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Customer Service and Communication
1



Customer Service and 
Communication

“To create an internal culture that focuses on the customer 
across all services provided by the City, supports essential 
internal and external communication, and fosters public 

engagement”. 
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How To Get There: 2018-2023 City Objectives and 
Strategies For Customer Service and Communications  
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1.  Continually seek innovative and creative ways to connect with the public and staff while 
applying an integrated and strategic approach to all communication efforts. 
A. Implement the City’s strategic communication plan and ensure that it includes an integrated, strategic 

approach for communicating with residents about pressing operational issues. (City Communications 
Office)

B. Expand customer service and communications training for supervisors and managers through multiple 
channels in order to reinforce learning and further refine skills in these areas (Human Resources, 
Education and Development) 

C. Create at least one Public Service Announcement (PSA) per quarter on important City issues. (City 
Communications Office)

2. Expand resident engagement in activities throughout the City, including the Citywide Business 
Plan and budget review processes.
A. Identify new methods of promoting resident participation at events, such as the Citizen Engagement 

University, Citizen Works sessions, and other public hearings. (Finance, Organizational Development)
B. Identify and utilize interactive technologies to communicate directly with citizens on a remote basis, 

such as the City’s virtual town hall and other social media channels. (City Communications Office)



How To Get There: 2018-2023 City Objectives and 
Strategies For Customer Service and Communications  
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3. Promote trust and understanding through transparency. 
A. Determine ways to make information about the City’s performance, operations, and financial condition 

more transparent, user-friendly, and understandable to elected officials and the public. (Office of the 
City Manager)

B. Respond to the most frequent public information request by providing data on the Open Data Portal. 
(Office of the City Manager)

C. Identify ways to impart information more effectively to personnel in the field. (Office of the City 
Manager)

D. Disseminate a manual on best practices to improve intra- and inter-departmental communication. 
(Finance, Organizational Development)

E. Identify ways to impart information more effectively to personnel in the field. (City Communications 
Office)

4. Improve the internal and external customer experience.
A. Monitor established customer service standards that can be applied across all departments, and report 

performance. (Office of the City Manager)
B. Create a central repository for collecting feedback about customer service citywide. (Office of the City 

Manager)
C. Develop a Coaching to a Culture of Service training for supervisors and manages. (Human Resources, 

Education and Development) 



Measures of Success
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Objective Measures of Success Actual 
FY15

Actual 
FY16

Actual 
FY17

Target
FY18

Actual 
FY18

Target 
FY19

1
Percent of residents satisfied with effectiveness

46% 45% 44% 47% 42% 47%

2
Percent of residents satisfied with opportunity 
opportunity to engage provide input into 
decisions made by the city.

- 30% 30% 33% 29% 36%

3 Number of open data sessions. 156,313 202,256 200,527 206,301 201,829 206,301

4
Percent of resident satisfied with customer 
service from city employees

50% 47% 48% 54% 48% 54%



Objective 1: Continually seek 
innovative and creative ways to 

connect with the public and staff 
while applying an integrated and 

strategic approach to all 
communication efforts. 
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Effectiveness of Communication Over Time

33% 36% 39% 40% 43% 46% 45% 44% 42%

36% 37% 37% 38% 37% 38% 39% 37% 39%

31% 27% 24% 22% 19% 17% 17% 19% 20%

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

FY2010 FY2011 FY2012 FY2013 FY2014 FY2015 FY2016 FY2017 FY2018

Satisfied/Very Satisfied Neutral Dissatisfied/Very Dissatisfied

7
Source: Resident Satisfaction Survey



Importance-Satisfaction - Communication
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Communications Category Importance Satisfaction FY2018
I-S Rank

Opportunity to engage/provide input into decisions 
made by the city 36% 29% 1

The availability of information about city programs and 
services 47% 47% 2

Overall usefulness of the city's website 26% 48% 3

The city’s use of social media 16% 39% 4

Quality of city video programming including city 
television channel (Channel 2) and web streaming 7% 35% 5

