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Key Terms & Ideas

- “Client survey” — we're specifically talking about digital client satisfaction surveys.

Here’s why...

Measure the client experience.

, Build online reputation.
Clea rly r.ated® Differentiate on service quality.



Digital surveys are a highly productive use of resources.
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Clients are ready to be asked for their feedback.

93% of accounting firm clients say ~ 81% say that when asked for

it's important to have an open feedback, their perception of
channel of communication to provide their accounting firm is
feedback to their firm. positively impacted.

SOURCE: ClearlyRated 2018
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Key Terms & Ideas

- “Client survey” — we're specifically talking about digital client satisfaction surveys.

«  “NPS®” - or “Net Promoter® Score” — a leading client survey methodology that measures client
satisfaction, loyalty, and referrability.

Measure the client experience.

, Build online reputation.
Clea rly r.ated® Differentiate on service quality.



Net Promoter® Methodology

How likely are you to recommend our firm to a friend or colleague?

Not at all likely

Extremely likely

DETRACTORS PASSIVES PROMOTERS

Net
Promoter® % %

Score Promoters o Detractors

Clea rly rated® "Net Promoter, Net Promoter System, Net Promoter Score, NPS and the NPS-related emoticons are registered trademarks of Bain & Company, Inc.,
Fred Reichheld and Satmetrix Systems, Inc."



Why Net Promoter® Score?

- Directly tied to growth strategy for service firms —-

* Single metric to _against the industry and across other
world-class service quality organizations.

» Creates service - and makes service quality an_
goal across the organization.

+ Measures loyalty behavior as & proxy for client perception - helps

client remove their own bias about what constitutes “good” or “great”
service.

clgarlyrated®



Global NPS Standards
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NPS Across Industries
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Accounting Industry NPS® Benchmark

(How buyers and clients of accounting firms rank their primary provider)
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Measure the client experience.

, Build online reputation.
Clea rly rated® Differentiate on service quality.



Key Terms & Ideas

- “Client survey” — we're specifically talking about digital client satisfaction surveys.

«  “NPS®” - or “Net Promoter® Score” — a leading client survey methodology that measures client
satisfaction, loyalty, and referrability.

- “Response rate” — the % of clients asked for feedback who actually provide it.

Measure the client experience.

, Build online reputation.
Clea rly r.ated® Differentiate on service quality.



24% of accounting clients report
having experienced a service
Issue with their accounting firm.
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Correlation between happy clients and revenue health
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Common missed opportunities to maximize the ROI of
your survey initiative...

Customer with service failure
and successful recovery

Avoiding conversations with
less-than-happy clients.

Customer Loyalty

Customer without
service failure

Service failure / «— Service recovery

Time

Measure the client experience
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Common missed opportunities to maximize the ROI of
your survey initiative...

Avoiding conversations with N sk
. \
ess-than-ha clients. AL P ragmente
I than-happy client °~\‘.” Fragmented
3 '«: “;. A Doesn’t Scale
Not “scaling” access to client C_o-a ‘2\@\

feedback internally. VAR I ‘ﬁ.

1,0 ..
. ¥ i - Efficient
s
M‘ -- Survey‘{ ° :
n wn w3l Scalable
MW N n
AR RN ®
‘\ \ NN
NN Y Il
R |
Py W
Y \

Measure the client experience.
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Common missed opportunities to maximize the ROI of

your survey initiative...

Avoiding conversations with
less-than-happy clients.

Not “scaling” access to client
feedback internally.

Not taking action on the feedback.

cIe’arIyrated@
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80% of your time 20% of your time

should be spent should be spent
responding to on designing and

and taking action implementing a
on feedback. survey.

Measure the client experience.
Build online reputation.
Differentiate on service quality.



Common missed opportunities to maximize the ROI of

your survey initiative...

Avoiding conversations with
less-than-happy clients.

Not “scaling” access to client
feedback internally.

Not taking action on the feedback.

Not having a strategic plan in place to
capitalize on positive feedback.

cIe’arIyrated@

Promoters of their
primary accounting firm say they
would be Very likely to

provide a testimonial and have
stated their willingness to refer,

6x more often than other
clients.
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Measure the client experience.
Build online reputation.
Differentiate on service quality.






