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Drive Member Experience 
with Feedback 

 

For many member based organisations, infrequent contact with their members can make it a challenge to gain 
an understanding of member priorities and experiences. This lack of visibility can often result in a 
misalignment in organisational priorities and a gradual reduction in the member’s perception of the 
organisation’s value. Eventually the member’s engagement with the organisation and even retention can be 
impacted. 

This whitepaper presents best practices on utilising member feedback to drive alignment of member 
organisations with member needs.  

Effective processes and solution toolsets are required to deliver these best practices experiences, and we 
explore how the CentraCX Voice-of-the-Customer (“VoC”) provides a flexible, scalable and cost-effective way 
to ensure that membership organisations remain closely aligned with the views and priorities of members.  

 

When to collect feedback 
Deciding when to collect feedback can be difficult. Consideration for ‘survey fatigue’ as well as the relevance of 
the collected information should be made. The following best practices generally address the major concerns 
with deciding when to request member feedback. 

After every Interaction – Collecting feedback with close immediacy to each interaction allows for the 
identification of improvement opportunities in people and processes. Interaction surveys provide an 
opportunity for members to express their views, and to have their specific circumstances addressed in a 
service recovery action.  They are a constructive way to take proactive action and minimise any negative 
outcomes that arise when members feel ignored or disenfranchised. 

With many organisations only having a limited number of contact points with their members over the course 
of a year there is feedback can be sought at every opportunity. 

Interaction surveys are typically short, around 2 to 3 score-based questions sometimes followed by a 
qualitative insight seeking question that can be triggered based on the scores provided. Maintaining short and 
easy to complete surveys is key to avoiding survey fatigue and increasing response rates. 

Interaction survey quantitative data is useful for maintaining a high responsive pulse on member sentiment.  
The impact on members of changes in products and processes can be detected quickly with root causes 
understood and actioned . 

Episode – An episode is a combination of interactions that combine to achieve a particular outcome. For 
example, the series of steps (interactions) that a new member may experience when joining an organisation 
can be combined to give an understand of the end-to-end joining experience (the episode). Some 
organisations treat each year of membership as an episode and seek feedback directly form members that 
they would not otherwise have communicated with during the year. 

Collecting feedback at the conclusion of an episode is a highly effective way to identify improvement 
opportunities associated with the episode.  Episode surveys tend to be longer and include more qualitative 
questions that provide insight into the reason for particular sentiments and improvement opportunities.  
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Episodic surveys are generally used for aggregated statistical analysis of the journey to prioritise organisation 
wide improvement opportunities in product, services and processes, but may also be utilised for service 
recovery on specific member issues if they are not identified through interaction surveys. 

Research – These surveys are tied to direct detailed statistical research objectives. Often these surveys may be 
just one component of a broader research plan that incorporates focus groups and other research 
methodologies. The surveys are developed and triggered by the organisations’ desire to understand specific 
customer sentiment as an aggregate across the nominated population. 

 

How to collect feedback 
In order to ensure maximum member participation and feedback quality the collection process should follow 
these high-level practices: 

Engage frontline staff /volunteers – Those representatives of the organisation that are dealing directly with 
members must be engaged in the feedback process. This is critical to achieving high participation rates and 
making feedback useful. 

Immediacy – Collect feedback as close to the trigger event as possible. If it is an interaction survey it should be 
immediately after the interaction. In this case even minutes count. 

Channel – For interaction surveys member feedback should be collected on the same channels as the 
interaction. If the customer called your organisation then a voice post call survey should be used on the same 
call. If the interaction was email or webchat then that same channel should be used. In a retail environment 
experience shows a more immediate channel that can be used once the members leaves the store,  such as 
SMS,  works the best.  

Episodic and Research surveys will typically be email based as they will contain more qualitative questions and 
are less affected by immediacy. 

Quick – Interaction and Episode surveys must be fast for members to complete if high participation rates are 
to be maintained.  It is important not burden members or survey completion rates will decline quickly. 

Easy – All surveys should be easy and clear for the customer to complete. Wording and presentation should 
not place a high cognitive load on the customer or participation rates, completion rates and data quality will 
suffer. 

