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How to use this guide

This guide is written for project managers who aesponsible for undertaking client
satisfaction surveys using the Common Measurembeots (CMT). The guide focuses on
specific issues related to using the CMT; it doeseaxplain how to build and design surveys.
Previous knowledge and experience with survey reegaethodology is assumed.

Section 1 provides you with some background onGMT in the New Zealand context and
refers to the Drivers of Satisfaction with Servigeality.

Section 2 is designed to help you get started,riteisg the core questions that must be used
and the other types of questions offered and hdwetpn selecting questions for your survey.

Sections 3 provides sample surveys with some o€ti& questions included.

A final section outlines where additional infornmatimay be available.

Please note:

The CMT is provided to New Zealand under licenseamfrCanada. New Zealand Stgte
Services agencies can take up the CMT, free ofgehaby signing a Memorandum pf
Understanding (MoU) with the State Services ComimisgSSC). Local authorities and
charitable entities can use the CMT, for a feesigping a Letter of Agreement (LoA) with the
SSC. Agencies and organisations must abide byetines of the respective MoU or LOA, |n
particular:

. use the New Zealand core questions

. use the wording of the CMT questions as they arttemr and

. provide a copy of their data for benchmarking psgs

For further information, please cont@&bmmonMeasurementsTool@ssc.govt.nz

Published March 2011






Contents

S o[ 0] 0 1@ ] = SO PR TR PSPR 1
1o o [8 o3 1o o PSP PUPPPRRPPRT 1
Understanding the Drivers of SatiSfaction ... ..ccovvvviieeieiiiiiiiiiiee e, 2
0= o o N o TSR 5
Components Of the CMT ... e e e e e e e e e e e e e e e e e eeereaanne 5
The Core QUESTHIONS ... .couiiiiie e e e e e e e raea e e e e e e e st e e e e e eeraaas 5
Telephone Service Delivery specific QUESHIONS..........uveiiiiiiiieee i 6
On-line Service Delivery SPecific QUESTIONS ........ccooiiiiiiiiiiiiiiiierr e e e 6
Paired RESPONSE SCAIE.........ceeeiiieiiiiciee e srreeer e e e e e e e e e e e eeees 7
Benchmarking NatioNally .............ooooiiii oot e e e e e e e e e e e e eeeeeeeenee 7
Benchmarking internationally ................ooommmeeeremmmiiniiee e e e s 8
Selecting other CMT QUESHIONS .............. o eeeeeeeeitnnaaaaa e e e e eeeeaeeeeeeeeeseeeaeneeesessennnnns 9
L1010 4157 T T 1 1=K O 1 L P 9
DemOgraphiC QUESTIONS ......uiiiiiee ettt e e e e e e e e e e e eeeseaeeeeeeeeeeeeennnnan 9
TexXt and SPOKEN VEISIONS ........cuvueiiiiiiiiiisie e e e e e e e e e e e ee st eeeeaea s e e e e eeaaaeaasaeeaeaeaaeeeeees 9
SECHION TRIEE .. sttt sttt esae e sbeeeesneenneas 10
EXample A: A WIILEEN SUMVEY .....oeveiiiiiiiiiiiie e et e e e e e eenae e s s e e e eaaaaeeeees 10
Example B: A SPOKEN SUIVEY .......coouuiiiiiicmmmmmie ettt eeee e e e e e e e 13
S o o] N o | TSP PTPR PRSP 15

Help available from the SSC..........oo e 15






The Common Measurements Tool March 2011 Sate Services Commission

Section One

Introduction

The New Zealanders’ Experience research progranxpleres what New Zealanders think
of their State Services.To improve New Zealanders’ experience of StateiSes requires
State servants to look at the services they anaging from the viewpoint of the service user
— the ‘outside-in’ perspectiveAsking New Zealanders for their views about thelipaf
government services they receive is one of thewags of building an understanding of this.
The research programme provides evidence for maknpgovements to services that will
have the greatest impact on satisfaction.

The research programme draws on international fr@stice in public service satisfaction
surveys. Canada has been identified as a worttktda citizen-centred public sector service
delivery. Part of its success is due to the ugevoftools:

. Citizens First, a national survey of Canadians thaasures satisfaction with service
delivery and identifies opportunities for improvemts and

. The Common Measurements Tool (CMT). The CMT igtacé survey questions and
scales that allows individual agencies to survesirttown clients’ satisfaction and
identify service delivery improvements for servicgers.