The content in the City’s magazine KCMore 6% 38% 6

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



Citizen Satisfaction with the Availability of Information 
about City Programs and Services
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Availability of Information by Age Demographics
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1st and 2nd Preference for Receiving Information
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Strategy A
a) Implement the City’s strategic 

communication plan and ensure that it 
includes an integrated, strategic 

approach for communicating with 
residents about pressing operational 
issues. (City Communications Office)
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Citywide Strategic Communications Plan
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GO KC – an integrated, strategic approach
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Projects 



GO KC – an integrated, strategic approach
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GO KC – an integrated, strategic approach
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GO KC Sidewalks project
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Social Media Reaction to GO KC Sidewalks
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Over 1,600 views of the video. 
Over 4,500 people reached. 
Over 60 likes. 33 comments.



How to Find GO KC Project Info
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KCMO.gov/gokc

 Include website address on 
all communications.

 Promote the KC Project 
Explorer in the open data 
catalog, which allows 
residents to track the 
progress 24/7.



Creatively-staged events
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GO KC Year One Report Card
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Strategy B
Expand customer service and 

communications training for supervisors 
and managers through multiple channels 
in order to reinforce learning and further 

refine skills in these areas. (Human 
Resources, Education and Development) 
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Training Expansion 
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Since May 2014, all newly hired 
employees complete Customer Service 

Training as part of their onboarding 
experience

In FY18, we offered 
19 sessions in order 

to meet the needs of 
the organization.

1,350
employees have attended 

30%
Workforce is represented 

2.5 Days
Of training



Channels for Training
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Thinkzoom Updates

 2,950 active employees have logged in and used the Thinkzoom platform

 Allows for a blended approach to learning for Human Resources, Education & Development 
programming, including: 

 First Line Leadership Certificate Program, 

 Human Resources Management Academy

 Internship Development training in support of A.R. 7-4

 Mandatory trainings include: 

 Ethics Refresher Course

 The Health Department’s Annual HIPAA Policy Training

 General Services’ Reporting of Workplace Injuries 
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Strategy C
a) Create at least one Public Service 

Announcement (PSA) per quarter on 
important City issues. (City 

Communications Office)
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Citizen Satisfaction with KCMO Video Content (TV and Online)
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-3% decrease
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Traditional vs. Millennial
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KC in 60
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https://youtu.be/R0AO6NvlwwQ



Compass KC and Disabled Parking KCI 
New Crosswalk Signals
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Compass KC and Disabled Parking KCI

New Crosswalk Signals



AlertKC Stats
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Objective 2: Expand resident 
engagement in activities 

throughout the City, including the 
Citywide Business Plan and budget 

review processes.
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Resident Satisfaction With Opportunity To Engage/Provide 
Input Into Decisions Made By The City
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Resident Satisfaction With Opportunity To Engage/Provide 
Input Into Decisions Made By The City

Demographic Breakdowns

 Race does not have a significant 
impact on satisfaction either

 Age has some variation in 
satisfaction

 Higher household income also has 
some variation in satisfaction

 Key Takeaway:  There is a high level 
of neutral across demographics and 
place. Opportunities are in 
improvement citywide. 35
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19% 20%

18-24 25-34 35-44 45-54 55-64 65+

Opportunity to Engage/Provide Input 
by age group
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Source: Resident Satisfaction Survey



Strategy A
Identify new methods of promoting 

resident participation at events, such as 
the Citizen Engagement University, Citizen 
Works sessions, and other public hearings. 

(Finance, Organizational Development)
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Upcoming Resident Engagement - Budget
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o Awarded Government Finance Officers 
Association (GFOA)’s 2018 Award for 
Excellence in Government Finance on 
“Engaging Residents in KC’s Citywide 
Business Plan”

o 2018 Update to the Citywide Business 
Plan – Resident Work Sessions
o Currently planning
o Mid to Late August to Early October



Resident Engagement Committee
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This Spring, a multi-departmental Resident 
Engagement Committee was convened to 
identify ways to increase participation and 
involvement for residents of KCMO. 

