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I 
Executive Summary

1.1 This report contains the findings from the 2006 NCTS Customer Satisfaction Survey.

1.2 The overall objective of this research is to continue to develop an understanding of how well the NCTS network of testing centres is performing in the minds of their customers. To this end, PricewaterhouseCoopers International Survey Unit has conducted a customer satisfaction survey for NCTS since 2000. 
1.3 The 2006 survey represents the 7th wave of measurement of levels of customer satisfaction with the main aspects of the NCTS service. This current survey was based on a total of 1,001 telephone interviews with members of the general public throughout the Republic of Ireland who recently had their vehicle tested by the NCTS.
1.4 This report describes the survey process, presents its results, and presents suggestions for improvement, identified by survey respondents. Specifically, this report summarises the results of the 2006 Customer Satisfaction Survey. It also compares findings from the 2005 Customer Satisfaction user data. 

1.5 Comparing the findings to the 2005 customer data needs to be tempered to account that the 2005 survey was implemented earlier that year in order to accommodate the NCTS mid-term review. This consisted of one wave of interviewing of those who had their vehicle tested between November 2004 and February 2005. The 2006 survey reverts to two waves of surveys of those tested between April and May and July and August 2006.
1.6 The CPI (customer performance index) for 2006 is 84.4. (This represents an increase of 1.4 points since 2005).  However, it still has not recovered to the level of the two previous years. This variation is not attributable to any one factor; rather it has been ascribed across a number of aspects of the service provided by NCTS. 

1.7 The top three areas of greatest satisfaction were consistent with 2005, i.e., ‘helpfulness of staff when confirming the test’, ‘how straightforward it was to confirm the test’ and the NCTS’ ‘ability to carry out the test professionally’. The Performance Indices for these factors ranged from 88 to 90. 

1.8 The area showing greatest improvement on 2005 was ‘length of time had to wait at the test centre’ to bring rating for this factor back in line with 2004. 

1.9 The ‘length of time (respondents) had to wait for a test appointment’ was the most unsatisfactory aspect of the service with an index of 79. It also accounted for the greatest drop in satisfaction on 2005. Other factors showing a decrease on 2005 were ‘information on booking procedures and the ‘comfort of the waiting area’ with index scores of 82 and 72 respectively. These ratings have also fallen on 2004.  ‘Comfort of the waiting area’ and ‘length of time taken to respond to written queries’ have shown the most significant decreases over the past 2 years. ‘Comfort of the waiting area’ remains the lowest scoring aspect of service.

1.10 Overall, satisfaction with the services provided by NCTS remains high with 87% of respondents stating that they were either ‘very’ or ‘quite’ satisfied.  However, this represents a decline from earlier years where this factor achieved 90% satisfaction ratings  Again, contentment was highest amongst those who had passed their test first time around (92%), compared to those who had failed the test first time (82%). 

1.11 In keeping with previous years, the majority of respondents considered that the normal opening hours of the test centre were convenient (86%).  Only 5% of customers were allocated a time slot that was considered to be inconvenient for them.  However, 35% indicated that they would like the test centre to be open either before 9.00 am or in the evenings.  One fifth of respondents stated they prefer Saturday opening. Some 7% find Sunday opening hours most convenient.

1.12 Only 41% of customers who were originally allocated an inconvenient date or time slot for their test or retest had tried to change their test appointment.  

1.13 As with previous years, usage of the test centre facilities was more or less confined to the toilet facilities (13% usage); satisfaction levels amongst users, remains high at 82%.  Only 2% of respondents had used the telephone facility.

II Introduction

2.1 Compulsory car testing was introduced in Ireland on 4th January 2000 under an EU Directive that makes car testing compulsory in all member states. Known as the National Car Test in Ireland the examination is aimed at improving road safety and enhancing environmental protection The National Car Testing Service Ltd (NCTS) has been awarded a 10-year contract by the Government to operate the testing system.
For the period of 1st January to the 30th September 2006, some 522,030 cars have undergone a full NCT.

2.2 It is NCTS’s stated objective ‘to deliver an independent and highly professional car testing service, which enhances the safety of your vehicle and reflects our commitment to providing you with the highest standards of customer service’. The company aims to achieve a Customer Satisfaction rating of a least 90%.

2.3 However, while responsibility for implementing and running the service lies solely with NCTS, the Road Safety Authority( RSA) exercises a supervisory role to ensure that the services provided are in line with the Project Agreement. 

