The Ten at the Top

USING AN ESTABLISHED CUSTOMER SATISFACTION
PROCESS ADAPTED FROM CR MAGAZINE’S SISTER
PUBLICATIONS, WE IDENTIFIED THE TOP PLAYERS IN THE
PR SPACE, USING DATA AND FEEDBACK FROM YOUR
COLLEAGUES AND OTHER READERS. THANKS TO THE
RESPONDENTS OF THIS YEARS SURVEY.

BY ELLIOT CLARK

anking service providers is a new and ongoing feature of CR
RMagazine, designed to improve the practice of corporate

responsibility. We have implemented strict survey protocols
developed in our HR publications that are described below.

Service providers are an important tool in the arsenal of the
Corporate Responsibility Officer. One key partner is the communication
firm. Being a good citizen is paramount, but to maximize the benefit of
good citizenship you need to communicate with customers, share-

holders, and employees.
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Corporate Responsibility Officers, or CROs, are at a pointgonarticipate in an online survey regarding their experience with their
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service providers, a fact bemoaned by HR leadership.

In 2002, CR Magazine’s sister publications HRO Today and HRO
Europe began ranking several categories of HR service firms in what are
known as Baker’s Dozen Customer Satisfaction Ratings. Since 2007 the
Baker’s Dozen lists have been based on a highly successful customer sat-
isfaction survey methodology. Practitioners in the HR field have
actually produced our rankings in post-RFP bid meetings and asked the
bidder about why they scored well or poorly in our survey. Our customer
satisfaction-driven approach has become the gold standard in vendor
evaluation. So, why introduce it to CR Magazine?

The CROA is much younger, representing about 200 companies
and about 1,200 individuals. But these executives now own rapidly grow-
ing budgets totaling billions of dollars. Communications firms are
among the recipients of this new spend. Yet the CROA’s members tell
us that sourcing the best services in this emerging field is highly uncer-
tain because no reliable ranking program exists.

In response to this market need, in each of the next three issues of
CR Magazine we will scientifically rank the Top Ten providers in three
categories: energy-environmental technology service and legal, account-
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instrument measures three dimensions. The first is “Breadth of Service,”
which is the subset of services provided. The next dimension is “Deal
Size,” a reflection of divisional or geographic reach or size of company,
etc. We only offer deal size as a comparator for you to measure a
potential provider against the scope of a program you may wish to put
out to bid.

The final component of the index and the most important is “Quality
of Service.” This is based on a series of questions that examined the
performance, relationship, and trust between provider and customer. We
used a five-point Likert scale with answers ranging from “Strongly
Agree” to “Strongly Disagree.” Each answer was ascribed a point value
and the points were totaled, averaged, and the mean was calculated into
the overall quality score. We then weighted each dimension for the
“Overall Score.”

We allow providers to refer customers, but they do know the weight-
ings of questions or the dimensional categories in the final index. We
keep this information secret so known customers cannot be coached to
focus on certain questions. We perform spot verification of respondents
using two different methods. We also solicit respondents from our own
lists so our sample is not only generated by the provider referrals.

This is the respected and standard methodology used in all of our
Baker’s Dozen customer satisfaction surveys. Once again, CR Magazine
ranked only providers for which we were able to compile enough
respondents to have statistically valid customer data.

We hope that the CR Magazine’s Top Ten Customer Satisfaction
Ratings in Communications helps you identify the most appropriate
partner for your needs.
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