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Customer Service and Communication
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Customer Service and 

Communication

“To create an internal culture that operationalizes the focus 

on the customer across all services provided by the City and 

supports essential internal and external communication”. 
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How To Get There: 2016-2021 City Objectives 

For Customer Service & Communication

1. Standardize customer services responses and processes across departments, adhering to 

citywide customer services standards. (April 2017)

2. Require that all departments identify customers’ expectations and perceptions via feedback 

tools such as surveys. (April 2017)

3. Adopt and execute a strategic communication plan to support the citywide business plan. (April 

2017)

4. Apply an integrated and strategic approach to all communication efforts, both internal and 

external. (April 2017)

5. Continually seek innovative and creative ways to connect with residents. (Ongoing)
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2016-2021 Measures of Success

Measures of Success

FY15 

Actual

FY16 

Target

FY16 

Actual

FY17 

Target

Percent of citizens satisfied with customer service from city 

employees
49.7% 52% 46.6% 54%

Percent of customers satisfied with quality of department service on 

311 service requests
83.3% 85% 84.1% 85%

Percent of 311 service requests closed within established timeframes 74.1% 80% 67.2% 80%

Percent of citizens satisfied with effectiveness of city communication 

with the public
45.6% 45% 44.6% 47%
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Customer Service and Communication:

KCStat Dashboard
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Citizen Engagement and 

Communication
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Citizen Satisfaction with Effectiveness of City 

Communication with the Public
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Source: Citizen Satisfaction Survey (kcstat.kcmo.org)



Importance-Satisfaction - Communication
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Communications Category Importance Satisfaction
FY2016

I-S Rank

Opportunity to engage/provide input into decisions 
made by the city

40% 30% 1

The availability of information about city programs and 
services

49% 47% 2

Overall usefulness of the city's website 26% 47% 3

The city’s use of social media 15% 46% 4

Quality of city video programming including city 
television channel (Channel 2) and web streaming

8% 42% 5

The content in the City’s magazine KCMore 5% 41% 6

Source: Citizen Satisfaction Survey **I-S is calculated as importance times one minus satisfaction 



Citizen Satisfaction with City Communications
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New Communications Questions
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Availability of Information by Council District
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Source: Citizen Satisfaction Survey



Objective 3

Adopt and execute a 

strategic communication 

plan to support the 

citywide business plan.
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Objective 4

Apply an integrated and 

strategic approach to all 

communication efforts, 

both internal and 

external.
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How do citizens like to receive information from the 

city?

17

City Magazine mailed and Website are 

tied for #1 preference

Source: Citizen Satisfaction Survey (kcstat.kcmo.org)



1st Communication Preference by Council District
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Bright Spot – Municipal Court

COMMUNICATING WITH CUSTOMERS
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Municipal Court Social Media

 In September of 2015 Municipal Court, with the assistance of City Communications, began 
using social media to help citizens better understand and access Municipal Court services.

On September 10, 2015, the Court posted two videos on YouTube: “What to expect at 

Municipal Court,” and “Municipal Court Online Payments.”  The next day, Municipal Court 

also launched its first Facebook page and the first posting was the “What to Expect at 

Municipal Court” video. 
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What to Expect at Municipal Court has 

received 1,905 views—559 on 

YouTube and 1,346 on the Court’s 

Facebook Page.  It also has been 

shared to other Facebook pages 21 

times.

The Online Payment video has 

received 2,459 views—1,976 

views on YouTube and 483 on 

two separte Municipal Court 

Facebook posts.



Municipal Court Social Media

 As of August 10, 2016 
the Municipal Court 
Facebook page itself 
has received 239 Likes 
and the Court has 
received a 4.6 rating 
through its Facebook 
page. 
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Objective 5

Continually seek 

innovative and creative 

ways to connect with 

residents.

38













Customer Service
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Citizen Satisfaction with Customer Service from City 

Employees
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Source: FY2016 YTD Citizen Survey (Kcstat.kcmo.org)



Satisfaction with Customer Service from City 

Employees Over Time

48% 50%
44% 48% 50% 47%

31% 30% 36% 34% 35% 36%

22% 20% 19% 18% 16% 17%

FY2011 FY2012 FY2013 FY2014 FY2015 FY2016

Satisfied/Very Satisfied Neutral Dissatisfied/Very Dissatisfied

Percent satisfied has 
moved up and down.

Percent dissatisfied
has declined over 

same time period.