 

What to do with the feedback once you have it 
Collecting and reviewing customer feedback maybe interesting for the leadership of an organisation but 
practical actionability of  short or long term improvement must be the essential outcome.  

Monitor changes – Quantitative scores that are collected are not statistically comparable with other 
organisations due to the difference in question wording and population; however, movement in the scores and 
specifically trends within a particular organisation is of significant value in understanding change impact.  Small 
but consistent changes in scores should be explored and the root causes understood. 

Engage Leadership – A member centric culture is driven primarily by the leadership of the organisation. 
Demonstrating that leaders are actively engaged in soliciting member feedback, understanding it and acting on 
it creates an environment where all parts of the organisation follow this model. 

Engage frontline staff – Those staff members and volunteers that deal directly with members are closely 
aligned with member sentiment and concerns. By demonstrating that the organisation values and is willing to 
action customer sentiment the organisation is showing the value it puts in its staff and volunteers. 
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Engaging frontline staff and volunteers in contextualising customer feedback, translating it to internal 
language, products and process, as well suggesting how the feedback can be addressed will create ‘meaning 
and purpose’ for those staff and very significantly  drive staff engagement. 

Publishing quantitative scores for individuals, teams and business units creates a member focussed and 
competitive environment where lifting customer value perspectives is an organisation goal. 

Close the loop – Make clear to the entirety of the organisation that your organisation not only values member 
feedback and that you action individual feedback but also adapt products and services in response to member 
sentiment. 

Member centricity – Distribute relevant member feedback to all parts of the organisation including those that 
do not directly interact with members. Create forums for engagement for all parts of the organisation with 
customer feedback as the central topic. 

Engage members – Publish data and improvement actions to directly to members. Demonstrate transparency, 
objectivity and responsiveness by acknowledging areas for improvement and providing visibility of 
improvement plans. 

Service Recovery – Create a process for consistent identification of customer feedback that requires 
intervention from operational or executive leadership. Resolve customer issues and demonstrate to frontline 
staff that the issues are resolved. 

 

How CentraCX enables Feedback Best Practices 
CentraCX VoC is a closed loop Voice of the Customer platform that is ideal for use in member organisations 
which involve both direct and indirect member relationships such as federations, branches, divisions and 
leagues. 

CentraCX VOC is much more than a survey tool and provides a comprehensive feedback management platform 
that enables organisations to collect, understand and action member feedback.  

Multi-Channel – CentraCX allow organisations to simply create surveys and present them on any channel 
including email, SMS, voice, web, kiosk and even within mobile applications.  

Feedback in Context – CentraCX surveys always contain the context in which the survey was collected. For 
example, this may mean the survey is tagged with the member’s name, the member’s status, the relevant club 
or branch, the event which they attended or the specific episode they have completed. This is essential to 
understand the feedback and to create actionability. 

Support for multi-tier Federations – CentraCX  multi-level hierarchy allocates every piece of customer 
feedback to specific resources in the hierarchy. For example, a survey completed by a member of a club that in 
turn is a member of the federation may be visible both to the president of the club and if configured by staff at 
the federation.  

Realtime member feedback to the relevant person – CentraCX presents feedback in real time to the people 
who can best make use of that feedback. For example, feedback collected from a member participating in a 
club sports event can be delivered directly to the tournament manager as well as the on-ground volunteers 
that may have assisted the member. Realtime feedback is essential for ensuring frontline context is captured 
but also allows immediate action to be taken to address the member’s concerns if appropriate. 

Collaborate on feedback without boundaries – CentraCX’s unique Tribal Analytics capability allows each 
individual that receives member feedback to comment and collaborate on the feedback within the platform. 
For Federations with branches and member clubs as well as organisations where staff or volunteers are widely 
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distributed and see each other infrequently this provides an effective way of bringing the organisation 
together using customer feedback. 

Understand member sentiment quickly – The ability for staff and volunteers to #tag feedback creates an 
opportunity to rapidly understand and action member concerns. Allowing individuals who are concerned 
about particular issues to subscribe to relevant #tags ensure that they are always aware of the member’s 
perspective on these issues. 

Integration with membership systems – CentraCX integrates rapidly with a number of member and customer 
management systems. This allows for automated survey triggering and the inclusion of rich contextual data 
with each survey. 
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