2.4 One of the key aspects of service requiring regular monitoring is the level of customer satisfaction.  PricewaterhouseCoopers has been commissioned to assist the RSA with its supervision of the contract.  The first study was conducted in 2000 by PwC International Survey Unit, which has continued to conduct a customer satisfaction survey on an annual basis.

2.5 The survey has included questions addressing the key objectives of the wider research programme, namely:

· clarity and ease of understanding of the information provided by      

           NCTS regarding test procedures;

· availability of test application forms;

· clarity of application forms;

· efficiency of booking procedures;

· helpfulness of staff when booking test;

· length of wait for a test appointment;

· timeliness of test confirmation;

· response times to correspondence and telephone queries;

· length of wait at test centre;

· range of facilities provided at the test centre, e.g. toilet facilities, 

           baby changing, waiting areas;

· cleanliness of facilities;

· helpfulness and level of knowledge of office staff at test centre;

· helpfulness and level of knowledge of technical staff (if 

           encountered);

· clarity of feedback on result of test e.g. reason for failure;

· length of wait for a retest;

· suitability of times for a retest;

· awareness of complaints procedures; and
· how service might be improved.
III Our Approach

3.1 This section of the report details our approach to conducting the customer satisfaction research. This approach uses sound methodological procedures that produce results that are statistically robust, reliable and representative. 

 Survey approach

3.2 A total of 1,001 telephone interviews were conducted with members of the general public who had recently had their vehicle tested by the NCTS. 

3.3  A telephone methodology was used for the following reasons:

· this approach yields high response rates;

· the interview can be controlled by a skilled interviewer, resulting in a high quality response;

· the sample structure can be quota controlled, guaranteeing representativeness;

· interviews can be conducted in the evening, to suit customers availability; and

· this is a time efficient and cost effective approach.

Sampling

3.4 To ensure representativeness, the sample selected to participate in the survey replicated the Republic of Ireland national pass rate for full vehicle tests to date, which currently stands at 53% (period 1st January - 30th September 2006). Interviews were conducted with customers across the 43 NCTS test centres.

The questionnaire

3.5 The interviews were administered using a structured questionnaire dealing with the level of importance and satisfaction with a range of issues that a NCTS customer would expect to encounter.  A copy of the questionnaire is enclosed at Appendix A of this report.  This questionnaire is the same as  that used for the previous three years of monitoring.
Survey implementation

3.6 The survey was conducted in 2 tranches, with approximately 500 interviews conducted per tranche. The first sample was drawn from customers whose tests were conducted between the months of April and May 2006, and the second was drawn from tests conducted between July and August 2006. 

Analysis

3.7 The questionnaire was analysed using SPSS, the standard statistical package designed for the purposes of market research.

3.8 As in previous years, a key feature of our analysis is the calculation of a Customer Performance Index (CPI). This index summarises the overall performance of NCTS in a single score.

3.9 The results of this study are used to assess the performance of NCTS.  Therefore, it is vital that the programme of research is robust, representative and capable of replication year after year.  It is also vital that the results can be easily benchmarked. 

3.10 We have, therefore, designed a methodology that meets these criteria and that provides a single customer performance score. This means that each year’s results can be easily interpreted at a glance and compared with the results of the benchmark study and those of the subsequent years’ monitoring.

3.11 In addition, the CPI enables the immediate understanding of the overall performance of NCTS each year and allows easy interpretation of the areas where the performance has improved or declined.

3.12 The detailed calculation of the Customer Performance Index is outlined at Appendix B of this report.

IV Key Findings

Profile of respondents

4.1 The profile of respondents exhibits the same broad pattern since monitoring began in 2000.  As shown in the chart below, the majority (89%) of respondents presenting their car for testing are over the age of 35 years. Only 20% of respondents are aged 35 years or younger; whereas those aged 50 years or older represent 42% of the total. Those in the 26 – 49 years age bracket still represent over half (52%) of the total.

4.2 In a shift back to the typical pattern of previous monitoring periods, the proportion of females presenting a car for testing is 41%. 

Profile of Respondents
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Background information about testing procedures

4.3 Booking the test by telephone remains the preferred method for two-thirds of respondents (65%). However, a quarter of respondents prefer electronic methods such as on-line, e-mail and SMS text message. The incidence of internet (17%) and e-mail (3%) confirmation remains consistent with 2005 (16% and 4% respectively). The SMS text message method which has only recently become available is the preferred method of 6% of customers. 
4.4 All methods were used across all age groupings; however younger respondents were more likely to confirm a booking using electronic methods. For example, thirty-eight percent of those aged 17 – 25 years used electronic means compared to 23% of those in the 50 – 65 years age group.
Method by which the test was booked
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4.5 The incidence of retesting amongst respondents was very similar to previous monitoring periods. Amongst those interviewed, two thirds of respondents were presenting their vehicle for its first test and one third were attending a re-test.  Of those that were having a re-test, one quarter (26%) had had more than one re-test.  