In 2007, the State Services Commission (SSC) paeththe licences for both Citizens First
and the CMT and adapted them for use across theAdedand State Services. Citizens First
was adapted for thi€iwis Count public survey.

A key part of the CMT is the core questions basadtlee Drivers of Service Quality
Satisfaction. These are the key factors that dNesv Zealanders’ satisfaction with the
quality of services they receive from public seeviorganisations. The original set of
questions looked at overall satisfaction with peisirviced Subsequent research shows the
degree to which New Zealanders use a variety ofiredla to access government services
This guide provides a set of questions for thrdéemint service delivery channels — in-
person, telephone and Internet — for inclusionaarysurveys.

The CMT question bank from Canada also includes @@@ additional questions that you
can use in your surveys. The CMT is designed tlebagble enough to be used alone or in
components to support your existing client satisf@cmethodologies and measures.

By using the questions set out in the CMT, agencas compare their performance with
other New Zealand State Services agencies as svbkrachmark internationally with Canada
and other jurisdictions that adopt it.

L www.ssc.govt.nz/nzers-experience
2 See the 2007 Drivers Survesgtisfaction and Trust in the State Services, www.ssc.govt.nz/drivers-report
3 www.ssc.govt.nz/how-nzers-access-public-services
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The real value of the CMT lies in agencies takiogom on the results to improve services.
The CMT is a tool to help you achieve somethingsihot an end in itself. Understandihg
what your clients’ particular drivers are, whichver performed best, which was worst, gnd
which priority for improvement is most importanbifn your clients’ perspective, are all issyes
that you will want to consider.

Particular attention should be paid to the drivefssatisfaction when setting improvement
priorities. Comprehensive information based orsé¢herovides a solid foundation on which|to
base decision making, such as the areas to foquewament efforts and resource allocatipn.
It is also likely to secure for your agency thedagt gains in client satisfaction.

Understanding the Drivers of Satisfaction

The key element of the CMT is the core questiorad theasure the key drivers of client
satisfaction. The Drivers Survey identified a@ksix drivers that have the greatest impact on
New Zealanders’ overall satisfaction with the giyadif service delivery. These are:

Figure 1 Drivers of satisfaction with public servic es

31%

The service Staff were  Staff kepttheir Youwere  Youfeel your It's an example

experience competent promises treated fairly individual  of good value
met your circumstances for tax dollars
expectations were taken into spent

account

This set of six drivers account for just over 75%0New Zealanders’ satisfaction with service
quality. The survey found that New Zealandersgaesd different levels of importance to the
different drivers, with ‘the service met your extsions’ being the most important, as shown
in the chart above.

To help you to understand what these drivers medtetv Zealanders, the SSC has published
a report that looks at what each of the specificesls mean and what can be done to improve
satisfaction for that driver. The report is avhiéa on the SSC website at
WWW.SSc.govt.nz/understanding-drivers-report

The drivers of satisfaction with service quality dary depending on the channel through
which those services are delivered. Below aresttieof drivers for services that are delivered
over the telephone or on-line.
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Drivers of satisfaction with telephone service deli very

Kiwis Count 2007 asked New Zealanders how theydwdacted the public service they had
used most recently and their level of satisfactioth the method of contact they had used.
Calling on the phone was the second most commohadebut had the lowest satisfaction
rating. Given its widespread use and comparabietdevels of satisfaction, further analysis
was carried out to identify the drivers of satisilaw with telephone service delivery. This
identified that there were five drivers that halie greatest impact on satisfaction. Together
these five drivers account for 79% of satisfactamnongst those who used the telephone on
their most recent experience. The following chepresents their relative importance:

Figure 2

Overall, you have confidence that their staff —
. 30%
do a good job

The service experience met your expectations 29%

You got accurate information _ 18%
The amount of time it took to get the overall _ 14%
service was reasonable °

| got what | needed using the telephone 10%

Drivers of satisfaction with services delivered on- line

SSC commissioned further research to identify thg #rivers of satisfaction with public
services delivered online, whether it was for afitaj information or carrying out a
transactiofi

The drivers of satisfaction for obtaining infornmatifrom public service websites are shown in
Figure 3 below. Together, these drivers accouni8f96 of overall satisfaction rating with
public service websites visited for obtaining imf@tion.