Three subcommittees were formed to 
explore the various areas of resident 
engagement and provide 
recommendations: 
Feedback Subcommittee, Participation 
Subcommittee and Technology 
Subcommittee
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CEU FY2018 
• Eight Sessions

• Every Tuesday

• 4 off site visits  

• Started April  3rd

Community Engagement University



Strategy B
Identify and utilize interactive technologies 
to communicate directly with citizens on a 

remote basis, such as the City’s virtual 
town hall and other social media channels. 

(City Communications Office)
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Satisfaction with city’s use of social media Satisfaction by Age

45%
54%

39% 31% 35% 33%

43%
39%

52%
55%

55% 59%

13% 7% 9% 14% 10% 8%

18-24 25-34 35-44 45-54 55-64 65+
Source: Resident Satisfaction Survey



Social Media Growth

42

Nextdoor: 
May 2017: 48,800 households
May 2018: 62,500 households

Twitter:
May 2017: 83,000 followers (As of May 18, 2017)
May 2018: 94,400 followers (As of May 18, 2018)

Facebook:
May 2017: 7,900 likes (as of May 31, 2017)
May 2018: 9,056 likes (as of May 25, 2018)



KCMOmentum

 We utilize KCMOmentum.org as the 
City’s virtual town hall to connect and 
hear from residents on important 
topics.

 Recently, we posted a topic on the site 
asking for community 
input/recommendations for the MLK 
Advisory Group for a Martin Luther 
King, Jr. designation in Kansas City.

 Over 46 interactions on the site from 
residents with several great ideas. 
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Objective 3: Promote trust and 
understanding through 

transparency. 
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Strategy A
Determine ways to make information 

about the City’s performance, operations, 
and financial condition more transparent, 

user-friendly, and understandable to 
elected officials and the public. (Office of 

the City Manager)

45



Citizen Satisfaction with the Usefulness of the City Website
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KCMO.gov subsites – GOKC and NewKCI
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KCMO.gov – Why update is needed

Bounce 
rate has 
increased 
19% since 
the free 
version of 
search 
went into 
place
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Finance Webpages
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• Simplified site eliminated 
silos

• Information consolidated
into fewer pages

• Easier to find reports and 
forms made the site more 
transparent



Resident Satisfaction with KCMORE Magazine
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Change from 
FY2017 to 
FY2018 is 

statistically 
significant

Source: Resident Satisfaction Survey



KCMORE Magazine
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NEW Resident Satisfaction Dashboard
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Makes resident satisfaction 
data more accessible in a 
dynamic and engaging 
platform.

Streamlines the way the 
City’s elected officials, staff
and residents receive and 
analyze performance data.

Coming June 14th, 2018



Internal tool to help with external reporting:  
Stratex Solutions

What is Stratex?
 Centralized project management tool

 Brings stakeholders together 
 Identify milestones and actions

Continuously updated

 Standardized reporting and measures
 Stay on target

 KCStat

 Rollout over the next few months

53

FUN FACT: Stratex was a 2016 Innovation Partnership 
Program partner and began a contract with the city in 2017



Governing Magazine Equipt to Innovate Award
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High-Performing Cities in the Dynamically Planned Category
 Have a comprehensive, enterprise-wide strategic plan

 Clearly connect strategic planning activities and city 
objectives/goals in multiple areas

 Track goals through data and performance measures

 Have an established and transparent planning process with 
check-in points

 Involve multiple stakeholders in the planning process

 Obtain strong leadership buy-in and have leaders who 
promote performance improvement and attainment of 
strategic goals

Kansas City, Missouri was recognized as a high-performing city in the Dynamically Planned
category of Governing Magazine’s 2018 Equipt to Innovate Awards