Incidence of re-testing
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4.6 Again, in keeping with previous periods, 52% of respondent’s vehicles had passed the NCTS inspection the first time they were tested.  This is reflective of the national pass rate (53%) for full tests for 2006.  

4.7 Of those respondents who failed the first test, fewer were of the opinion that their car did not deserve to fail than in previous periods; 31% were of the opinion that they did not deserve to fail compared to 43% and 41% respectively in 2005 and 2004.

Incidence of test failure and customer opinion on deserving
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4.8 The key reasons for believing that the car did not deserve to fail the test were that ‘it was only a minor problem’ (53%) and that the ‘car was fine’ (26%).  A further 6% specified that ‘the car is reasonably new’. 

4.9 Similar to previous periods, some 79% of respondents had their car serviced before presenting it for its first test.

4.10 However, car servicing prior to the test continues to have little or no impact on whether it passes or fails its first test.  

4.11 Consistent with previous monitoring periods, the local garage was by far the main provider of a pre-test vehicle service (70%).

4.12 Those respondents who had stated that they did not have their car serviced prior to testing were asked why.  Again, the main reason for not having the car serviced before testing was that respondents were confident that the vehicle would pass (56%). 

4.13 The majority (70%) of those whose vehicle had passed the vehicle inspection had stated that they were confident that the vehicle would pass compared to only 44% of those that had failed the inspection.

4.14 The second most common reason for not servicing the car prior to the test, cited by those respondents whose vehicle had failed the test, was that they wanted to see what was wrong (32%). 
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Rating of importance and level of satisfaction with aspects of service

4.15 Respondents were asked to rate six aspects of customer service in order of importance; these are illustrated in the chart below.

Importance ratings of aspects of customer service
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4.16 Consistent with the results of previous monitoring periods, the most important aspect of customer service is the provision of clear and simplistic information by NCTS; 30% rated ‘test reports should be clear and easily understood’ as the most important element of service. However, in a shift from previous years the second most important aspect was ascribed to the need for short waiting times (27%) (Compared to fourth position in 2005).

4.17 The third most important aspect of service was ‘staff should be helpful and courteous’ (19%). Converse to previous monitoring periods, the need for ‘booking procedures to be clear and easily understood moves down to the fourth most important rating (15%).

Satisfaction with aspects of service 

4.18 Respondents were asked to rate their satisfaction with various aspects of service on a five point scale, where one is ‘very dissatisfied’ and five is ‘very satisfied’.  Satisfaction with the main aspects of service was generally high, with the majority of respondents being very satisfied or quite satisfied with all of the service attributes under investigation.

4.19 The top five ratings were as follows: ‘the helpfulness of staff when confirming the test’ (94%), ‘how straightforward it was to confirm test’ (93%) ‘ability to carry out the test professionally’ (92%),  ‘length of time taken to respond to telephone queries’ (89%);  ‘registration and payment procedures’ (89%) and ‘helpfulness of staff who carried out the test’. 

4.20 The table below details satisfaction levels amongst all service attributes.

	Aspect of Service
	Number to whom question was applicable
	Quite satisfied (%)
	Very satisfied (%)
	Overall satis-faction 2006 (%)
	Overall satis-faction 2005 (%)

	Information on booking procedures
	995
	34
	50
	84
	87

	How straightforward it was to confirm test
	997
	27
	66
	93
	93

	Helpfulness of staff when confirming test
	898
	25
	69
	94
	94

	Length of time had to wait for test appointment
	984
	29
	47
	76
	82

	Length of time taken to respond to telephone queries
	620
	32
	57
	89
	86

	Length of time taken to respond to written queries
	203
	32
	55
	87
	83

	Registration and payment procedures at test centre
	992
	29
	60
	89
	88

	Helpfulness of reception staff
	974
	26
	62
	88
	87

	Length of time had to wait at test centre
	981
	31
	55
	86
	80

	Cleanliness of waiting area
	975
	30
	54
	84
	82

	Comfort of waiting area
	971
	29
	36
	65
	67

	Helpfulness of staff member who carried out test
	961
	27
	62
	89
	86

	Ability to carry out test professionally
	906
	28
	64
	92
	89

	Ability to answer questions on test result
	748
	27
	59
	86
	84

	Test report itself
	988
	28
	58
	86
	81

	Length of time had to wait for re-test
	317
	33
	50
	83
	83


4.21 Whilst overall levels of satisfaction are high, an important differential is in relation to the percentage of respondents who were ‘quite satisfied’ as opposed to ‘very satisfied’. Whereas ‘very satisfied’ usually indicates complete satisfaction with a particular aspect of service, ‘quite satisfied’ suggests that there is still scope for improvement.