Figure 4 shows the drivers of satisfaction for yiag out transactions on public service
websites. The five drivers in that chart also antdor 82% of overall satisfaction rating with
public service websites visited for transactiongmses on their most recent experience.

The most important driver for both obtaining inf@tion and transacting is ‘the service
experience met your expectations’. This is coasistwith the overall drivers and the

telephone drivers.

4 www.ssc.govt.nz/online-drivers-of-satisfaction
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Figure 3

For obtaining information

The service experience met my

. 30%
expectations

|

| was satisfied with the time it took to do
what| wanted to do

23%

17%

It was easy to find my way around the site

It's an example of good value for tax

16%
dollarsspent

The lay-outwas clear 13%

I

Figure 4

For transactions

The service experience met your

. 28%
expectations

|

Overall, | was satisfied with the
accessibility of the website

23%

It's an example of good value for tax
dollarsspent

21%

1

When | got to the site it was easy to find

: 14%
what| was looking for

1

The process was straightforward and easy

14%
to understand °

Understanding how your agency’s services are peifay against the drivers of satisfaction
will assist you in identifying your clients’ pridies for improvement in those services.

The next section contains the core questions apthies how they should be used in your
survey.
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Section Two

Components of the CMT

The Core Questions

This section contains four different sets of canegjions. The core questions measure the key
drivers of service quality satisfaction. Each driwof satisfaction is reflected in at least one of
the core questions. The core questions creatastensy and enable direct and comparative
measurement of client satisfaction across agencies.

Each set of questions measures a specific serla@nel. Since the core questions are dirgctly
related to the drivers of satisfaction, you mus asleast one set in your survey. The set|you
choose will be the one most appropriate to theiserehannel you are measuring. The

guestions and rating scales cannot be modifiecheg ihust be consistent for benchmarkjng

with other agencies. That is, the actual wordind scale must be identical.

However, it is not necessary to use the questioitisa same order, or with the same headings.
You can also use more than one set of the cordiqnss

Table 1

Set one

Drivers Questions/Statements Satisfaction
Very Very
dissatisfied satisfied

SATISFACTION

1 Overall Satisfaction* | How satisfied were you with the overall quality 1 2 3 4 5
of service delivery?

EXPECTATIONS

2 Expectations Before going to [agency] for this service, what | Very poor Very good
quality of service did you expect? service service
1 2 3 4 5
3 Met Expectations Looking back, how did the service you got Much worse Much better
from [agency] compare to what you expected? than | than |
expected expected
1 2 3 4 5
PERFORMANCE
Driver Questions/Statements Agreement
Strongly Strongly
disagree agree
4 Competence* Staff were competent 1 2 3 4 5 NA
5 Promises Staff did what they said they would do 1 2 3 4 5 NA
6 Fairness* | was treated fairly 1 2 3 4 5 NA
7 Individual | feel my individual circumstances were taken | 1 2 3 4 5 NA
Circumstances into account
8 Good value It's an example of good value for tax dollars 1 2 3 4 5 NA

spent

* These questions are also related to the Canadignquestions.
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Telephone Service Delivery specific questions

The following statements measure your clients’séattion specifically with your telephone

service delivery. These statements, based onrikiersl of satisfaction, have been derived
from the CMT Question Bank or from questions pregig used. Not all of the statements in
this table have been subjected to the rigoroustif#iesting process in New Zealand that the
original core questions went through. We suggest pre-test them and invite you to share
your results with us.

Table 2
Set two
Drivers Questions/Statements Agreement
Strongly Strongly
disagree agree
Confidence Overall, you have confidence that staff do a 1 2 3 4 5 NA
good job
Expectations The service experience met my expectations 1 2 3 4 5 NA
Information | received accurate information 1 2 3 4 5 NA
Waiting time The amount of time it took to get the overall 1 2 3 4 5 NA
service was acceptable
Outcome | got what | needed using the telephone 1 2 3 4 5 NA
Overall Satisfaction* How satisfied were you with the overall quality Satisfaction
of service delivery? Very Very
dissatisfied satisfied
1 2 3 4 5

On-line Service Delivery specific questions

The next two set of questions measure your cliesagsfaction with services delivered on-line.
These questions were tested, at the time they wiemtified, to ensure the language and
terminology is unambiguous and not open to mispregation.

Table 3 shows the questions that measure satmfiaetith public services delivered online
when your client was just looking for informatiofable 4 contains the questions that measure
satisfaction when the client was carrying out ageation on-line.

