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A Introductions

A Content:
0 Quest module stats to set the scene
0 Places Leisure approach
0 Some quick wins
o Ideas from the floor
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Customer Experience module bandings:

MV T good

Plan 1 very good

Do T very good
Measure 1 very good
Review 1 good
Impact - good

One of our only modules that does have an
excellent in there somewhere!
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Customer Experience module

. Excellent- 22%
Plan- How do vou plan to deliver an excellent
youp Very Good 46%

customer service? Good- 25%

Do- How do you use and communicate your Excellent 13%
findings in relation to improving the service for Very Good 48%

both customers and staff? Good- 31%

c . (0]
Do- How are you trained and informed of the ~ |EXCellent 23%

i : Very Good 45%
service standards you are to deliver? Good-27%
(0]
Do- What resources are allocated to ensure that=xcellent 30%
Very Good 43%

you can deliver the defined service standards? |zood-229%
Excellent 17%

Measure- How do you measure? Very Good 54%
Good- 23%

Excellent- 7%
Review- How do you review what you measure? Very Good 57%

Good- 28%
— B0,
Impact- Has what you have done made a SCalaibEn
i Very Good 53%
difference? Cond. 3206

results:

Right Directions




Reception Area Is the reception team and area welcoming and
user friendly?

Sales and enquiry opportunitiesAre sales and enquires
responded to positively?

Is information available to all customers?

Is feedback proactively sought, actioned and responded to in a
timely manner?

Are all staff observed and spoken to, friendly, helpful and
knowledgeable?

Are the facilities and programme accessible for all?

Are facilities baby and child friendly?

Are enquires made via the telephone proactively dealt with?

Are enquires made via online proactively dealt with?

Excellent 27%
Very Good 38%
Good- 24%
Excellent- 9%
Very Good 27%
Good- 34%
Excellent 24%
Very Good 41%
Good- 29%
Excellent- 9%
Very Good 19%
Good- 33%

Excellent 58%
Very Good 22%
Good- 13%

Excellent 33%
Very Good 33%
Good- 26%
Excellent 40%
Very Good 36%
Good- 14%
Excellent- 16%
Very Good 29%
Good- 31%

Excellent 24%
Very Good 21%
Good- 25%

MV
results:
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What can we do to raise our
customer satisfaction?

Over to James to discuss the Places
Leisure approach..
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Why worry about customer
satisfaction?

e . We want t o
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Yeah, but why??

A Because we want to be the best, we can
A.SOlIdzaS A0Qa 6KI G A
customer
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Yeah, but why, still??

A Because we want to be the best, we can

A . SOIFIdzaS A0Qa 6KI O Aa
customer

A. SOl dzaAS e2dz 2dzaid Ol
challenging markefplace & you need to
stand out from the crowd.
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Yeah, but why, still??

A Because we want to be the best, we can

A . SOIFIdzaS A0Qa 6KI O Aa
customer

A. SOl dzaAS e2dz 2dzaid Ol
challenging markefplace & you need to
stand out from the crowd
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Yeah, but why, what is the point?? @

A Because we want to be the best, we can

A . SOFKdzaS AGQa ¢6KIG A& SELIS

A . SOFdzaS @&2dz 2dzad OF yQuUu ai
market-place & you need to stand out from the
crowd

A So our customers keep returningand,
probably more importantly tell their friends to
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Wanting customers to be satisfied and loyal:

A Loyal behaviour
A Loyal attitudes
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T J>o T T> T

t 2el f

Customer I1s a member for a several monthg

0 S KuhleyalRttideNgs:a 0 & A

Repeatedly books in for classes

o 2dz £ ST Ny

0KI G

They get a discount for coming to you

¢ KSé

Solutions Ltd

F NByYy Qi

NEI f f &
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w Loyalty isourgoal g KI 0 Q& G KS ' f
customer satisfaction?

Loyal Behaviour + High Satisfaction

Loyal Attitudes

oooooooooooo
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% 4 great ways to Improve your customer
satisfaction:

1. Treat every customer as If they were a VIP

2. Keep measuring customer satisfaction

3. Know how you should survey your customers;
the right way

4. Keep an eye on what customers say abou
2y a20AFf YSRALI X

Leisure-net
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Places
Leisure

Part of Places for People

Measuring Customer
Experience




A little about our I nsight teamé

Places Pulse Customer Surveys
Our mystery customer programme Leisure Centres
Includes;

. _ Membership type
Joining T Sales enquiry

Pay as you move swim Swimming lessons

Café visit

Places Gyms

Retail Enquiry
Member surveys

J Places
N Leisure

Part of Places for People Recognition . Coaching . Improvement

We'd reafly appreciate i If you'd compiede 2 short ousfomer survey about
your recent visis) fo Dover Disiriof Leisure Cantre. This is our first survey
2fisr opening the new osntre 50 we'd love o know how we're doing.

# shouldn't take more than & minudes — and you 0ould win 3 months”
meemnbdershipt

2ampiy Ml out the survey fo be enfered info the prize draw.

We hope your're anjoying your Pramium Membership. Thanks for ohoosing fo
be zoitve wilh us.

‘Yours, The am at Dover Disiriof Leisure Contre




We Kknowéeé

/8% 14%

of people trust of people trust
recommendations advertisements

) Places
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Part of Places for People



S0 we measure
our customers
likelihood to
recommend

Net promoter Score

Places
Leisure

Part of Places for People

Create some noise.

Would our customers recommend us?
The best marketing of all...

DETRACTORS PASSIVES PROMOTERS
. - . A
s s T g gl 9 I 1p

NPS = % of Promoters - % of Detractors

Want the simple version?

NPS measures what's being said about us in offices, pubs, in
front of the TV and even in our own centres.

The higher the number, the better & the louder that noise!



(> Places ol
v Leisure Whatever place you'’re into

Part of Places for People

. — S
G ettl n g tO kn OW Membership Number:

someone is THE N\
most important 5 \‘

thing for our
new members M

“Feeling great.”

Journey File

\‘ Pla.ces placesleisure.org
v Leisure

Part of Places for People




Your 1 minute
Coaching Session

Places
Leisure

Part of Places for People

0 9% 3.4
1to4 53% 6.5
5to 9 89% 8.2

10+ 94% 9.1

When a needs
analysis becomes an
outstanding
conversation great
things happen

When customers feel
you are genuinely
interested, they trust
you enough to
recommend you to
friends and family

Source : Places Pulse visits



SWIMTAG
Usage and awareness of free benefits drive recommendation

i want 00
National NPS Point swing between using
NPS 38 SWIMTAG and not being able to use
don’ it due to availability




Products drive recommendation
Customerswhousedoal | 6 of their member ship




Class customers

Il n 2020 wadtisngadthand as wasting cus
Fortunately this doesndt happen ofte
Customers Customer feeling  Customers who said
experiencing a class it was cancellations
cancellation feeling handled happen
i KS& RARYQU UhiaifS frequently

enough notice

J Places
\ Leisure

Part of Places for People
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Data is nothing
without delivery

Our surveys show the most
Important drivers of
satisfaction
And what 0s at
list, has to be at the top of
our s e
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What’s most important to the
parents of kids on swim lessons?

=

My child/children

is progressin ?
.
/ |

The swim lessons

.

The swim lessons

are good quality/
/ |

The course portal

offer good value
for money /
My child/children

is really enjoying
their swim

is updated
regularly

L

lessons

7 6

The quality of our
changing rooms

/
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