4.22 Three of the areas that were identified with room for improvement in 2005 have increased their percentage of ‘very satisfied’ customers.  These are :

· the length of time taken to respond to written queries (55% ‘very satisfied’ compared to 47% in 2005)

· the length of time customers had to wait at the test centre (55% ‘very satisfied’ compared to 49% in 2005).

· the length of time  customers had to wait for a retest (50% ‘very satisfied’ compared to 46% in 2005);

Conversely, the length of time customers had to wait for a test appointment ranked second lowest (76%) in overall satisfaction and experienced the greatest fall in overall satisfaction (-6%) on 2005 of all the attributes rated. This decrease was due to a decrease in ‘very satisfied’ customers. This attribute also encountered the second greatest fall in overall satisfaction on 2004 ratings (-8%).

4.23 Ranking as the 2nd most important service attribute in 2006, waiting times require continued improvement.  Specifically, of those who ranked length of waiting time most or second most important, 85% were satisfied with the length of time they had to wait at the test centre and 80% were satisfied with the length of time they had to wait to get a retest. However a lower percentage of these respondents were satisfied with the length of time they had to wait to get a test appointment (70%) 

4.24 Overall satisfaction with the test report has increased (86% compared to 81% in 2005), and is also up 2% on the 2004 rating. The percentage of customers who are ‘very satisfied’ with the test report has increased by 9% from 2005. This represents the greatest increase in ‘very satisfied’ customers during this period.

4.25 With a sixty-five percent satisfaction rating ‘comfort of the waiting area’ continues to stand apart as the least satisfactory service attribute over the monitoring period. Overall satisfaction has decreased by a further margin of 2% on 2005 (67%).  

4.26 Overall satisfaction with the cleanliness of the waiting area’ has risen marginally by 2%; the percentage of those who were ‘very satisfied’ has also recovered by 4%. 

4.27 Taking into account that all aspects of service, apart from ‘helpfulness of staff when confirming the test’ (which maintained a rating of 94%) experienced a fall in overall satisfaction between 2004 and 2005, it is encouraging to see that most elements of service have improved on 2005 ratings for overall satisfaction.  

4.28 Three aspects have lower overall satisfaction this period than in 2005:

· Length of time customers had to wait for a test appointment       (76% vs. 82%)

· Information on booking procedures (84% vs. 87%)

· Comfort of the waiting area (65% vs. 67%)


4.29 Satisfaction with the test report is also the only element of service that achieves a higher score (+2%) than 2004 ratings.

4.30 Satisfaction with the overall service received from NCTS remains high with 87% stating that they were ‘quite satisfied’ or ‘very satisfied’ with the overall service. However, this represents a 3% shortfall on the stated service standard requirement of 90% customer satisfaction which has been achieved over the past 4 years (92% in 2002). The percentage expressing dissatisfaction remains constantly low at only 3%.

Overall satisfaction with the service received from the National Car Testing Service
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4.31 Again, a significantly higher proportion of respondents whose vehicle had passed the first time it was tested were either ‘very satisfied’ or ‘quite satisfied’ (92%) compared to those that had failed (82%). Those who passed the first time were also most likely to be ‘very satisfied’ with the service.

Convenience
4.32 Respondents were asked to rate the convenience of the location of the NCTS test centre, current opening hours and time slot allocated using a five point scale where five is ‘very convenient’ and one is not at all convenient’.

4.33 More than eight out of ten of respondents (85%) stated that the location of the test centre was convenient. Only 6% consider the location to be inconvenient.

Convenience of test centre location
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4.34 The majority of respondents continue to express satisfaction with opening hours and time slot. 86% of respondents stated that the opening hours of the test centre were convenient. Similarly, respondents were largely satisfied with the time slot they were allocated for their vehicle test with 87% stating that the time was either ‘very’ or ‘quite’ convenient. 

4.35 A small contingent of 4 % and 5% felt that opening hours and the time slot allocated were not convenient.

4.36 Those who had attended a retest were equally satisfied with the time they were allocated (84% stating ‘quite’ or ‘very’ convenient).  These findings are illustrated in the chart overleaf. 

