note that some responses included more than one use as being the primary use and thus this column does not sum to 100.

10. Which types of CPI information do you use? (mark ALL that apply)

80 Consumer Price Index for All Urban Consumers (CPI-U)

42 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)

23 Average Prices

Seasonal factors
Variances
Response rates
Other

AP WOO

11. How often do you use CPI information?  (mark only ONE)
37 Each month or more frequently
4 Once every 2 months
21 Onceevery 3 to 6 months
32 Onceayear
6 Lessthan once ayear

Personal (U.S Postal Service) mail

Educational materials (e.g., fact sheets, articles, methodology announcements)



12. For what time frames do you compare indexes or percent changes?

24 1 month

1 2months

15 Quarterly

9 6 months

52 12 months

50 Annual average to annual average

6 Semiannual average to semiannual average
26 Current period to base period

5 Other

5 Don’'t useindexes or percent changes

13. Which type of indexes or percent changes do you use?
27 Both seasonally adjusted and unadjusted
38 Only unadjusted
19 Only seasonally adjusted
16 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

15. Which of the following CPI

(mark ALL that apply)

98 Consumer Price Indexes 41
35 Average Prices 35
29 Seasonal adjustment factors 13
11 Variances 15
2 Response rates 11
10 Fact sheets on topics of common interest 12
13 Methodology announcements

12

(mark ALL that apply)

(mark only ONE)

U.S. City Region Metropolitan Population
Average (e.g. South, Areas size classes
Northeast,..) (e.g. Dallas, (e.g. Size
Chicago,...) class A,...)
63 30 31 2
27 21 12 1
11 9 7 0
12 7 9 1
11 11 6 2
7 9 n.a n.a
11 11 6 1

products and services did you know about before you got this questionnaire?

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system

Internet availability of data and press rel eases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

Personal (U.S Postal Service) mail

Region-pop
size class

(e.g. West
A-sized,...)

4

1



Internet respondents

(Responses to questions are shown in percent, unless otherwise indicated.)

1. How do you get CPI 2. Which of these sources

information? is most useful to you?
(mark ALL that apply) (mark only ONE)
20 8
14 0
18 8
4 1
9 1
4 3
* *
0 0
6 0
100 71
14 6

CPI Detailed Report

U.S. Summary Data News Release

Regional or local release

CPI Quickline Recording [(202) 606-6994]
Telephone

ViaFAX, &fter | telephone, mail, or FAX in arequest
ViaFAX, using an automated FAX system

ViaU.S. mail, after | telephone, mail, or FAX in arequest
Monthly Labor Review

Internet (e.g., World Wide Web, Gopher, ...)

Other

* The 4 and 3 figures represent both faxes sent after personal requests and those using an automated fax system.

3. How satisfied are you with the following aspects of CPI information acquired via Internet (e.g., World Wide Web,

Gopher, ...) ?

The overall quality of CPI information acquired through

the Internet
The ease of getting the CPI information you want

The usefulness of CPI-related text provided
The ability to get CPI datain an electronic format

The 24-hour availability

4. Please rank, from most important to least important, the following aspects of CPI information acquired via

Internet (e.g., World Wide Web, Gopher , ...).

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The ease of getting the CPl information you want
The usefulness of CPI-related text provided
The ability to get CPI datain an electronic format
The 24-hour availability

5. Overall, how satisfied are you with Consumer
Price Index products and services?

Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
53 33 7 6 1
43 33 4 12 7
53 25 12 7 2
70 14 5 7 5
87 7 3 1 1
Rank
(1to 4)
Avg. rank
2.0
2.9
2.3
2.8
Very Somewhat Neutral Somewhat Very
satisfied satisfied dissatisfied dissatisfied
438 43 4 3 1

Internet respondents



6. How satisfied are you with the following characteristics of the CPI?

Very
satisfied
The applicability of CPI information to my specific data 35
needs
The ease of comprehension of CPI information 46
The time between the release of data and the end of the 42
month they represent
The CPI practice of not publishing preliminary data; that 45

is, CPI data arefinal when initialy published

7. Please rank, from most important to least important, the following characteristics of CPI information.

Somewhat
satisfied
42
33
24

21

Use 1 to indicate the most important, 2 to indicate the next most important ...

Please use each number only onetime.
The applicability of CPI information to my specific data needs

The ease of comprehension of CPI information

The time between the release of data and the end of the month they represent

The CPI practice of not publishing preliminary data; that is, CPl data are final when

initially published

8. What do you use CPI data for? 9. What is your primary use of CPI data?

(mark ALL that apply) (mark only ONE)
60 31
23 11
53 18
33 11
18 6
14 6
28 17

10. Which types of CPI information do you use? (mark ALL that apply)

83 Consumer Price Index for All Urban Consumers (CPI-U)

Neutral

14
9
24

29

Rank
(1to 4)

Avg. rank

1.8

24

N
o

w
w

Measure general inflation

Somewhat
dissatisfied

7

7

6

5

Escalate payments

Perform projections or forecasts

Very
dissatisfied

1

5

3

Measure price trends for specific items

Accounting purposes

Deflate other series

Other

36 Consumer Price Index for Urban Wage Earners and Clerical Workers (CPI-W)

39 Average Prices

18 Educational materials (e.g., fact sheets, articles, methodology announcements)

15 Seasonal factors
6 Variances

1 Response rates

8 Other

11. How often do you use CPI information?  (mark only ONE)
50 Each month or more frequently
14  Once every 2 months
27 Onceevery 3 to 6 months
7 Onceayear
2 Lessthan once ayear