Table 3 Obtaining Information

Set Three
Drivers Questions/Statements Agreement
Strongly Strongly
disagree agree
Expectations The service experience met my expectations 1 2 3 4 5 NA
Speed | was satisfied with the time it took to do what | 1 2 3 4 5 NA
| wanted to do
Navigation It was easy to find my way around the site 1 2 3 4 5 NA
Good value It's an example of good value for tax dollars 1 2 3 4 5 NA
spent
Well-designed The lay-out was clear 1 2 3 4 5 NA
Overall Satisfaction* How satisfied were you with the overall quality Satisfaction
of service delivery? Very Very
dissatisfied satisfied
1 2 3 4 5
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Table 4 Transacting

Set Four
Drivers Questions/Statements Agreement
Strongly Strongly
disagree agree
Expectations The service experience met my expectations 1 2 3 4 5 NA
Accessibility Overall, | was satisfied with the accessibility of | 1 2 3 4 5 NA
the website
Good value It's an example of good value for tax dollars 1 2 3 4 5 NA
spent
Navigation* When | got to the site it was easy to find what | 1 2 3 4 5 NA
| was looking for
Ease of use The process was straightforward and easyto | 1 2 3 4 5 NA
understand
Overall Satisfaction* How satisfied were you with the overall quality Satisfaction
of service delivery? Very Very
dissatisfied satisfied
1 2 3 4 5

Paired Response Scale

Table 5 shows an example of some statements Witlo @aired response scale. This scale can
be used to measure how well the service was deliv@yerformance) and how important that
aspect of the service is to your client. Using pared scales allows you to assess the
relationship between importance and performanceidetify the elements that will lead to
the greatest improvements in client satisfactitirmay assist you to decide where you wish to
direct your improvement efforts. Focusing on they khings in service delivery that are
important to your clients will produce the biggesturn in terms of client satisfaction.

Table 5
Driver Questions/Statements Agreement Importance
Strongly Strongly | Not at all Very
disagree agree | important important
Competence Staff were competent 1 2 3 4 5 NA|1 2 3 4 5 NA
Promises Staff did what they said they 1 2 3 4 5 NA|1 2 3 4 5 NA
would do
Fairness | was treated fairly 1 2 3 4 5 NA|1 2 3 4 5 NA
Individual | feel my individual 1 2 3 4 5 NA|1 2 3 4 5 NA
Circumstances | circumstances were taken into
account
Good value It's an example of good valuefor |1 2 3 4 5 NA|1 2 3 4 5 NA
tax dollars spent

Benchmarking nationally

In order to facilitate the sharing of CMT data asd\ew Zealand agencies, the SSC has
established a CMT benchmarking service. Benchmgr#tata is collected and shared in a way
that ensures the anonymity of participating agesiaiesults while still allowing comparison
with peer organisations. The MoU requires agenmesupply SSC with a copy of their raw
CMT data. In return, agencies can receive upreetheports and summary datasets:

1 Comparison with all the results in the database
2 Comparison with similar services, for example Gdintact Centres



The Common Measurements Tool March 2011 Sate Services Commission

3 Comparison to other services within their serviceug, for example, Justice & Border.

The summary datasets enables agencies to undéhikeown analysis on the results if they
wish.

Benchmarking enables agencies to identify wherg #éne performing well and where they can
improve. The SSC encourages agencies to share rdmilts with each other. For this
purpose, we support Communities of Practices, brqhn@gencies together to promote the
sharing of knowledge and experiences.

For enquiries, please conta@iTBenchmarking@ssc.govt.nz.

As part of the benchmarking service, the SSC eragms research managers to work clogely
with their colleagues responsible for service dalvdesign and improvement, to act on fhe
results of this ‘outside-in’ research.

Benchmarking internationally

The Institute for Citizen-Centred Service (ICCS)danada provides a benchmarking service
for all those signed up to use the CMT. If youlwis benchmark internationally, the SSC can
forward your results on to the ICCS, who will prd®iyou (for a fee) with a customised

benchmarking report so you can compare your resuftscomparable overseas organisations.
The process is confidential — each participatirgparsation is identified to others only by the

type of service that it provides such as taxatiaw, enforcement, etc. Visit the ICCS website,

www.iccs-isac.ordor current information, including costs.