Convenience of test centre opening hours

[image: image11.wmf]Did you have your car 

serviced before you presented 

it for its first test?

Who carried out the service?

3

1

1

32

44

1

4

1

1

15

70

0

20

40

60

80

100

No particular reason

Other

Intend to buy new car

Nothing wrong with it

To see what was wrong 

Confident it would pass

Pass

Fail

30

70

21

79

0

50

100

No

Yes

%

Pass

Fail

Base:  521 Pass 

480 Fail

10

9

17

66

11

8

76

7

0

20

40

60

80

100

Main dealer

Local garage

A friend/family

member

Yourself

%

Pass

Fail

Base: 410 Pass

337 Fail

Why was the car not serviced?

%

Base: 111 Pass

143 Fail


4.37 Respondents who stated that they had an inconvenient time slot were asked whether they had tried to change either the time or the day of the appointment.  Only two fifths (41%) of these respondents had tried to change what they perceived to be an inconvenient appointment.  

Incidence of changing an inconvenient time slot
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4.38 When questioned in relation to which time slots would be most convenient for car tests, stated preference was almost equally split between those who were happy with a test slot during normal working hours of 9.00am to 5.00pm (52%) and a slot outside the normal working hours (48%). Thirty eight percent find the normal working hours most convenient. A timeslot between 5.00pm and 8.00pm during the week, or at the weekend both remain popular with just over one fifth of respondents (21%).

Most convenient times[image: image13.wmf]32
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Value for money

4.39 Almost two thirds of respondents (65%) believe that NCTS offers good value for money. This represents an 11% increase on 2005 (54%). 15% expressed an opposing view, stating that the service offered poor value for money. This compares favourably with 2005 when 20% expressed this view.
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Centre facilities

4.40 Respondents were asked about their use of facilities within the test centre and how satisfied they were with each of the facilities used.
4.41 As in previous monitoring periods, test centre facilities are not well used by members of the public. The main service used were the toilet facilities, and these continue to be rated positively (82% were satisfied). Only 5% of respondents expressed dissatisfaction with the toilet facilities; the key reason being that they were not clean.

4.42 With only 2% of respondents using the telephone facilities and two respondents using the baby changing facilities, this does not permit analysis of satisfaction levels, as the figures obtained would not be statistically robust.

Level of usage and satisfaction with facilities
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Knowledge of making a complaint

4.43 Less than one third (31%) of respondent’s know how to go about making a complaint. As for previous periods, the majority of those that claimed that they would know how to make a complaint would telephone NCTS (53%).  

Level of knowledge about and how to make a complaint
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Suggestions for improvement

4.44 Forty three percent of respondents had suggestions for improving the services offered by NCTS. The main suggestions were:

· Improve the waiting area (75 responses);

· Don’t charge for a re-test (72 responses);

· Employ more/better staff (59 responses);

· Offer better explanations on the test report (51 responses);

· Provide more information (48 responses);

· Abolish the re-test for minor failings (48 responses);

· Have clear procedures (47 responses).

V Customer Performance Index
5.1 Asking users to rate their level of satisfaction with various service attributes generates our Customer Performance Index. The six critical service elements are illustrated in the chart below.

5.2 The CPI achieved in the first year of operating was 83.2. This increased consistently throughout the subsequent years of monitoring until 2004 (despite the slight downturn in the overall CPI value for 2003). The year 2005 saw a decline to 83.0 however this has improved by 1.4 in the current period to 84.4. The index remains higher than that achieved in the first two years of monitoring and it remains above the service standard score of 80 as set out in the customer charter.

Customer Performance Index
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5.3 As discussed earlier, the CPI value is attributable across almost all aspects of service provided by NCTS. 

5.4 Following the decline in scoring across all attributes in 2005, most areas have achieved a marginal improvement; however booking procedures and waiting times have experienced a marginal decline of 0.1 on 2005 scores.

5.5 The test report itself achieved the highest score and has also experienced a marginal improvement in satisfaction in the past two years. As the most important aspect of service, this is a welcome improvement which requires continued monitoring. 

5.6 Waiting times, in particular, ‘the length of time taken for a test appointment needs to be addressed. As this is now rated as the second most important aspect of service, it is imperative to the customer experience and must be addressed in order to prevent a further decline in customer satisfaction. 

5.7 The detailed calculations for the customer performance index (CPI) are contained at appendix B of this report.

Appendix A

Questionnaire

Appendix B

Methodology for Customer Performance Index
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