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Automated client 
satisfaction surveys, 
such as ones offered by 
Clearly Rated, CX Pilots, 
Ask Nicely, Alchemer 
and Qualtrics, are 
now a common tool 
in most accounting 
and advisory firms’ 
client experience (CX) 
toolboxes.   
While these surveys often ask many 
questions about a client’s satisfaction 
with particular staff, services or 
outcomes, the question that has 
received the most attention for a 
number of years is the one that yields a 
net promoter score (NPS): “On a scale of 
0-10, how likely are you to recommend 
our firm to a colleague?” 

NPS is one of the easiest and fastest 
ways to measure client satisfaction. 
It helps firms categorize their clients 
based on their scores into detractors, 
passives (or neutral) and promoters. 
Firms can then compare their scores to 
their competitors to see how they rank 
against the competition. 

But NPS has its shortcomings, 
especially as a gauge of the overall 
client experience, said Jim Iyoob, 
chief customer officer for Etech 
Global Services. Because NPS is based 
on a response to a single question, 
its biggest drawback is the need 
for additional research. A narrow 
focus on NPS fails to consider client 

demographics and how they might 
affect scoring. Staff may become more 
concerned with receiving a high score 
than in exhibiting behaviors that would 
make clients genuinely satisfied. NPS by 
itself may not reflect actual interactions 
and experiences.

A better approach to developing a 
client satisfaction survey that actually 
measures a client’s experience is to start 
with strategy. 

Iyoob suggests starting with a 
firm’s mission, vision and goals, and 
developing questions that measure 
how the firm or team is meeting those 
goals:

• What is it like to be a client? 

• What is it like to speak to or email 
with a member of the team? 

• What additional help would be 
appreciated? 

If it’s true that “client service is what 
you deliver, client experience is how 
what you deliver is received,” then it is 
imperative to truly find out what that 
experience was.

Many accounting and advisory firms 
are asking more complex questions 
and following up client satisfaction 
surveys with telephone or video 
interviews to help deepen client 
relationships and develop new 
products and services.  

Marketers often are the first to use 
client satisfaction survey data and are 
in the best position to uncover new 
client needs. It’s not enough to simply 
report numbers and percentages; 
marketers must aggregate survey 
results and contextualize them, 

creating compelling narratives that can 
be turned into marketing and selling 
strategies. Building on the collaborative 
nature of the survey, business 
development teams can promote a 
new service to existing and prospective 
clients by saying, “You told us what you 
wanted, so here it is.” 

Jack Kolmansberger, chief marketing 
officer at Herbein + Company in 
Reading, PA, asks direct and specific 
questions in his client surveys. 

“We asked our clients for their top 
concerns going into 2021 and used 
the data to create a webinar to 
specifically address those concerns — 
especially targeting tax, accounting 
and financing,” he said. “We also ask 
open-ended survey questions, like 
‘What keeps you awake at night?’ We 
expect the replies to directly inform the 
components of new services.”

In addition to being strategic 
about which questions are asked, 
Kolmansberger uses a strategic 
approach to determine which clients 
are surveyed. 

“We intend client service always to be 
‘over and above,’ so we use satisfaction 
data to help us concentrate on 
critically important clients. We don’t 
let lower revenue clients wag the dog,” 
Kolmansberger said.

For Jade Reichling, director of client 
experience at EisnerAmper in Miami, 
client satisfaction survey data informs 
their Business Transformation team as it 
develops new revenue-producing audit 
and tax products based on client needs. 

“From our survey we also learned 
that clients using our portal wanted 
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a mobile platform sooner rather than 
later, and to satisfy that need we sped 
up the development of a mobile app,” 
Reichling said.

Other firms, such as Friedman LLP in 
New York, have had success in using 
client satisfaction survey data to 
measure their clients’ engagement 
with their content and other marketing 
programs, such as blogs, events, 
newsletters and webinars.

“We invite clients to send  ‘shout-outs’ 
to professionals who have made a 
difference for them,” said Jill Jacobs, 
chief marketing officer at Friedman. 
“Hundreds flooded in and we shared 
them immediately with our staff. They 
provided a real morale boost.”

Yet, with all the investment in client 
satisfaction comes the logical question: 
does it increase revenue? 

“We have measured that,” Reichling 
said. “Looking at the data against 
our financial performance we can 
see a direct correlation between 
the engagement strength, client 
satisfaction scores and financial 
performance. Strong CX equates to 
revenue strength.” 

Kolmansberger agreed that client 
satisfaction and revenue are directly 
linked. 

“I look at the big picture. The additional 
service needs we identify, and what we 
potentially save in at-risk client fees in 
one year, easily cover what we spend on 
survey costs by a factor of 10,” he said.

Another benefit of thoughtful, specific 
client satisfaction surveys is to cement 
positive experiences in clients’ minds.

“All services perish once delivered,” 
said Steven Keith, founder of CX Pilots 
in Raleigh-Durham, NC. “The goal is to 
have your client’s recollection of their 
experience with a service live on and 
influence future buying decisions. Savvy 
firms are aggressively competing on 
the basis of client experience. Through 
more effective questioning they’re 
rigging the memory of the experience 
so that their most important clients are 
thinking favorably about them when it 
comes time to re-engage.” 

Clients, if asked the proper questions, 
are likely to articulate what their needs 
are. For client service providers to 
address those needs, they must be 
actively listening. So, what’s going 
wrong with many surveys? 

“There is a colossal gap between the 
internal beliefs firms have about CX 
and what the client truly believes,” Keith 

said. “Over-indexing on 
NPS can give leaders a 
false sense of security 
in the experiences their 
clients have.” 

Moving beyond 
the cookie-cutter 
automated survey 
questions and into the 

deployment of individualized client 
interviews can help close this gap. 

“Too often we ask mediocre questions 
which produce mediocre answers,” 
Keith said. “The purpose of imaginative 
questions is to bring to light client 
relationship friction, uncover 
opportunities to innovate, rescue at-risk 
revenue, and find areas of potential 
service enhancements.” 

Some of Keith’s favorite imaginative 
questions include: 

• If you were CEO of our accounting 
firm, what two changes would 
make in your first 100 days?

• What would make people back at 
your company want to preserve 
our working relationship? 

Using surveys to reveal the true CX your 
firm is delivering can help your firm 
develop new approaches and move 
the revenue dial.
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Business Advisors. Contact at 212-600-
1432 or rshippee@whitmanbiz.com.

• Place client compliments throughout proposals

• Train partners to use testimonials during pitches

• Use them as a starting point for case studies and white 
papers

• Invite satisfied clients to co-present a webinar about a 
solution that worked for them

• Post client compliments broadly over social media

How to get more mileage from 
favorable client satisfaction  
survey responses:

Brands that improve CX:

• Increase revenue 10-15%

• Lower costs 15-20%
Source: McKinsey Insights


