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From Insight to Action:  How Alerts & 
Triggers C an Transform Your Surveys

Introduc tion 
 
A Ric e/NYU study showe d tha t customers who took part in a customer-sa tisfac tion survey were more loya l than those 
who d id not .  These customers were :

More than thre e times as like ly to have done new business with the firm .

Less than ha lf as like ly to have d e fe c te d .

More profitab le than the contro l group .

D id new business a t a faster ra te and d e fe c te d less than customers in the contro l group , even 12 months 
la ter.

The study, “How Surveys Influenc e C ustomers”, pub lishe d in the Harvard Business Review in 2002 , has some important 
c ave a ts, of course .  But the authors, Paul Dho lak ia and Vick i Morwitz , theorize about how surveys c an improve 
sa tisfac tion:

 
The simp lest [theory] is tha t sa tisfac tion surveys ap p e a l to customers’ d esire to b e cod d le d , re inforc ing 
positive fe e lings they may a lre ady have about the surveying organiza tion and mak ing them more like ly to 
buy its produc ts . Surveys may a lso incre ase p eop le ’s awareness of a company ’s produc ts and there by 
encourag e future purchases .  More sub tle is the id e a tha t the very proc ess of ask ing p eop le the ir op inions 
c an induc e them to form judgments tha t otherwise wouldn’t occur to them– tha t they re a lly do like a 
company ’s esta te-p lanning servic es, for examp le .  These so-c a lle d me asurement-induc e d judgments, the 
theory ho lds, c an influenc e la ter b ehavior.

C omb ine th is with the use of survey trig g ers and e ma il a lerts to intervene when custom ers provid e low sa tisfa c tion 
ra tings , and you have two comp e lling argum ents for how conduc ting custom er sa tisfa c tion surveys c an improve 
overa ll sa tisfa c tion leve ls .
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The Rise of Survey Alerts 
O nc e upon a tim e , surveys were conduc te d annua lly, and the resu lts were use d to und erstand the overa ll sa tisfa c tion 
leve l of custom ers as a group .  Are custom ers more or less sa tisfie d than last ye ar? Wha t shou ld our priorities b e to 
improve sa tisfa c tion th is ye ar?

O n line surveys have transform e d th is proc ess in two key ways:  first , we b surveys are often conduc te d continuous ly 
ra ther than p eriod ic a lly, and se cond , surveys c an now b e use d to intervene on the b eha lf of ind ividua l respond ents .  
Me asuring sa tisfa c tion in a g gre g a te is no long er su  c ient when you c an intervene to improve tha t sa tisfa c tion on a 
respond ent-by-respond ent b as is .

Sinc e a t le ast 2003 , Vovic i survey software has ena b le d authors to se t up e ma il a lerts or trig g ers b ase d on answers 
to ind ividua l questions .  If a respond ent se le c ts a sp e c ific cho ic e , or fills text in a sp e c ific op en-end e d question , 
an e ma il m essa g e c an b e imm e d ia te ly sent to an e mp loye e , summariz ing the respond ent ’s re levant answers and 
provid ing conta c t informa tion so tha t imm e d ia te a c tion c an b e taken .

Examp les of Succ essful Survey Alerts 
H ere are som e re presenta tive examp les of the typ es of a lerts tha t our users have se t up :

Reactive
Help-desk ticket satisfaction – For a fo llow-on survey to emp loye es who contac te d the IT he lp d esk , 
if the emp loye e ind ic a te d tha t the issue is not reso lve d , an esc a la tion ema il is sent to a he lp-d esk 
manag er.

General dissatisfaction – In a sa tisfac tion survey, if the respond ent provid e d a low ra ting , the survey 
sk ips them to a choose-a ll-tha t-ap p ly question tha t asks them for the re asons for the ir d issa tisfac tion.  
Tha t is then fo llowe d up with an essay question ask ing for more d e ta il.  Base d on the re asons chosen, 
the software ema ils an a lert to the ap propria te d e partment (e .g ., servic e d e partment , b illing d e partment).

Hotel-stay satisfaction – For a we b survey taken from a se t-top box in the hote l room , guests are aske d 
for the ir sa tisfac tion with room servic e , houseke e p ing and the front d esk .  In c ase of d issa tisfac tion with 
any of these , the ap propria te manag er is notifie d by ema il.

