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2018

Objectives

¥ Measure among citizens:

v Current attitudes about services, access to city government, etc.
v Awareness and expectations about services;
v Satisfaction levels with current service levels

¥* l|dentify opportunities for improvement

v Compared to 2015 as possible
» Complicated by several changes in language & attributes
 Greater emphasis on capturing “the voice of the citizen”

v Community demographics

THE DALLAS MARKETING GROUP
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2018

Methodology

% Self completed survey enclosed in utility bill (participation open to all)

v Paper (Business reply) or Online (secure password)
* Online respondents were not forced to answer question (comparable to paper)
v Received 1,103 completed survey (15% participation by households); data double
keypunched for accuracy.
¢ DOWN 9% compared to 2015
v Margin of error = plus or minus 2.7 percentage points

Vv’ Transcribed verbatim comments & coded

* Report the percent making one or more “types” of comments
* Each “type” counted once regardless of the number of similar comments

* Survey design:

v  Substantially redesigned compared to previous surveys:

* Looking for opportunities
v Updated by department heads

v Professionally designed layout and printed in color

v  Use a 5-point scale (Likert)

e Clear neutral position

% Notation in these charts:

v Satisfaction Score = the percent rating “5 (very satisfied) or “4”( satisfied)

v Dissatisfaction score = the percent rating “1 (very dissatisfied) or “2” (dissatisfied)

¢ Note: Based on our experience, a dissatisfaction score over 10% is a significant opportunity

v Caveat Statistical significance does not imply “importance” and conversely a result

may be “important” even though not statistically significant

v Base size for 2018 is noted in parenthesis:

Respondent Snapshot

Dallas North Toll Road

Children <18 (down 3 pts)
Own - single family (up 9 pts)
Awerage age
Residency - mean years
Direct Alarm Subscriber

38%
97%
59
24
55%

Northwest Highway (Loop 12)

11%

30%

Lovers Ln.

15%

Hillcrest Ave.

Mockingbird Lane

Red = notable decrease
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li? Overall Satisfaction Measures

2018

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

Overall Satisfaction
(1045)

Willing to recommend
(1040)

Met Expectations

(1042)
12005
m2008
Value (1042) gg:;
[ |
= 2018

% These key indicators have been high & consistent
* Third time “ Met expectation’ measured
* “Value” trending up since 2005

* Residents in the SC area rated all measures significantly
lower than residents elsewhere (by 6 pts)

THE DALLAS MARKETING GROUP
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li? A. Customer Service

2018 0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 1009

A11 Helpfulness and courtesy of firefighters (806)

A10 Helpfulness and courtesy of police officers (967)

A04 Courtesy of the City's staff (972)

A03 Helpfulness of the City's staff (977)

A02 Accuracy of information provided by staff (930)

A09 Questions handled by the Parks & Recreation staff (586)
A01 Overall responsiveness of staff to my needs (980)

A05 Answering questions about utility bills (659)

A12 Helpfulness and courtesy of the Municipal Court staff (513)
A07 Requests for service or repairs (704)

A08 Questions about Trash & Recycling (776)

A06 Questions about Water - Sewers - Streets (684)

A13 Helpfulness and courtesy of Code Enforcement staff (749)

m Satisfied (5,4)  ® Neutral (3) = Dissatisfied (1,2)

BUILDING

“woms o7 [IKE BACK RUDE RECEIVED

 UNIVERSITY RESDENTS

LETTERS SIDEWALK EVERAL RESPONSIVE
COUNC REGARD\NG PARKING FIRE TIME HIGH vyl . .
e L JR%‘EF‘IE”CALLED >y Iw«I”STY JER %4 S’E‘Q’Agﬁﬂzm ooy % 0f 151 commenting many were complimentary and
POLICE 8 HE WATERBILLTAR S5V others critical for lack of follow-up, poor service and
OLICETRASH HELPFUL 216 CALLS SERVICE. ,

POO'?NGE;:CEAO:?’LAL%(E N FO RG E M ENT disagreement with code enforcement
TREES
RECENEJ UST - P LAZA HELP QUESTIONS
= CYEAR.D O-II\-.IEAFFE%NM -
NOTICE FRONT UTE o™

