
Dear John,

Our goal is to make the " Worth Higgins experience " worth repeating. We need your input to keep us 
focused on what is the most important facet of our business: YOU.

Please take a few minutes to click through our Customer Satisfaction Survey at 
http://www.worthsurvey.com/John.

We thank you in advance and welcome your comments. 

Sincerely,

Rick LaReau
President

Worth Higgins & Associates, Inc.

2009
Customer Satisfaction

Survey
Surveyed: 943

Response: 286 (30.3%)
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1. How satisfied are you with the products that you 
    receive from Worth Higgins & Associates?

Completely

196

Very Moderately Slightly Not at All
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2. How satisfied are you with the service that you receive
from Worth Higgins & Associates?

Completely

211

Very Moderately Slightly Not at All

65

10 0 0

100

90

80

70

60

50

40

30

20

10

0

S
A

T
IS

FA
C

T
IO

N
 P

E
R

C
E

N
TA

G
E

5. How effectively did we meet your needs?

Completely

157

Very Moderately Slightly Not at All

115
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4. Reducing customer effort is an important goal at Worth
Higgins & Associates. How much effort do you put into
producing a project with us?

Large amount
16

Normal amount Moderate amount Slight amount
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3. What competitive advantage does doing business
with Worth Higgins & Associates provide you?

Superior product quality

131

Innovative solutions Excellent service Value for the dollar
12

115

28

WORTH HIGGINS & ASSOCIATES, INC.
8770 Park Central Drive, Richmond, Virginia 23227 804-264-2304
7849 Coppermine Drive, Manassas, Virginia 20901 800-883-7768

WWW.WHAPRINT.COM

GOALS:
To measure customer satisfaction 
To address any specific dissatisfaction 
To help establish goals for continuous improvement

STRATEGY:
Worth Higgins & Associates, Inc. sends a biannual Customer  
Satisfaction Survey to print buyers who have done business with us 
during the past 24 months. In December of 2009, a personalized, 
five-question survey was emailed to 943 customers.  The email1 
was programmed to appear to have come from their sales repre-
sentative, and the survey2 was branded with the familiar graphics 
of our website. Recipients chose answers to multiple choice ques-
tions with the click of a mouse. An automated personalized thank-
you email was sent to the respondent immediately following their 
survey submission. (In a testament to its authenticity, many custom-
ers actually replied to the thank-you email.)

If the recipient responded negatively to any question, an apology 
message immediately popped up with a free field3 encouraging 
them to explain the circumstances that led to their disappointment. 
An automated e-mail notification went to the survey administra-
tor each time a negative response was logged.  Management  
contacted those 18 customers immediately to discuss and resolve 
the issues.

Recipients who did not respond to the initial e-mail were sent a 
follow up e-mail.

RESULTS4:
SURVEYS SENT: 943
RESPONSE RATE: 30%

PURL TECHNOLOGY:
PURL technology and custom emails from Worth Connects help 
build customer intimacy. They are typically part of a multi-stage 
customer relationship management campaign. An email, followed 
by personalized direct mail with an automated PURL response can 
be deployed to improve the quality of lead generation, segment 
markets or cross sell to an existing customer base. A marketing 
dashboard tracks the status and results of the campaign.
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CONNECTING 
THE DOTS:
Questions Worth Asking