If your agency is interested in benchmarking indéionally, you will need to include some pr
all of the following seven questions that make l test of the Canadian core questipits
addition to the eight New Zealand core questions.

Table 6
The Canadian Core Questions
Canadian Drivers Questions/Statements Satisfaction
Very Very
dissatisfied satisfied
SATISFACTION
1 Timeliness Overall, how satisfied were you with the 1 2 3 4 5
amount of time it took to get the service?
2 Accessibility Overall, how satisfied were you with the 1 2 3 4 5
accessibility of the service/product?
PERFORMANCE
Driver Questions/Statements Agreement
Strongly Strongly
disagree agree
3 Information | was informed of everything | had to doto get | 1 2 3 4 5 NA
the service/product
4 Extra mile Staff went the extra mile to make sure | got 1 2 3 4 5 NA
what | needed
5 Access | was able to get through to a staff member 1 2 3 4 5 NA
without difficulty
6 Waiting time | waited an acceptable amount of time at the 1 2 3 4 5 NA
service location

® The questions differ slightly across service deljvchannels so you would use only those questigmsopriate to the
relevant service delivery channel.

8
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OUTCOME
Drivers Questions/Statements Satisfaction
7 Outcome In the end did you get what you Yes No | got part of what | needed
needed?

Selecting other CMT Questions

Measurement and surveying are not limited to thev Mealand core questions, or the seven
Canadian questions above. Agencies can also ysef #me additional CMT questions.

However, only those organisations who have signérea MoU or LoA with the SSC cgn
access the CMT Question Bank. Before includingiteméhl CMT questions in your survey,
we encourage you to discuss this with the SSC eagjtiestions are being progressively tested
for the New Zealand context. We also advise yowaltways pre-test them with your staff
and/or clients.

Customising the CMT

The CMT is designed to be flexible, so you can ter@anew survey using the CMT questions
or add them to an existing survey. This also alowu to measure satisfaction with those
aspects of services specific to your organisation.

Demographic questions

We suggest that if you are including age, ethniaitg gender demographics that you use the
same categories as in the examples provided imoedtiree. This allows for another level of
benchmarking.

Text and spoken versions

Section three of this guide provides examples of @ T surveys. The first measures on-line
services via an Internet or paper based surveye sHtond example is an oral version for
telephone or in-person administration, measuricg-ta-face services.
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Section Three

Example A: A Written Survey

An Internet Survey measuring on-line services

The following example shows how the CMT questionghibe incorporated into your survey.
Any actual survey will be different, as it will tett the objectives and context of a particular
organisation. It may also include non-CMT questitred address your organisation’s specific
services and information needs, or which replicgiestions that were used in previous
surveys. Your questionnaire will also include tlaene of your organisation and services where
appropriate.

After a brief introductory page stating the pur pose of the survey and stressing confidentiality, the
questions begin. The shaded boxes illustrate how the survey might be divided into six or more
browser pages.

1 Tick each of the services/products that you received from [agency] in the past year.
= 1. Name of service
= 2. Name of service
= 3. Name of service
- 4. Name of service

- 5. Name of service

2 Which service/product did you receive most recently? Type its number here:
Service number

Please answer the remaining questions in the survey with regard to this service — the most
recent service you received from [agency].

3 When did you last use this service?
= Within the past week
= Within the past month
= Within the past 3 months
= Within the past year

10
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4

Select a number to show:
e how much you agree with the statement, and then,

e how important this aspect of service was.

AGREEMENT IMPORTANCE
Strongly Strongly Not at all Very
STATEMENT disagree agree important important
a. The service experience
met my expectations 1 2 3 4 5 NA 1 2 3 4 5
b. Overall, | was satisfied
with the accessibility of
the website 1 2 3 4 5 NA 1 2 3 4 5
c. It's an example of good
value fortax dollarsspent 1 2 3 4 5 NA 1 2 3 4 5

d. When I got to the site it

was easy to find what |

was looking for 1 2 3 4 5 NA 1 2 3 4 5
e. The process was

straightforward and easy

to understand 1 2 3 4 5 NA 1 2 3 4 5

How satisfied were you with the overall quality of service delivery?

Very dissatisfied Very satisfied

1 2 3 4 5

What suggestions do you have that will help us to improve our service delivery?