*schooL GET ' ™

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS: MARKETING GROUP
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% B. Parks & Recreation

2018

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

B4 Maintenance, condition & cleanliness of:(b) playground areas (896)
B2 Landscaping / maintenance for parks & facilities (982)
B3 Maintenance, condition & cleanliness of:(a) parks, picnic areas (970)
) 1 1 ' 1 [ | | |
B8 Rental policy for: (a) parks (603) 94%
----------

B9 Rental policy for: (b) gazebo (528) = — — — _

B6 Maintenance, condition & cleanliness of: (d) the City pool (648) 93%
B7 Maintenance, condition & cleanliness of: (e) tennis courts (650) 92%
B1 Accessibility of information about programs & services available (828) 91%
B10 Rental policy for: (c) athletic fields (510) 91%
B12 Satisfaction with online reservation system for: (b) park rentals (326) 90%
B13 Satisfaction with the pool pass program (501) 90%
1 1 ' | [ [ [ |

B11 Satisfaction with online reservation system for: (a) tennis courts (374) 89%

B5 Maintenance, condition and cleanliness of:(c) public bathrooms (623) 86%
m Satisfied (5,4) ™ Neutral (3) = Dissatisfied (1,2)

CHANGE
. DRTY CONSIDER FIN;I(S;E\?Am CLEANING MINUTES
NeAR PONDS ~__ONTO 5000 NETS DRTIReR SORORITY FACIITEES

00 CREEK " E TRASHPLACE ATO%(I)(DE DOG NEEDS?rﬁGS POND
COU RTS PROGRAM PRS0 e ALWAYS CURTIS DUE Wit
BATHROOMS pwmwn RESIDENTS LIKEPUBLIC
PARKING NEED”"’“ y
FNOW ﬁ‘g“:’ss WATER % 0f 93 commenting, citizens were critical of
STAFP?RL]SETREES C| TYLovE ,EEAI,RL N cleanliness and fees

ORGANIC w
sosopick smAREA FREEPLAY ‘o AREAS s
RUNLOOKING work SOURT  NEW T EN N | S
NeEDED RS~ s MUCH  tovers
ETC
KNOWS SMITH FRONT
Word clouds show frequency of words by increasing font size with each repetition THE DALLAS MARKETING GROUP
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2018
C. Code Enforcement

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

C1 Satisfaction that actions to enforce code violations 3%  16% 1%
maintain the appearance of UP (951) . .
C2 Satisfaction that code enforcement has met your ------7-50/-155
expectations in maintaining the appearance of UP (967) 2 - B
C3 Fairness on how code enforcement actions are handled -----gqgﬂw
(844) > . >

D. Home Construction & Building Permits

D1 Effectiveness of the City in keeping construction sites 0 0 0
clean and well maintained (912) ------”-A’JM-”-/“
D2 Effectiveness of City's regulations for new home size in 61%  18% 219
meeting your expectations about the quality of life in UP (838) . . .

u Satisfied (5,4) ® Neutral (3) m Dissatisfied (1,2)

LR ENFORCE - SEEM 3 OFTENS‘MMRS =y THINK o S|ZE STREETSSQ[S M;f(m"“;"’;; Rgﬂg LD'NGCARS TIME .
ALL YS Vlg’OELOAIT’lEE STREESTL':,E%& WEANU[WLEY LARGEMANY B R scaoo(EODE ()USES*’LE“SE
RESlDENTSDx< FRONT-<ENI = 2%

0 wm Higr seeus @ 0 N ST R U GMT I G Nm&’(;%%osgﬁgég TY
EN F”*Q“R((ZZEII\DAE N Tcomf}‘rﬁ%g;ow “SeHOMESNEW- ing it 1
AT ARDS STREETS SIDEWAL

K SDEWALK L OTSE o=
CODES TIMEEASALSOCARS el

oo ETTES

¥ 294 commenting about Code Enforcement,
% 0f 290 commenting about Building Permits,
NOTE: Dissatisfaction scores over 10% are an opportunity

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS: MARKETING GROUP
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2018 E. Trash & Recycling

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

E1 Residential trash collection (1045)

