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About This Study
The original data contained in this report comes from a nationwide internet survey
of U.S. adults, which was conducted from May 21-23, 2015. The survey was designed
by TechnologyAdvice Research, and conducted by Google Consumer Insights. A total
of 3,829 U.S. adults (age 18 and over) were surveyed about their recent interactions
with field service technicians. The 469 adults who confirmed a visit within the past
six months were then surveyed about the details of their experience, as well as the
visit’s impact on overall satisfaction. Where necessary, results are weighted to be
representative of the U.S. internet population.
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Introduction
Poor customer service has been a long-favored topic among consumer
groups and media outlets. Year after year, new reports illuminate
the seemingly dire state of the service industry and predict ruin for
companies that fail to “delight” every customer.
According to a recent study by Accenture, 51 percent of American
consumers changed providers in 2013 because of poor customer service,
with cable and satellite providers among the top culprits. They call this
phenomenon “the switching economy,” referring to a buyer’s tendency
to switch providers or divert spending when dissatisfied. By their
estimates, the switching economy allegedly accounts for $1.3 trillion in
potential revenue in the U.S. alone.1
The American Customer Satisfaction Index shows multiple percentage
point drops in satisfaction between 2013 and 2014 for almost every
service industry, including internet service providers, public utilities,
telecommunications, cable, and even the U.S. Postal Service.2 But how
seriously should decision-makers take these figures? Are they indicative
of a deeper problem? Or are they arbitrary fluctuations, that are selfcorrecting over time? Do they implicate inbound contact center reps?
Mobile technicians? Or both?
One of the most consequential service interactions is the in-home
visit, vocationally referred to as a service call. During a service call, the
technician or contractor is physically present in a customer’s home or
business, trying to deliver on company promises and fulfill the service
level agreement (SLA). In this study, TechnologyAdvice evaluated the
service call from a customer perspective in order to identify current
successes, pain points, and areas of opportunity for field service
managers.

“The switching
economy allegedly
accounts for $1.3
trillion in potential
revenue in the U.S.
alone.1“

“During a service
call, the technician or
contractor is... trying
to deliver on company
promises...“
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Executive
Summary

Despite the larger narrative of second-rate experiences, field service
technicians are performing fairly well. Of the 469 U.S. adults who
confirmed an in-home service visit within the last 6 months, 79.8
percent reported that the technician was able to address their
need or provide service in a single visit, which bodes well for
the industry’s coveted first-time fix (FTF) rate. Furthermore, 78.6
percent of respondents said the technician was early or on
time, saving them from additional inquiries about vehicle location,
reason for delay, or the need to reschedule completely.
On the other hand, some responses revealed opportunities for
improvement. Only 55 percent of customers said the overall
service visit had a directly positive effect on their opinion
of the company, leaving the other 45 percent somewhere
between ambivalent and dissatisfied. To investigate further,
we asked respondents about technician communication and
visibility. Many reported having trouble staying apprised of job
details such as total charges and technician whereabouts in the
case of a delayed appointment.
Judging from our findings, negative service experiences attract
more attention not because they outnumber positive experiences,
but because consistently reliable field service delivery has inflated
expectations to a higher level. That means the outlook isn’t as
bleak as it might have seemed, but it also means underperforming
companies are more vulnerable than ever to customer churn.

Key Survey Results
• 79.8% said that the technician was able to address their need
or provide service in a single visit
• 78.6% of respondents said the technician was early or on time
• When when the technician was delayed, 56% of customers
were given no explanation as to why
• Of respondents who had to pay for a service visit, 23% were
not informed of the total amount during the visit
• 55% of customers said the service visit had a positive effect on
their opinion of the company. 45% were left indifferent or with
a negative opinion
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Logistics and Job
Preparedness
Getting There On Time
The best way for a service provider to make a good first impression is to ensure their
technician arrives on time. Punctuality (or better yet, arriving early) demonstrates
professionalism and informs the tone of the entire service call. Customers kept waiting for
a late appointment, on the other hand, may expect and perceive further disappointment.