Source: Citizen Satisfaction Survey



Customer Service Satisfaction by Demographic 

Groups

Source: Citizen Satisfaction Survey

Descriptors: More Likely to be Satisfied
More Likely to be 

Dissatisfied

Own vs. Rent Owners

Dwelling Type
Other

Duplex/

Townhome

Race/Ethnicity

White

Hispanic

Asian/Pacific Islander

American Indian/Eskimo

Household Income $30-60K and $60-100K

Age 55-64 and 65+ 18-24, 25-34, and 35-44

Gender Female Male

Council District 1st, 2nd and 3rd 3rd and 4th

Years Living in the city
51+ years

6-10, 11-20, and 21-30, and    

31-40 years

Have you Contacted 311? Yes



Objective 1

Standardize customer 

service responses and 

processes across 

departments, adhering to 

citywide customer 

service standards.
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Strategic Customer Service Committee
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Includes a liaison from each department

Meets quarterly with next meeting scheduled for January 13.

• Updated Customer Service and Communication citywide goal and objectives

• Employee Appreciation at World of Fun

• Review of latest Citywide Survey results 

• AR on Employee Service Awards and possible changes

• Citywide Employee Recognitions

Agenda items include:



Use of 311 – Citizen Survey
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61% 63% 61% 58% 

In the past 

(FY15), users of 

311 were 

polarized, both 

more likely to 

be satisfied 

and 

dissatisfied.  As 

of the FY16 

Midyear results, 

users are only 

more likely to 

be very 

satisfied.

Source: Citizen Survey, kcstat.kcmo.org

53% 51% 54% 54% 
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Statistically significant decrease

Source: Citizen Satisfaction Survey



How Well Your Question was Resolved Via 311
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311 End-User Training
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PeopleSoft End-User Training

•Next session happening NOW with Mayor’s 
staff!



What services do people call 311 for?
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Calls per Call Line
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16,149 16,509

0

10000

20000

FY2015 FY2016

Calls per agent by fiscal year
2% increase in calls per 

agent; about an extra 9,000 

total calls per fiscal year

Source: 311



311 Abandonment Rate

56Source: 311



Hiring and training timeline for Call Takers
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January –
April 2016

•Hiring 
process

April – June 
2016

•Training
(6-7 weeks)

May/June 
2016

•Recruit next 
class from 
existing list

July 2016

•Hire

July – August

•Second 
training 
class



311 Staff Promotability
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72

24

Where'd they go (2012 to 2016)?
Retained with the city Left city employment

 311 call takers have 
high “promotability” 
and often get hired 
by other departments 
because of their 
knowledge of city 
operations and 
customer service skills

Source: 311



Service Request Responsiveness
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In late June, timeframes for service requests were reconsidered 

during 311’s software upgrade and some were changed to 

align with service expectations.

Source: Peoplesoft CRM



311 Customer Survey Responses
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Despite the change in timeframe expectations, satisfaction with quality of service 

has remained level (83% for FY2016 YTD, the same as FY2015)

Source: 311 Survey



311 Customer Satisfaction with Service Delivery
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= 85% 
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311 Matrix FY15 (Customer Svc v. Timeliness)
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311 Matrix FY16 (Customer Svc v. Timeliness)
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26 of 39 groups maintained or 

increased customer satisfaction 

from FY15 to FY16

Source: 311 Survey and Peoplesoft CRM



311 Van Deployment
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311 Mobile Van Events

 791 individuals reached (March – July 2016)

 Available on upon request

 Attended events like:

Neighborhood meetings

Council District meetings

State Representative meetings

Community fairs



Bright Spot – Municipal Court
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New customer service effort = positive press for 

Municipal Court

 Customer Kiosks installed in 2016
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Municipal Court Services Overview and Wait Time
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Payment Trends Before and After
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Monday Tuesday Wednesday Thursday Friday

Prior Qmatic 214 159 151 164 204

Qmatic 521 363 380 429 334
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Source: Municipal Court



Municipal Court Call Center 
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Municipal Court 311 Call Volume
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FY2015

139,471 FY2016

124,968 

FY2017 YTD

30,567 

10% decrease in call volume for Municipal 

Court calls from FY2015

Source: 311



Objective 2

Require that all departments 

identify customers’ 

expectations and 

perceptions via feedback 

tools such as surveys

71



Customer Survey

• 311 – all operational 
departments

• Aviation

• City Clerk’s Office

• City Planning

• Conventions

• Health

• Human Relations

• Municipal Court

• Neighborhoods

• Parks

• Water

Citizen Survey

• Aviation

• City Manager’s 
Office

• Finance

• Health

• KCFD

• Municipal Court

• Neighborhoods

• Parks

• Public Works

• Water

Internal Survey

• General Services

• Law

• Human Resources

• Finance

• Human Relations

• City Manager’s 
Office

Feedback 
Sessions/Roundtables

• General Services –
IT Division

Surveys and Feedback Across the City
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Questions?
Stay up to date on progress at kcstat.kcmo.org

#KCStat
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