E2 Clarity of information about the recycling
program (what can be recycled, pick-up
schedules and updates) (1014)

u Satisfied (5,4) ™ Neutral (3) m Dissatisfied (1,2)
CONTAINERS 1
KD ETC OV e Csun

s
MONTHLY I

s QT RECY CLE WP e
[RASH ks vz cs
PIC UKEPR°GRAM BINS-HINFORMATIONMW“‘ o

GET FiR + SHREDDING
GARBAGE PROVIDE MUCH fREE *
parriceaTion LARGER ™ MaTeriaL

DAL
PICKUP

% Strong interest in recycling

% 0f 204 commenting, 28% wanted more or clearer
information. Other comments included issues like
scheduling, containers, costs

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS: MARKETING GROUP
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% F. Water, Sewer & Streets

2018

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

F3: Notifications about: (c) emergency repairs (922)

F2: Notifications about: (b) routine water/sewer interruptions (950)
F1: Notifications about: (a) routine street and alley closures (987)
F7: Overall satisfaction (1007)

F5: Routine repairs for: (b) utilities (water, sewer, etc.) (950)

F6: Keeing you informed about repairs progress: (964)

F4: Routine repairs for: (a) streets and alleys (984)

m Satisfied (5,4) ™ Neutral (3)  m Dissatisfied (1,2)

EVERY qug[ETNr,ltgf'f"r‘:n STOP gast
NOTIFICATIONS DIFFERENT YEARS WORKERS FIXED

mmm:
ane ““NEVER _ SEVERAL DALLASBROKENCURES
oy (A AN -~NOTICE Mf\\wNKLLEysPAHKING SEWER-

E teaxs AEPAIRING LOTS eas LATER
e gt 1T\ s POTHOLES v
ELUSURES"‘“GETHEPAIHED DONE LOT
JA%SE 7 STILL HOUSE™ cLoseD STHE E"I",][,UH
EWALKM”E“WDRKHHSEEMSTlME Ly

SID PART
HOLES CDNSTRUETII]N
BLI]CKWA | ER
su: mum.m LOVERS H I.ANE:
WEST NEEDED T
POT ™ yackeny SHAPE TFIUEK S HE E I S
ROAD ALWAYS DA'{S

% 140 commenting

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS: MARKETING GROUP
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2018

0% 10% 20% 30% 40% 50% 60% 70% 80% 90%

98% 1

97% A°

G2: Responsiveness of emergency dispatchers (803)

G1: Providing a safe and secure environment (1020)

95% 39
A N N O O O

94% 1

90% 49

G6: Response time for 911 call (293)

G8: Satisfaction with Direct Alarm monitoring service (559)

G7: Follow-up for 911 call (233)

G. Public Safety

100%

911 Calls - % "YES" O 0% 0% 30%
Called 911 past 2 years? (990)
Put on hold? (249) § 2%
Get a “Busy” Signal? (246) | 0%

m Satisfied (5,4) ®Neutral (3)  ® Dissatisfied (1,2)
STRETS © AMAZING "4
X PHONE  COURTEOUS ANK Aoes
PARKED ~ STOLEN EXTREMELY fifoPONSIVEANSWE$ED PEOPLE EVEN.  FRONT

DRIVERS Burke SIDEWALKS  GOO

TRAFFIC  MOSQUITO OUTSTANDING AREA
AGO EXCELLENT IMPORTANT

DEPARTM [' 1 CONCERNED

ONE STOP et TREA | ARNA Ve
ALWAYS N EED DIRECT ALARM CAMERAS
Souon MONITORINGOFFICERS

FOLLOW

[E=T IMECIT
*RESPONSE
SSAFET Yst

CARS PARKING MUCH sz SuickLy

TYLIKE<s,

'S APPRECIATE 6OMNG

B LI C NEIGHBORHOOD

RESPOND

PATROLHOUSE
PROFESSKS”.\‘A/;E§C)ENTEINUOIEBLE&AET COMMUN#Y CALLED SERVICE HELPFUL Y

BETTER PERSONNEL

\(*\

-POLIC

STREET

=~ GREAT, 2%
= FIRE 2

DALLAS

%* Of 172 comments, 39% praised service, response or
the police; A few complained about inadequate traffic

enforcement

Word clouds show frequency of words by increasing font size with

THE DALLAS MARKETING GROUP

10

each repetition



l’? H. Fire Department

2018

0% 10%  20% 30%  40% 50% 60% 70%  80%  90%  100%

H5: Effectiveness in protecting residents (648)
H2: Responsiveness to calls (511)