Average Time Technician Arrived At Site

78.6%

Early or on time
Up to 30 minutes
late

7.1%

30-60 minutes late

7.0%

Over 60 minutes
late
Missed the
appointment

4.3%
3.0%

Thankfully, arriving on time isn’t an issue
for most field service organizations (FSOs).
Over 78 percent of our survey respondents
said their technicians were early or on
time for scheduled appointments. Late
and missed appointments (where the
provider rescheduled because of logistical
complications) represented 21 percent of
visits. Since the majority of customers are
used to receiving on-time service delivery,
these late technicians — even if they’re
independent contractors — could lead
customers to question their contracts or
consider other providers.

Granted, in an industry where most
appointments are three to four hour
windows, arriving on time isn’t exactly
a major accomplishment. In fact, many
customers are looking for something better
than approximation. According to CSG
International, 86 percent of consumers
would pay a premium of up to $25 for
enhanced scheduling options, including
the ability to choose a specific technician
arrival time.3
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First-Time Fix Rate
First-time fix rate is a measurement that
reflects an FSO’s ability to deliver complete
solutions (whether maintenance, repair,
or basic status check) in a single visit. The
calculation is simple:
# of jobs completed in one visit
total # of jobs (including those that
require multiple visits)

From the customer’s perspective, a
first-time fix means the technician
is adequately trained and equipped
with the right resources to solve their
problem. It also means they don’t have
to schedule a second appointment
and potentially rearrange their other
commitments.

Service Completed On The First Visit

79.8%

11.1%

9.1%

Required Only
One Visit

Required
Multiple Vists

Customer Had to
Call Again

As you can see, our findings for this question parallel findings for on time arrival, with
a roughly 80/20 split between FTF success and failure. This may indicate a correlation
between the logistical challenges of arriving on time and the preparation required to
deliver effective service. Late technicians are likely some of the same technicians who
struggle with other aspects of preparedness such as gathering necessary tools and
material.
Interestingly, 9.1 percent of customers reported that not only did the technician fail to
deliver an FTF but they had to contact the provider again about the same issue. In these
cases, technicians probably delivered what seemed to be a solution at first, but in truth
was only a partial or temporary fix — whether from lack of training or dishonesty. From
a customer standpoint, this is often more inconvenient than being told upfront that a
second visit is necessary.
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Keeping Customers In the Loop
Customer accountability is another mark of effective field service. It’s also one of the
biggest opportunities we found in the survey results. Customers need to understand
what’s happening with their service call, how much it’s going to cost, and the reason(s) for
any complications. Growing adoption of field service management software is pushing
the industry closer to these goals, but there’s still room for improvement.

How Customers Were Informed About Delays
Technician gave a
specific reason
Technician gave a
non-specific reason

27.4%
16.4%

Technician did not
give any reason

Based on data from our on time arrival
question, the majority of technicians
don’t have a problem getting to the
job site within the agreed appointment
window. But when technicians were
delayed, providers only offered a specific
explanation 27 percent of the time. In
the same sample group, 16 percent of
customers were given generic explanations,
and 56 percent of customers were given no
explanation at all.
In some instances, FSOs might be unwilling
to report on technician whereabouts

56.2%

for liability reasons, but many times,
dispatchers simply lack the resources
to maintain visibility of fleet vehicles,
technicians, and job status. IT solutions for
mobile workforce and fleet management
can alleviate this pain point and provide
additional benefits to the company. In a
recent study by Aberdeen, 45 percent of
service and manufacturing organizations
said that “real-time visibility into . . .
technicians, vehicles, parts, and resources”
significantly improved their overall field
service performance.4
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How Customers Were Informed About The Total Charge

43.6%

Were
told the
amount

13.1%

Were not
told the
amount

43.2%

Not
Applicable/
No charges

Another important aspect of keeping customers informed is making sure they
understand specific charges for the visit, as well as how and when they will be billed. A
technician with the right mobile tools can even give customers the option to pay on-site
and have their receipt emailed.
The 43 percent of respondents who answered “Not applicable/There were no charges”
in some ways reflect growing adoption of the servitization model, which involves
bundling extended service programs with product sales. In other words, many
customers are not billed for in-home visits because the visits are covered under their
original contract.
Of the respondents who did have to pay for an in-home visit, roughly 77 percent were
told the amount on-site, while 23 percent were not told the amount. That means a
sizable minority of customers are left in the dark about how much service will cost and
when they will be billed. This demonstrates an inverse, but related visibility problem
from the previous question: instead of dispatchers lacking visibility into technician
whereabouts, the technicians lack visibility into back-office systems and customer
account information. This can lead to confusion and frustration among customers, who
may feel inadequately informed or purposefully kept in the dark.