NA

NA

NA

NA

NA

11
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ABOUT YOU
7 Gender
Female

Male

8 Age
under 20 years
20-24 years
25-29 years
30-34 years
35-39 years
40-44 years
45-49 years
50-54 years
55-59 years
60-64 years

65+

9 Which ethnic group do you belong to? Mark the space or spaces which apply to you
New Zealand European
Maori
Samoan
Cook Island Maori
Tongan
Niuean
Chinese
Indian

other, please state

10  [Add any other demographic questions you may wish to collect]

Your feedback helps us to improve our service.

Thank you for participating!

12
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Example B: A Spoken Survey

A Telephone Survey

After a brief introduction stating the purpose of the survey and stressing confidentiality, the

questions begin.

1 Which of the following services/products have you received from [agency] in the past

year?
1. Name of service
2. Name of service
3. Name of service
4. Name of service

5. Name of service

2 Which service/product did you receive most recently?

1. Name of service

3 When did you last use this service?
Within the past week
Within the past month
Within the past 3 months
Within the past year

Thinking about the most recent service you received from [agency], | would like to read some

statements about the delivery of this service/product.

. Please tell me the extent to which you agree with each statement, where 1 means
“Strongly disagree” and 5 means “Strongly agree”.
AGREEMENT IMPORTANCE
STATEMENT Strongly Strongly | Not at all Very
disagree agree | important important
A Staff were competent 1 2 3 45 NA |1 2 3 4 5 NA
B Staff did what they said they would do 1 2 3 45 NA |1 2 3 4 5 NA
C | was treated fairly 1 2 3 45 NA |1 2 3 4 5 NA
D | feel my individual circumstances weretaken | 1 2 3 4 5 NA |1 2 3 4 5 NA
into account
E It's an example of good value for tax dollars | 1 2 3 4 5 NA |1 2 3 4 5 NA
spent
. Now, tell me how important these aspects of service delivery were to you at the time,

where 1 means “Not at all important” and 5 means “Very important”.

13
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Before going to [agency] for this service, what quality of service did you expect? Use a
scale where 1 means “Very poor service” and 5 means “Very good service”.

Very poor service Very good service
1 2 3 4 5

Looking back, how did the service you got from [agency] compare to what you
expected? Use a scale where 1 means “Much worse than | expected” and 5 means
“Much better than | expected”.

Much worse than | expected Much better than | expected
1 2 3 4 5

How satisfied were you with the overall quality of service delivery? Use a scale where 1
means “Very dissatisfied” and 5 means “Very satisfied”.

Very dissatisfied Very satisfied
1 2 3 4 5

Would you like to make any additional comments or suggestions about this service?

Relevant demographic questions (gender, age, ethnicity, etc) to complete the survey.

End by thanking respondent for participating.

14
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Section Four

Help available from the SSC

The SSC plays a central role in supporting the GMd making it available to State Services

organisations. It is able to provide assistancémm to incorporate the CMT into your curre
surveys.

Please note, you will be required to send your tijp@saires to the SSC before using then
that SSC can ensure consistency in the use ofMiE @liestions, for benchmarking purpose

nt

SO

U

The SSC is also interested in knowing how the CBIWorking for users in the New Zealand
context, so please stay in touch with the CMT projeam in order to share your learnings.

ContactCommonMeasurementsTool@ssc.govt.nz

For further information, the ICCS has made sevemhplementary publications availal
through its websitayww.iccs-isac.org These include:

How-to Guide to Service Improvement Initiatives. Any client survey should be part of a larg
service improvement strategy. A client survey sticag developed based on the objective
that strategy and the service improvement goals diganization is trying to achiev
Originally published by the Canadian Federal Gonent, this how-to guide takes a step-
step approach to planning, implementing, and asgpssservice improvement initiative, a
includes specific reference to the Common Measunésrgool.

How to Conduct Customer Surveys. The survey questionnaire is only one small parthe
survey research process. Published in co-operatiinthe Government of Ontario and t
Government of Quebec, this how-to guide detailssinevey research process from defin
objectives to determining sample sizes to inteipgedata. It also includes specific referencsg
the Common Measurements Tool.

CMT User Manual. This manual is focused specifically on challengssociated with usin
the Common Measurements Tool.

In addition, Statistics New Zealand has produceglide aimed at those who undertake

er
5 of

DY-
nd

ng
{0

g

or

commission surveys, callédiGuide to Good Survey Design®.

8 http://www.stats.govt.nz/methods_and_services/gaiuttutorials/user-guides/quide-to-good-surveyigte@nd-
edition.aspx
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