H3: Timeliness of response to calls (509)

H1: Ability to reach the Fire Department (568)
H4: The response met your expectations (508)

H6: Effectiveness of Fire Prevention / Safety programs (559)

m Satisfied (5,4) m Neutral (3) m Dissatisfied (1,2)

CARSEAT

mmmm EVE CITY DAY SCHOOL

HOUSE werecron CAME KNOW STREETS ELDERLY
FRlENDL\\({EC Af@g Meate USE %ﬂ?ﬁ%ﬂﬁ;ﬁ
AVAILABLE BUDGET SYSTEMS S SANTA 2t
ALARNS LT JOB=~ 8. " EXCELLENT
ferar e QURE o RESPUQMEAE? = NEW
OUTSTANDING L p oy HE cE
S M O KEERFIGHTERS WO NDE R FU |LGRMEWQKST$%R§

BEST ONE PREVENTION/SAFETYRE,UE!,’&RIEMQEE”
o HELPEUL SAFETYNONE(C AL | = PROFESSIONAL

NEED
= SERVICE G RESFH\(ISNEPOUCE AGO_ MINUTES
SE”REEN-T-DAL FHELPEOP E OCK PART[S

|CE PRDV DED BIRTHDAY TERRIF‘IC )

* 0f 82 commenting, 50% praised the department

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS: MARKETING GROUP
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2018

l. Police Department

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

I Timeliness of response to emergency calls (701)

| Effectiveness in making the City safe & secure (1008)

| Satisfaction with School Resource Officer in HPISD (481)
I Frequency of patrolling my neighborhood (960)

I Responsiveness in enforcing traffic regulations (924)

| Fairness in enforcing traffic regulations (862)

m Satisfied (5,4) u Neutral (3) m Dissatisfied (1,2)

POLICE
PARKING:....-...

T
OFFICERS MANY EVEN CHILDREN VEHICLES+ T]MhSLoTs BLOCK UNIVERSITY BELIEVE

I I EQIUECFQ DEPAR r« ENT BEST A\ CONSTRUCTK)N aw
G EALS% P(E:}E‘I%\(/:E)Hm FC RS TURN RUN
USE zomsNEIGHBORHOOD HT WITHOUT ST TR FI

ING PATROLLINQ!— . SEE
P STOP G TiCk ngori‘ﬁ'/"é"&%‘ STRE Slé'v%'s*

conG Tuias ENFORCENEE DO ENFORCED

C|Tvm.z?ﬁa%w6 IDEmss:ezs,wusn LQVE s o
CHILD HELPFUL SECURITY S USING

EXCELLENY

¥ 0f 226 commenting, 26% complained about the lack
traffic enforcement, 17% complained about the lack of
interaction.

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS MARKETING GROUP
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2018

Usage

m Never (428)

= Last month (195)
Past year (170)
6 months (126)

0% 20% 40% 60% 80% 100%

30-44

65+
45-65
18-29

J. University Park Public Library

0% 0% 20% 30% 40%  50% 60%  70% 80%  90%  100%

J6: The library facility (502)

J2: Helpfulness of library staff (481)

J7: Quality of children's programs (307)

J4: Overall quality of services provided (482)

1 ! '/ | | | |
J3: Library hours (477) 87%
. ! ! | | | | | |
J5: Quality of electronic (downloadable) materials (347) 85%
. ' ! ' /' ' | | | |
J8: Quality of adult programs (302) 82% 14% 4%
1 1 [ | | |

J1: How important are library services to you? (586) 70% 2% 3% 4% 30-44

EEDEEDIEENN
1

J9: Likely Use: Author talks/Book signings (500) °n 19%
. 1 1 1 [ |

J10: Likely Use: Community issues lectures (503) 2% 0% 17%

1 1 | 1 [ [ | |
J11: Likely Use: National and world affair lectures (503) 23%
I I I

