
Internal Case Study

”The online survey 

conducted in 2008 gave us 

very clear guidelines for 

developing relationships 

with our clients. Most of the 

actions that we have 

implemented in 2009 

involve dealing with clients’

requests (client newsletter, 

e-mail shots, network 

meetings or regular 

business breakfasts)

Marketing Manager for 

Bureau Veritas in Poland 

ENTITY  PROFILE

Customer satisfaction survey in Poland

“Assessing the health of our customer relationships ”

BUSINESS CHALLENGE
� B2B* relationships are more complex in terms of organizational 

and purchasing behavior 
� B2B* customer satisfaction is based on both technical and 

functional quality

SOLUTION
� The first customer satisfaction survey to be conducted among all

of Bureau Veritas’ clients in Poland, via a user-friendly Internet 
tool

� Questionnaire structure: general questions relating to all services 
(marketing and relationship, sales, production) and segment-
specific questions to relevant clients 

� Data was gathered over three weeks at the end of 2008, with a 
high response rate of 24% (i.e. 400 completed interviews)

BENEFITS
� Identification of cross-selling opportunities
� Demonstration that we welcome customer feedback and act upon 

it, enhancing customer loyalty as a result
� Important input for improving and establishing the 2009 marketing 

action plan
*Business to Business

� Entity name: Bureau 
Veritas in Poland & the 
Certification Division of 
Bureau Veritas in Poland

� Central and Eastern 
Europe Zone

� 9 offices

� 100 employees

� Divisions: Industry, 
Construction, Certification, 
In-Service Inspection & 
Verification, Health, Safety 
& Environment, Marine

� 1,600 customers
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