Source: Equipt to Innovate 2018 Profiles in High 
Performance Government 



Top 3 Sunshine Requests

Approximately 400 sunshine requests per year

 Bids and contracts 
 Email – Mayor, Council, Manager
 Salaries and overtime

Online form available: kcmo.gov/sunshine
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Strategy B
Respond to the most frequent public 

information request by providing data on 
the Open Data Portal. (Office of the City 

Manager)
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57 WHAT WORKS CITIES | FOR MORE INFORMATION PLEASE VISIT WHATWORKSCITIES.ORG KANSAS CITY, MO SILVER CERTIFICATION REPORT

CONGRATULATIONS KANSAS CITY, MO!
You have achieved Silver Certification for 2017.

YOUR SILVER CERTIFICATION WAS REACHED WITH 52% OF 
CRITERIA MET ACROSS FOUR COMPONENTS OF THE 
STANDARD.

57%
70%

56%

20%

ACTCOMMIT MEASURE TAKE STOCK

SILVER
52%-61% 
COMPLETE

GOLD
62-84%
COMPLETE

PLANTINUM
85-100% 
COMPLETE

10% CRITERIA 
TO MEET UNTIL NEXT 

CERTIFICATION LEVEL

Silver Certification
52% - 61%

Cities are GOOD at understanding 
data, tracking progress, and using data 
and evidence to inform decisions
• Cities achieve at least 52% of the 

Certification Criteria
• Cities work across 2 components of 

the What Works Cities Standard

Gold Certification
62% - 84% 

Cities are GREAT at understanding 
data, tracking progress, and using data 
and evidence to inform decisions
• Cities achieve at least 62% of the 

Certification Criteria
• Cities work across 3 components of 

the What Works Cities Standard

Platinum Certification
> 85% 

Cities are EXEMPLARY and set the 
precedent in understanding data, 
tracking progress, and using data and 
evidence to inform decisions
• Cities achieve at least 85% of the 

Certification Criteria
• Cities work across all 4 components 

of the What Works Cities Standard

WHAT WORKS CITIES 
CERTIFICATION TIERS

By rewarding achievements and providing a clear path 
to excellence, What Works Cities Certification supports 
local leaders in leveraging what works to deliver 
unprecedented results for their residents. 



Open Data Score 

ABOUT CERTIFICATION
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The What Works Cities Standard 
reflects a set of aspirations and 
activities that create a strong 
foundation for the effective use of 
data and evidence within city 
government.

Open Data Scope of Work
Create sustainable open data systems that promote 
informed decision-making, transparency and robust 
citizen engagement

WWC Partner on Open Data work: Sunlight 
Foundation

Technical Assistance:  KC’s Open Data program scored 
all points available within the Open Data area



Open Data - Sessions
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Open Data Portal Clean-up
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The clean-up of removing all the PDFs 
from the open data portal began on 
January 1, 2018. 

The process is ongoing as to be 
sensitive to the needs of departments. 

Several hundred PDFs have already 
been removed. 

Goal: Every PDF removed from the portal by September 1, 2018. 



Strategy C
Identify ways to impart information more 
effectively to personnel in the field. (City 

Communications Office)
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2017 Internal Survey by field or office
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happening in the city as an

organization/workplace

Usefulness of City's internal website
(myKC)

Content in the Fountain Pen newsletter

Survey by the environment employees work in 
Satisfied/Very Satisfied Neutral Dissatisfied/Very Dissatisfied

Employees who work primarily in the field are less satisfied with how informed they are about the workplace and less 
satisfied with methods to communicate with employees (myKC and Fountain Pen)

Source: Internal Services Survey



Efforts to communicate to field employees

 Communicating with field staff is limited to face-to-
face; labor and time intensive

 Although emails have been assigned to all staff, many 
lack access at work & home; or knowledge to access 
city provided e-mail accounts
 Corporate Challenge: provide information and sign-up 

access at Open Enrollments (numbers seem to be down 
compared to prior years)

 Employee surveys (Elevate KC)

 Employee Days at WOF (Ticket sales/info)

 Open enrollment urgent communicationdue to incorrect 
registration
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Strategy D
Disseminate a manual on best practices to 

improve intra-and inter departmental 
communications. (Finance, Organizational 

Development)
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Best Practices Manual 

65

Organizational Development, a section of the Finance Department, is  developing a 
manual in collaboration with City departments that updates the current fact sheet 
titled, “129 Ways to Improve Internal and External Communication: For KCMO 
Departments, Divisions, and Sections.”