Major account satisfaction – For every survey comp le te d , as it is comp le te d , a copy of the results is sent 
to the sa les manag er of the account for the ir review.

Renewal likelihood - An ISP (Interne t Servic e Provid er) d eve lop e d a Renewa l Like lihood Ind ex consisting 
of thre e questions d esigne d to me asure the probab ility of an ind ividua l customer renewing when 
the ir annua l servic e contrac t was up .  As the pre d ic tive va lue of this me asure prove d itse lf over time , 
a ll surveys to customers inc lud e d these thre e questions and a low score would send an ema il trigg er 
to a lert a servic e re presenta tive . Tha t way preventa tive me asures could b e taken to ke e p the a t-risk 
customer from le aving a t the end of the ir contrac t .

Proactive
Customer-service satisfaction – Perhaps the customer is sa tisfie d and the ir past ticke t is c lose d , but 
they have a fo llow-on question.  The survey promp ts to d e term ine if they ne e d ad d itiona l assistanc e and 
sends an ema il a lert to the servic e d e partment if they do.

Literature fulfillment – The respond ent se le c ts from a list of ad d itiona l informa tion on the top ics of the 
survey, and is sent in re turn an ema il with links to tha t informa tion.

W ith e ma il a lerts , surveys don’t have to b e just for m e asuring sa tisfa c tion: they c an b e for improving it as we ll.
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Se tting Up Survey Alerts 
 
Ad d ing ema il trigg ers to a trad itiona l questionna ire starts the transforma tion from survey proje c t to survey proc ess . 
Some issues to consid er:

Move from a random sample to a census to maximize exposure to negative feedback.  By re p lac ing 
your random samp le with an a ttemp te d c ensus of everyone , you will have the op portunity to intervene 
with more ind ividua ls to a ttemp t to improve the ir sa tisfac tion. The trad e-o   to ba lanc e aga inst this is 
tha t customers are now re c e iving surveys from you more often; this c an b e worth it , though, g iven the 
new op portunity to right previous customer-servic e wrongs . Typ ic a lly, you will want to automa te survey 
invita tions, using input from an interna l system such as a he lp-d esk to drive invites . Imp lement touch-
manag ement rules so tha t p eop le do not re c e ive more than one survey of this typ e every 60 days .

Adding or expanding the series of reminders. Send ing rem ind er ema ils to potentia l respond ents who 
haven’t ye t taken the survey c an b e an annoying nuisanc e . In fac t , we often argue for the ne e d to resp e c t 
your potentia l respond ent ’s time and interrup t them as little as possib le .  Ye t our survey software inc lud es 
the ab ility to sche dule as many fo llow-up ema il rem ind ers as you would like . Why? In the c ase of survey 
a lerts, you re a lly want to make sure unhap py customers ra ise the ir hands so tha t you c an he lp them . A 
series of rem ind ers, e ach spac e d 3-5 business days apart , he lps achieve this .

Develop the business rules for customer-service responses. Some organiza tions simp ly have survey 
a lerts d e livere d to a sing le ema il ad dress, often tha t of customer servic e (for customer surveys) or 
the interna l he lp d esk (for emp loye e surveys). O thers use multip le questions for trigg ers, and se t up 
e labora te business log ic to notify sta   with the right responsib ilities to issues in the ir are as . 

Integrate with case management. Most organiza tions inte gra te ema il trigg ers into the ir existing c ase-
manag ement systems, so tha t survey a lerts are prioritize d and ac te d on a longsid e more trad itiona l 
c ases . Inte gra tion c an b e as basic as using the ema ils as inputs, to more sophistic a te d systems 
inte gra tion invo lving we b APIs (Ap p lic a tion Programm ing Interfac es).

C losing the Fe e dback Loop
When surveying customers, emp loye es, p artners and other key constituenc ies, your respond ents comp le te the survey 
b e c ause they va lue the ir re la tionship with you and they want to se e you improve .  Imp lic it in the fac t tha t you sent them 
a survey is your intention to le arn, adap t and chang e base d on the results .  Accord ing ly, to c lose the fe e dback loop with 
respond ents, you should :

Exp la in wha t you’re using the da ta for

Share summaries and slic es of the da ta with respond ents

Id entify ac tions you’re tak ing as a result of the survey

C onsid er using we b sem inars, vid eo conferenc es and me e tings to share da ta

Many survey-software ap p lic a tions inc lud e the ab ility to send a thank-you notic e to a ll respond ents .  This is an exc e llent 
way to po int out some of the above .