Internet respondents



12. For what time frames do you compare indexes or percent changes?

30 1 month

3 2months

35 Quarterly

14 6 months

48 12 months

58 Annual average to annual average
Semiannual average to semiannual average
Current period to base period

Other

Don't use indexes or percent changes

NRARS

13. Which type of indexes or percent changes do you use?
52 Both seasonally adjusted and unadjusted
22 Only unadjusted
21 Only seasonally adjusted
5 Don't useindexes or percent changes

14. Which index items do you use in which areas?
(mark ALL that apply)

Item Groups
All items

Magjor group (The major groups are Food and beverages,
Housing, Apparel and upkeep, Transportation, Medical
care, Entertainment, and Other goods and services)

Commodity and service group (for examples of C& S group
indexes, see attached colored sheet)

Specia indexes (for examples of Special indexes, see attached
colored sheet)

Detailed indexes (for examples of Detailed indexes, see attached
colored sheet)

Average price data for food

Average price data for energy

15. Which of the following CPI

(mark ALL that apply)

86 Consumer Price Indexes 47
57 Average Prices 34
54 Seasonal adjustment factors 18
15 Variances 13
9 Response rates 12
20 Fact sheets on topics of common interest 58
16 Methodology announcements

58

(mark ALL that apply)

(mark only ONE)

U.S. City Region Metropolitan Population
Average (e.g. South, Areas size classes
Northeast,..) (e.g. Dallas, (e.g. Size
Chicago,...) class A,...)
73 46 42 12
56 36 19 2
43 26 21 7
45 25 21 5
43 30 24 7
33 27 n a n a
31 27 21 8

products and services did you know about before you got this questionnaire?

CPI Detailed Report

U.S. CPl Summary Data News Release

CPI Quickline Recording (202 606-6994)

CPI Information Staff

FAXSTAT automated FAX system

Internet availability of data and press releases
(stats.bls.gov)

World Wide Web home page (http://stats.bls.gov)

Internet respondents

Region-pop
size class

(e.g. West
A-sized,...)

15

10



Comments from respondents

Comments written by respondents to the 1996 CPI Usareas and making the information provided clearer and
Survey cover a wide variety of topics. More than a third okasier to acquire. Other typical comments were “The vol-
the respondents provided written remarks. ume on the Quickline is too low” and “Use more legible
Many remarks were broad statements, such as “Evenand larger print.”
thing is good as is” or “We really like the fax line.” Other  Other respondents noted that they have changed the way
remarks were more specific, complimenting a particulathey now obtain CPI data as a result of the user survey.
individual or service. Some comments involved specificThese respondents said they were previously unaware of
concerns. For example, a number of respondents corthe newer, faster methods of getting CPI information, such
mented that they wanted the CPI release and other infoas the Internet and the automated fax system; and that the
mation services speeded up. guestionnaire itself made them aware of the services they
Respondents offered many suggestions. The two mosbw use.
common suggestions involved producing indexes for new
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Technical note

A CPI user was defined for this study’s purpose as apecific CPI products or publications and has identified
person who uses CPI information and who has direct corproduct changes that should increase customer satisfaction
tact with a Bureau of Labor Statistics (BLS) office or publi-levels among CPI users.
cation. For example, a person who gets CPI data from the This survey-study was intended to help identify prob-
Wall Street Journdlor contract escalation is not a CPI userlems and areas where improvement is needed and desired.
according to this study’s definition, while someone who getSSamples were designed to be large enough to capture a sub-
CPI data from the€CPI Detailed Reporfor the same pur- stantial number of responses so feedback would be varied
pose is considered a CPI user. and useful. Additionally, the survey-study was designed to

The Bureau could not survey all persons in the Unitegrovide useful information in a timely and economical
States who use the CPI, nor could it construct a samplmanner.
frame that would have reached or represented all persons Separate surveys for each group were intended to be in-
who use the CPI from any source. However, since the BL8ependent, and results from each group represent the re-
can solicit opinions from those with whom it has directspondents for that group alone. Since responses for each
contact, a CPI user was defined as such, for this survegroup were not adjusted to represent the population of us-
study. As the survey-study targeted specific CPI user grougs's in each group, overall results represent the combined
and their needs—and not the more broadly defined useotal of all persons who responded to the survey and not all
community—findings should be interpreted as a case stud¥;PI information users. Data have not been extrapolated to
and no attempt should be made to provide inferences tothe greater CPl user community and no estimates of cus-
larger population. tomer satisfaction were made for users outside those who

Specifically, the study has provided information on theresponded to the survey.
current level of satisfaction among surveyed customers of
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Appendix

Response r ates to 1996 CPI User Survey

Number sent to

Delivered to

Response rate

User group Undeliverable Returned (of delivered)
respondents respondents (in percent)

CPI Detailed Report 600 1 599 190 32
U.S. summary data news release 400 2 398 123 31
Regional or local news releases 200 3 197 69 35
Phone callers 370 8 362 190 52
Personal (U.S.) mail 256 0 256 104 41
Quickline recording callers 300 1 299 197 66
Fax recipients 541 23 518 234 45

Subtotal 2667 38 2629 1107 42
Internet - - - 99 -
Total - - - 1206 -

Note: Due to the self-selection nature of the Internet sample, its totals are not included in the calculation of the overall response rate.
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