Initial Email Invitation Sent to Clients
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Dear [fname],

Your opinion is important to us. Please help us improve by completing a quick,
[question_count] question survey on your recent experiences with our firm.

Based on your most recent experience, how likely are you to recommend [Brand] to
a friend or colleague?

0 1 2 & 4 5 6 7 8 - 10 Don’t Know

(0 - Not at all likely and 10 - Extremely likely)
(Please note: clicking selection above will direct you to the rest of the survey)

By taking time to share a few thoughts with us on your experience, you are helping us
discover ways to improve the service we provide you.

Thank you in advance for your time.
Sincerely,
[email_signature_name]

[email_signature_title]

This survey was sent to you by CleariyRated on behalf of [Brand]. If you have any questions or problems with the
survey, please contact ClearlyRated at 800-921-2640, or by email at survey@cdiearlyrated.com

Please read our Privacy Policy. To unsubscribe from all future surveys conducted by ClearlyRated, please click here:
[unsubscribe]







8-Question Standard Client Driver Survey Questions
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Satisfaction Survey

Hkely

[brand] to a friend or colleague?
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Have any issues you've had been resolved within 24 hours?

Yos
No

Yes
No
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Measure the client experience.

, e Build onli tation.
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Data Privacy & Technology Environment

The security and privacy of data shared with ClearlyRated is of utmost importance to us. We have
taken the following steps to ensure that the privacy and security of all data shared with
ClearlyRated is maintained:

. Implemented an industry standard Information Security Program and Policy that all
employees are trained on and required to follow.

. Self certify into the EU-U.S. and Swiss-U.S. Privacy Shield programs
( N i It ), which are stricter data privacy frameworks than is
required by US law.

. Fully GDPR compliant privacy policy - https://www.clearlyrated.com/solutions/privacy-legal/

. Applied industry best practices on the storage and security of the data within our database
servers and employee computers, including full hard drive encryption of all employee
computers.

. Restrict access to production servers that store confidential information to the small number
of employees needed to maintain those systems.

. All transfer of confidential information is fully encrypted at all times.

Any further questions relating to privacy and confidentiality of personal information can be directed
to Nathan Goff the Chief Technology Officer at ClearlyRated. He can be contacted at
ngoff@clearlyrated.com.

cIe’arIyrated@

At ClearlyRated, we take information security very seriously. This sheet provides technical details for ClearlyRated’s survey system and
provides answers to common IT Department questions.

Servers
. All production survey fielding and reporting applications are hosted on leased dedicated hardware with Rackspace in their Chicago
datacenter.

. All leased managed server hardware employs industry best practices for hardware redundancy around disks, power, and network.

. See http://www rackspace.com/about/datacenters for full details on this datacenter and the certifications it has received. Sampling
of some of the certifications this datacenter has received are: SOX, HITRUST, PCI-DSS, ISO 2700-1

. Application and database servers are dedicated to those functions and do not operate both on the same server.

. All of these servers are dedicated and managed hardware not within cloud or shared hosting environments.

. All production servers run a supported and managed version of Red Hat Enterprise Linux.

Networking

. All production server hardware is behind a managed Cisco firewall.

. Only ClearlyRated leased hardware is attached to the firewall.

. Industry standard protocols are followed to provide very limited direct access to firewall and the servers behind it.
. DNS services managed by Cloudflare.

. See http://www rackspace.com/about/datacenters for full details on network uptime SLA.

Redundancy

. All production application servers have managed backups on a daily basis.

. All production database servers have a real-time replica with daily full backups.

. Rackspace managed services provides redundancy to all other aspects of the infrastructure.

Email

. Emailing infrastructure provided by Mailgun.
. All email sent on a dedicated IP.

. Email certification provided by ReturnPath.

Measure the client experience.
Build online reputation.
Differentiate on service quality.
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Questions?

Kat Kocurek

kat.kocurek@clearlyrated.com = mike.karger@clearlyrated.com
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