How Customers Prefer to Communicate With Technicians

60.9%

Phone Call
Direct Text
Message
Automated Text
Message Updates
Email

19.7%
11.2%
8.1%
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When asked about their communication
preferences, most customers seemed
comfortable with traditional methods. Just
over 60 percent of respondents said they
prefered to communicate with technicians
by phone call, but it’s worth noting that
the remaining 40 percent would prefer
alternative communication channels
including direct text messages, automatic
updates, and email.

FSOs should evaluate their customer
preferences and consider an automated
routing system that supports
communication through these channels.
Many field service management solutions
also provide online self-service portals
where customers can request service,
check on the status of their appointment,
and send messages directly to a driver/
technician.

Overall Impact of Service Visits
The service call is often viewed as an obligatory exercise — a request to fix something
that’s broken or perform routine maintenance. But in reality, it’s a chance to showcase
your company’s singularity through the professionalism of your workforce and the depth
of their concern for the customer. Handled effectively, an in-home visit should actively
build trust and rapport.

How The Service Visit Affected Customers’ Overall Opinions of the Company

54.8%

Had a positive effect

35.1%

Had no effect

10.2%

Had a negative effect

According to our final question, respondents whose service visit positively affected their
opinion of the provider only constituted a slight majority (55 percent) over customers
who were either ambivalent (35 percent) or dissatisfied (10 percent).
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A directly negative impact on customer
opinion is objectionable for obvious
reasons, but having no impact is also
problematic, since it means the technician
missed an opportunity to strengthen the
relationship by building loyalty, advocacy,
or offering additional products and
services. After all, customers often switch

providers even when they aren’t expressly
dissatisfied with quality of service. In a 2010
study by the Harvard Business Review, 20
percent of “satisfied” customers said they
still planned on dropping their service
company for other reasons.5 Reinforcing
brand value through service visits should
be a top priority for all companies.

Conclusion
Although sentiment about customer service as a broader issue remains negative, it’s clear
from our findings that most field technicians are in good standing with clients, especially
at larger companies that have an established management process. But the current bar is
high for new FSOs entering the market. Customers will expect punctuality, transparency,
and a first-time fix. Companies that fail to deliver to this standard will quickly disappoint
and drop behind their competitors.
There are also some clear opportunities for growth in field service. In the coming years,
FSOs should focus on:
1. Leveraging their technicians as brand ambassadors to positively impact customer
sentiment and strengthen relationships
2. Adopting more integrated systems to help each technician can deliver a complete
solution in the least number of visits possible
3. Using data-driven scheduling practices to set more specific appointment times
and efficiently accommodate last-minute requests
4. Giving technicians access to route optimization tools to maximize on time arrival
and jobs completed per day
5. Gauging customer communication preferences and providing visibility of relevant
job information, including cost, procedures, and technician status, if delayed
With increasing competition and the rise of the servitization model, leading providers will
focus on turning field service into a profit center, instead of a necessary evil.
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How Field Service Technology
Can Help
Implementing the right software is an easy way to bring your team closer to field service
excellence. Field service management solutions keep mobile agents connected with your
main office and give them powerful resources for on-the-job success. According to recent
estimates, two-thirds of FSOs use a central management system to for dispatch and work
orders, dynamic scheduling, route optimization, SLA compliance, and parts inventory.6
Here are some additional benefits of field service management software:
1. Real-time responsiveness to urgent requests
2. Visibility into vehicle and technician locations and job status
3. Integration with back-office systems (CRM, accounting, inventory) supports endto-end service delivery
4. Preventative asset maintenance reduces overhead costs and service interruptions
5. Route optimization and dynamic scheduling tools circumvent logistical hurdles
and enable more visits per day
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