J12: Likely Use: Health and wellness lectures (494)
J13: Likely Use: Craft demonstrations/Classes for adults (481)

L]
J14: Likely Use: Teen programs (376) 34% 18%

Likely (5,4) Neutral (3)

Unlikely (1,2)

o HARD | 0OKED SERVICES CENTER
LA NSTEAD REJ\DINGS IMPORTANT MAKES DAY LE CTUR
ONLINE CARDS voLunTERs  SCHOOL SUNDAYS 51 snmuen RECENT

oy FAR_EVENTS SEE e
PROGRA S NEWNEEDCHILDREN 'S
ROOM SR,

U S EMAKE RENTAL ESPECIN.LY F R I E N
WOt FRIENDLY now NEEDS voves
ST B OOKSGreT-.
QOFe! PLEASE FACILTY SELECTION SHESK

SeEMLOVE

w22 GETCOMM NITYB"““”“’SPATRONS

s CURRENT KNOW WONDERFUL way
o YEARS TEEN "LIBRARIES LIKE HOU

il
oM DG SECTION z’;”{N'I*D;"E Bﬁgw\g TlM LOCATION COURSE

UTILL

STUDENTS

* 0f 103 commenting, citizens wanted more books,
better hours or were complimentary

Word clouds show frequency of words by increasing font size with each repetition THE DALLAS MARKETING GROUP
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2018

Usage / Effectiveness

0% 20% 40% 60% 80%
}

1 1 1 1

77%

K2 Arbor (1015/733) 75%

K1 Website (1002 / 700) 66%

K8 NextDoor (910 / 464)

K4 UPdate (924 / 494)

K3 Waste Wizard (939 / 495)
K6 Facebook (889 /418)

K7 Instgram (885 / 407)

K5 Twitter (877 / 407)

K9 Community Connect (858 / 387) g’ m Bt

(# Use / #Effective)

K. COMMUNITY OUTREACH / SOCIAL MEDIA

Most valuable for informing you

Which are most valuable to you?
0% 20% 40% 60% 80%

Arbor (419) 64%

Website (376) 58%
Nextdoor (222)
Facebook (139)
Instagram (126)
Twitter (125)
UPdate (122)

Community Connect (112)

Trash reminder (101)

Shows the percent of respondents mentioning; more than one choice allowed
(Base =653)

% Arbor most effective and most used

v Less so by non-owners & website users

% Digital use decreases with age

v Less so for Nextdoor: used equally among 30+

Data for “effectiveness” based only on respondents who had used the communication tool

THE DALLAS MARKETING GROUP
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2018

How effective is social media in adequately
informing you about road closures and
construction-related traffic issues?

K. COMMUNITY OUTREACH / SOCIAL MEDIA

How often do you use the City website,
uptexas.org?

USEFUL
MONTHLY TRIED

S o
0:% 5“% 19% 15‘% 29% 25‘% 30‘% 3_“:% 40%  45% FACEB;“:‘F"ME:V:N;T:EI%";; ?(UNE »-‘nNG US\EAY
bl . EAAILS =0 CODEON |NFORMAT|ON SALE MEETINGS
Rarely 8% AT CHECK
Bos Zoans RED NEED v FRONT mzenn - ST PAGE,
P NET COMMUNITYWATER SEE o A e
% NEXTDOOR "T6VEPLEASE .. [ U35 e Jenme NNDRI
Monthly B KNOWM 1;;5‘, vt [ ETC SOGIALJTIUTY
VAkD. FRENDLY
*MEDIAZ& > HELPFUL LIKE
NEVER INFORMATIVE  ALWAYS

Never

6 TReE SEFVICES THINK | ()| UPDATE e
WEBSITE
ebsite usage steadily increasing FINDINFO

Usage lower with age

Weekly

Daily

m2018 m2015 =201

Likelihood to use for emergency notifications

0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%

= Don't use Code Red telephone notification (815) 80% 12%
= Effective City website (785)
Somewhat effective Nextdoor (613)
N )
ot at all effective Facebook (572)
Base = 932