With the survey comp le te d , use the occ asion to stimula te ad d itiona l p artic ipa tion and te ase out e labora ting fe e dback .  
It c an a lso b e an exc e llent op portunity to se t up an online community for the ongo ing ga ther of qua lita tive and 
quantita tive fe e dback .
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Turning Fe e dback into Susta inab le C omp e titive Advantag e 
Wha t ’s the hard est p art a bout g a thering fe e d b a ck?  It ’s not the te chno logy.  A survey with e ma il trig g ers c an b e up 
and brand e d with in hours .  It ’s not inte gra ting the a lerts with existing c ase -mana g e m ent syste ms .  The IT d e p artm ent 
c an a p proa ch tha t with gusto .  The hard est p art is pre p aring your org an iza tion to re c e ive and a c t on the fe e d b a ck .

Who is go ing to sp e arhe a d eva lua ting id e as for cost and imp a c t on the bus iness?  Not the survey author.  Who 
is go ing to ana lyze the resu lts and id entify the org an iza tion’s priorities?  Who is go ing to imp le m ent e a ch id e a , 
champ ion it throughout the org an iza tion and se e it through until it is comp le te?  D efin ite ly not the survey author!

Re m e mb er, custom ers p artic ip a te in surveys b e c ause they want your org an iza tion to serve the m b e tter.  You owe it to 
the m to fo llow through .

Short term , you ne e d to d eve lop an infrastruc ture tha t will ena b le you to ra p id ly imp le m ent new id e as .  Th is shou ld 
b e a cross-func tiona l te am charg e d with eva lua ting the b ig id e as—the major in itia tives—for RO I, prioritiz ing 
the m , champ ion ing the m to the exe cutive te am , then trans ition ing e a ch id e a to the a p propria te d e p artm ent for 
imp le m enta tion .

Long term , you want to d i  use the sma ller, e as ier to imp le m ent id e as throughout the org an iza tion:  you want foster an 
org an iza tiona l cu lture c entere d on custom er-driven innova tion and co-cre a tion .  

Re m e mb er, fe e d b a ck is on ly as good as the chang es it insp ires .  Moving from ins ight to a c tion isn’t a one -tim e event , 
but an ongo ing proc ess of chang e tha t bu ilds susta ina b le comp e titive a dvanta g e .

About Vovic i 

Vovic i is the p ione er in Enterprise F e e dback Manag ement (E FM), provid ing comprehensive survey software , p ane l 
manag ement and online community so lutions . Our survey too ls enab le organiza tions to c entra lize fe e dback da ta 
co lle c tion, build and manag e proprie tary pane ls, leverag e corpora te soc ia l ne twork ing , and utilize robust survey 
ana lytics and re porting . Our so lutions incre ase customer loya lty, fac ilita te co llabora tion and innova tion, influenc e critic a l 
business d e c isions and provid e vo ic e to online communities . Organiza tions worldwid e , inc lud ing more than ha lf of the 
Fortune 500 , re ly on Vovic i to ga ther fe e dback on customer sa tisfac tion, p erform marke t rese arch and gaug e emp loye e 
sa tisfac tion.

We are 100% focuse d on Enterprise F e e dback Manag ement

We have more than 15 ye ars of industry exp erienc e

We have over 3 ,000 customers and are use d by 58% of the Fortune 500

We invente d the term Enterprise F e e dback Manag ement and p ersuad e d G artner and our comp e titors to 
adop t it

We were the first E FM vendor to provid e func tiona lity to engag e online communities for fe e dback

We have proc esse d over 150 m illion comp le te d surveys for our customers

We have a full sp e c trum produc t o  ering tha t me e ts the ne e ds of our customers from simp le survey 
too ls to comprehensive , fully inte gra te d fe e dback so lutions

We have our roots in two of the e arly p ione ers and marke t le ad ers in Enterprise F e e dback 
Manag ement—Perseus and We bSurveyor.


