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Following Up on Client Feedback:
The Key to the Survey Process
saLLY J. scHMtDT I One good thing that has cot.ne from the

ser-rerally clisuirl ecouomy is that lawyers are nore apt to

contact clier-rts to find or,rt horv tl'rings are going. Many 1aw

firnrs, in fact, have r-rsed the economic rnalaise as an oppol:

tur-rity to survey their clier-rts to Iearn about the ir perceptions

of the firm. But most fir'ms fail to bring the process home.

Resources  abound tou t ing  the  im-

portance of"voice of the client"

programs and discussing how to con-
duct surveys to gauge clients' need
for and level of satisfaction with the
firm. And most of those resources
include the same caveat: The most
important part ofthe survey pro-
cess-whether it's done in person,
by phone or in written form-is fol-
lowing up on the feedback received.

Yet that's usually where the ball
gets dropped. Firms will conduct a
survey, record the results and then
think the project is done. Enhanc-
ing client relationships, howeveq is
not a project-it's a process. Here are
thoughts on how to follow up on a cli-
ent survey to truly get the benefits.
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Scenario One: A Client Gives
Very Positive Feedback
Let's say the client gives the firm
gredt marks-rating overall satislac-
tion as a 5 on a 5-point scale, and
rating each specific quality,like re-
sponsiveness or billing practices,
a 4 or a 5. What should you do to
follow up on feedback like this?

First, you should send a personal
note or make a phone call to thank
the client for participating. Clients
are busy, too, remember. In fact, in
this age ofshrinking headcounts and
budget cuts, a client that takes the

time to participate in a survey is re-
ally doing you a favor, so you want to
convey how much you appreciate it

Second, every survey contains
nuggets that can lead to follow-up
conversations with clients. Ifa cli-
ent gives you a 4 out of 5 on a spe-
cific factor, for example, that could
prompt this follow-up question: "Joe,

I'm delighted that you're so satis-
fied, but we don't want to stop trying
to improve. In your opinion, what
can we do to bring up our grade for
'Status reporting' from a 4 to a 5?"

Similarly, you may see that a cli-
ent ranks various factors in terms of
importance, putting "Understand-

ing of my business" first on the list.
This could lead to a follow-up dis-
cussion that begins with:"Karen, *
I saw on the interview summary T'l

that our understanding your busi-
ness is really important to you. What
else can we do to learn more about
your business?" Even positive sur-
vey results can present opportuni
ties for deepening the relationship.

Scenario Two: A Client
Doesn't Return a Survey
Lawyers often jump to conclusions
when a client doesn't participate in the
surwey process. They think that either
the client is happy and doesn t want to
be bothered to say so, or the client is
unhappy and isn't engaged enough with
them to say so. But the truth is that it
is impossible to conjecture with any
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