% Wide difference by age on effectiveness:
v 52% of 30-44
v 28% of 65+

Community Connect (438)
Instagram (513)
Twitter (467)

m Likely (5,4)
% Among those 30-44
v 62% would use the City website
v 45% would use Facebook
v 33% would us Twitter

®m Neutral (3)  ® Unlikely (1,2)

THE DALLAS MARKETING GROUP
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2018
Parks: July 4 festivities (744)
Fire: Fire station tours (268)
Other: Twice a year recycling events (681)
Parks: Holiday tree lighting (619)
Parks: Movie in the Park (343)
Fire: Santa around town (432)
Fire: Smoke detector inspect-Instal (291)
Police: Rx drug take back (292)
Fire: Home safety inspections (265)
Parks: Fishing derby (365)
Parks: Firecracker fun run (305)
Parks: Eggstravaganza (322)
Library: UP@ The library fun time (215)
Pool: Dive in movies (269)
Parks: Doggie splash day (264)
Library: Summer reading (244)
Library: Weekly storytimes (216)
Police: Police station tours (181)
Fire: Car seat inspection / installation (178)
Fire: CPR & First aid class (146)
Police: National night out (173)
Pool: Learn to swim (204)
Pool: Senior swim (196)
Police: Coffee with a cop (109)
Library: E-book classes (172)
Fire: Citizen fire academy (119)
Other: Water my yard (491)
Police: Community camera (179)
Other: Water University (167)

90% 100%

m Satisfied (5,4)

96%

93%

93%

92%

92%

91%

91%

90%

90%

90%

90%

89%

89%

89%

89%

88%

88%

87%

87%

________o__

m Neutral (3)

m Dissatisfied (1,2)

L. INVOLVEMENT WITH COMMUNITY

0% 10% 20% 30% 40% 50% 60% 70% 80%

Advice to consider to
make the City a better
place to live:
Programs,
Better communication

EAD NFORMAWJN STATI

5
TER'WORT"‘NT PRO é&f;LOVE&%%PA K SERVICE

RECYCLING:SANT APt

ETC PLEASE SOMETHING NIGHT, WAYPOLICE

UNTYeiry PROGRAMS

L SFAROUNDENEED, LIKET?

“EVENT EVEN GETCLASSES BETTI
e W|SHTOWNWHNE&§DS%R(MT‘ME meREAT

SENKJR YEARS nuwmcKN

THE DALLAS MARKETING GROUP
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l? Top 10

2018

0% 0% 20% 30% 40% 50% 60% 70% 80% 90% 100%

G: Public Safety - Responsiveness of emergency dispatchers (803)

H: Fire Dept. - Effectiveness in protecting residents (648)

A: Customer Service - Helpfulness and courtesy of firefighters (806)

H: Fire Dept. - Responsiveness to calls (511)

H: Fire Dept. - Timeliness of response to calls (509)

H: Fire Dept. - Ability to reach the Fire Department (568)

I: Police Dept. - Timeliness of response to emergency calls (701)

B: Parks & Recreation - Maintenance, condition & cleanliness:(b) playground areas (896)
H: Fire Dept. - The response met your expectations (508)

G: Public Safety - Providing a safe and secure environment (1020)

mTop2boxes mNeutral (3) mBottom 2 Boxes

THE DALLAS MARKETING GROUP
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l? Bottom 10

2018
0% 10% 20% 30% 40% 50% 60% 70% 80% 90% 100%
C: Code Enforcement - Meets expectations in maintaining the City (967) 75% 15% 10%
L: Involvement -Other: Water my yard (491)
C: Code Enforcement - Enforcement of violations maintains the appearance of City (951) 73% 16% 1%
- J I | | | |
D: Permits: - Effectiveness in keeping construction sites clean & maintained (912) 2% 16% 12%
-\ 1 ! | | | |
A: Customer Service - Helpfulness and courtesy of Code Enforcement staff (749) M1% 16% 13%
- J ! | | | |
J: Library - How important are library services to you? (586) 0% 12% 18%
- 0 ! | |
L: Involvement - Police: Community camera program (179) 70% 27%
L: Involvement - Other: Water University (167)
C: Code Enforcement - Fairness on how code enforcement actions are handled (844) 18% 18%
-l 1 1 | |
D: Permits: - Regulations for new home size [... on ...] the quality of life in the City (838) 18% 21%

mTop2boxes ™ Neutral (3) m Bottom 2 Boxes

THE DALLAS MARKETING GROUP
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2018