The manual will provide guidance of best practices of internal communications within 
departments (e.g., between divisions, between floors/multiple locations, between 
managers and staff, recognizing employees and rewarding success, etc.) and between 
departments (e.g., with other departments, with the City Manager, Mayor and City 
Council, crisis communications and emergencies, etc.).

The manual will be posted on MyKC by the end of 2018.



Objective 4: Improve the internal 
and external customer 

experience.

66



Resident Satisfaction with Customer Service from City Employees 
Over Time
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Resident Satisfaction with Customer Service from City 
Employees in FY18 By Age and Race and Ethnicity
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311 Call Data: Top 5 service requests
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Use of 311 – Citizen Survey
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Source: Resident Satisfaction Survey, kcstat.kcmo.org
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Resident Satisfaction with 311
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Source: Resident Satisfaction Survey
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Satisfaction with ease of using 311 by method:

Satisfaction with ease of using 311 via phone has 
consistently been higher than ease of use via the 
web.   Both have leveled out over the last three years.
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External and Internal satisfaction with 311
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Source: Resident Satisfaction Survey
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conducted every other year after 2013)



63%
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Courtesy/Professionalism with 311 staff – Resident 
and Employee satisfaction
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Source: Citizen Satisfaction Survey & Internal Services Survey

Statistically significant change in Courtesy/Professionalism of 311 staff for both external and internal 
customers since last survey (Employee Survey only conducted every other year after 2013). 
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Strategy A
Monitor established customer service 

standards that can be applied across all 
departments, and report performance. 

(Office of the City Manager)

74
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To provide guidelines to all city departments, divisions and individuals city staff members on accepted 
customer service procedures and to express the city’s commitment to providing excellent customer service 
to all residents, business, visitors, co-workers and other city employees

Customer service standards developed by the Citywide Customer Service Team

Customer service shall be defined as an unwavering commitment to provide the highest quality services, 
programs and facilities in a fiscally sustainable, responsive and courteous manner to all residents, 
businesses, visitors, co-workers and other city employees

• Employee recognition 
• Communication guidelines 
• Current technology and support guidelines 

KCMO Customer Service Standards 
Purpose

Definition

2014

Focus Areas
• Guidelines for collecting feedback and addressing issues.
• Proper appearance and workspace guidelines 
• Guidelines for remaining current and accurate when sharing 

information



Strategy B
Create a central repository for collecting 

feedback about customer service citywide. 
(Office of the City Manager)
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Compliment a KCMO employee

77

City of Kansas 
City Employee 
Kudos is up and 
running.
We now have 
one central 
repository for 
city employees 
compliments.

Once a month, employees who have gone above 
and beyond get to have lunch with Troy.



Strategy C
Develop a Coaching to a Culture of Service 

training for supervisors and managers. 
(Human Resources, Education and 

Development) 
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86%
of new hires agree that the City as a whole 
creates a Culture of Service

72%
of new hires agree that their immediate 
workgroup creates a Culture of Service

66%

of existing employees on the Internal Service 
Survey believe customer service is a top priority 
for their department.

79

Creating a Culture of Service 

o The City’s Service Promise

o Managing to a Culture of Service

o Moments of Truth

o The 8 Components of Excellent Service

o Behaviors that Support the City Service 

Promise

Creating a Culture of Service to include:

New for FY2019
One-day training module for supervisors 

and managers

625
Supervisors and Managers



Questions?
Stay up to date on progress at kcstat.kcmo.org
#KCStat
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