L S S

*

*

*

Key Findings
Kudos: Two services targeted as key opportunities in 2015 improved significantly: Parks & Water, Sewer & Streets
Satisfaction scores were generally high for most service areas in 2018, but there are opportunities forimprovement.
“Overall satisfaction measures” are basically unchanged since 2005 with “Value” lower than others but trending up since 2005.
Customer Service measures were high except for Code Enforcement staff ; 45-65 year olds were significantly less satisfied.

Parks & Recreation scores were generally high and showed significant improvement for the reservation and rental services, but younger
residents (30-44) were significantly less satisfied with 6 services, especially playground maintenance. Public bathrooms are a concern.

Code enforcement continued to have low scores and high dissatisfaction, especially for “Fairness.” But newer residents were more satisfied.

Home Construction & Building Permits had the lowest satisfaction scores of all measures. While “Effectiveness” was slightly higher than 2015
it had the highest dissatisfaction score(21%) and was even lower in the SC area. This dissatisfaction score increases with age.

Satisfaction for 7rashwas very high (95%) and consistent since 2011. Satisfaction with recycling informationwas lower, but improved slightly
since 2015. Interest in recycling is high and residents want more frequent pick ups and better containers. Higher scores in SE areas.

Water, Sewer & Streets scores increased for all measures - significantly for 5 measures. There were notable difference by neighborhoods -
highest satisfaction in the NC sector, lowest in the SC. Satisfaction increases with age and residency for all measures.

Public Safety scores showed strong improvement since 2015, especially for 911 follow-up and reduction in “hang-ups.” SC folks were less
satisfied with 911 services.

Fire Department once again had the highest levels of satisfaction and lowest dissatisfaction.

Police Department continues to have very high scores for timeliness and effectiveness, but lower scores for enforcing traffic regulations and
patrolling frequency; enforcementvaried widely by neighborhood, but satisfaction for both increased with age and residency.

v SC sector was much less satisfied than other neighborhoods with enforcement and fairness; SW much higher with enforcement

Library attributes scored well for most attributes, but less than half of respondents answered these question and about half of these did not
use the library. Significantly, the library is most values by 30-44 year olds. Interest in special programs was marginal, even ambivalent.

Outreach: Effectiveness and Usage highlights the Arbor as highest for both, but also reveals strong differences by age for different media.
The Website was very effective, though used infrequently. Digital use decreased with age but was much more important to 30-44 year olds.

Emergency Notification : No digital media was likely to be used for this purpose, but younger residents were much more likely than others:

v/ 62% would use the website; 45% would use Facebook and 33% would use Twitter

Social Media : Usage is increasing steadily; its effectiveness for notices of construction & traffic issues was much higher among younger folks.
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Biggest concems: Construction, Code enforcement, Parking, Communication and Recycling.



2018

Opportunities

¥ Three big strategic issues:

v Fairness: residents are deeply concerned about the fairness of code enforcement and
enforcement of traffic regulations

v New home size: deep concerns about regulations for new home size and the impact on the
quality of life in the City of University Park

v Parking and congestion

* Two big tactical issue:
v Communication
v Recycling

Departments

% Code Enforcement
v Helpfulness & courtesy of code staff (higher dissatisfactionthan 2015 &2011)
v New residents and 30-44 year olds significantly more satisfied - embrace, involve
% Home Construction & Building Permits

v Cleanliness & maintenance of construction sites
v Notable differences by area - SC particularly unhappy

% Social Media & Communication

v Convenience trumps everything; information is a commodity
v Reading is way over rated: Brevity but broad use of all tools

% Police Department
v Build rapport with residents

% Residents 30-44
v Advocates & a growing cohort; High expectations (Parks)

% Customer Service
v Residents are pleased!
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Thank You

Questions?

THE DALLAS MARKETING GROUP

12221 Merit Drive. Suite 850 « Dallas, TX 75251 « 972-991-3600
www.The-DMG.com



