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1. Introduction  
  
This guide focuses on running a STAR perception survey; a separate guide is available for transactional STAR 
surveys. The guides should be read in conjunction with STAR features and with reference to the Housemark STAR 
question library.  
   
A STAR perception survey is a survey aimed at measuring all residents’ views, impressions and opinions about 
their landlord and the services it delivers. A perception survey can be carried out at as a one-off survey at a 
specific point in time – for example every two or three years or it can be run as a tracking survey, running the 
same survey at set intervals throughout the year – for example monthly or quarterly.  
  
We define transactional surveys as those that collect resident feedback about an interaction or event, gathering 
data linked to a recent service while the interaction is still fresh in residents’ minds. The distribution of a 
transactional survey to a respondent (e.g. by way of posting a survey or making a phone call) is triggered by an 
event such as a responsive repair, a complaint or a letting. These surveys are an invaluable way of measuring the 
customer experience and views on service quality at the operational level, obtaining feedback very quickly after 
the event.  
  
The distinction between the two survey types of perception and transactional is not the actual questions asked, 
but the trigger for distributing the survey. For one type, the survey distribution follows an interaction or an event 
(transactional) whereas the other type (perception) does not.  
  
STAR surveys were introduced in 2011 and continue to be an invaluable resource for landlords to assist in their 
understanding of how tenants and residents feel about the services they provide and to inform business planning 
and resource allocation.   
  
The STAR framework has undergone two reviews, one in 2014/15 and one in 2019, and now includes transactional 
as well as perception surveys.  
  
A guide to running Housemark STAR (Perception Surveys) is one of a series of free STAR publications available at 
our website. Together they provide the necessary information and guidance to enable you to create and run your 
Housemark STAR surveys – either in-house or by commissioning specialist market researchers.  
  
Housemark STAR features - The full list of features and requirements that make up a valid STAR survey and is 
essential reading for anyone who commissions or runs their own STAR surveys.  
  
A guide to running Housemark STAR perception surveys (this document) - A detailed guide on how to run a STAR 
perception survey which covers questionnaire design, selecting representative samples, checking returns are 
representative, different collection methods and more. This is useful reading for anyone commissioning or running 
a perception survey.  
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Housemark STAR question library - This is a full listing of STAR’s core, recommended and optional satisfaction 
questions for both perception and transactional surveys. It is a useful resource in deciding which questions 
should make up STAR surveys to suit your needs.  
  
Housemark STAR logos - This contains logos in various graphical formats which you are free to add to your STAR 
questionnaires, reports and related documents.  
  
STAR review summary - This report summaries the extensive landlord and resident consultation exercise for STAR 
in 2019/20 and provides background information on why particular decisions were made as a result of the 
consultation. 
  

2. Strategic overview  
  

2.1 Survey aims  
  
A fundamental part of any good survey is to define and be very clear about what you are trying to measure and 
how the results will be used. They should be aligned with, and possibly even measure, your corporate aims. The 
surveys should help to promote the vision of the organisation by asking questions in relevant areas, where 
applicable. This is equally important for transactional surveys, which may be measuring performance against 
published service standards and performance targets.  
Many organisations find themselves in the position where their range of perception and transaction surveys have 
evolved over time with little or no coordination.  
  
Before embarking on a Housemark STAR perception survey, organisations may find it useful to carry out an audit 
of current surveys and to produce a strategic programme for all customer satisfaction activities.  
  
Not only will this help ensure consistency in survey approach across the business, providing you with more 
reliable data which you can act upon, but it will also minimise survey fatigue and increase response rates.  
  
Whilst the focus of this document is on providing guidance for running a STAR perception survey, this first section 
focusses on taking a strategic approach to customer feedback and is recommended reading before you begin to 
plan your perception survey.  
  

2.2 Survey audit  
  
Most landlords typically collect resident feedback via a range of different mechanisms. These are likely to include 
one-off or tracking general perception surveys, transactional surveys (for example following a repair, a letting or a 
complaint), in-depth research, ad-hoc surveys and any other activity that involves residents giving their views. In 
addition to the more traditional methods of conducting satisfaction research, most organisations at some point 
carry out ‘softer’ measurements such as feedback at events, online website or portal surveys, survey panels and 
resident involvement.  
  
A cohesive survey design programme should include factors such as survey reliability and assess which are the 
most important surveys to the organisation at each point in time. There should also be a clear remit of the aims 
for each survey, and these should fit within an organisation’s vision and corporate plan.  
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Any review needs to classify surveys into key survey types – perception surveys, transactional surveys, profiling 
surveys etc. Any programme should consider the need to capture residents’ change of circumstances to keep 
records up to date – an essential part of understanding the population that a survey is trying to represent.  
  
A good starting point in any attempt to coordinate customer satisfaction surveys is to list all the surveys 
currently being carried out – those that have been carried out in the last two to three years and any that are 
planned in the next year.  
  
Information can then be added to the list to include the total population for the survey, the intended sample size, 
collection method, frequency and estimated response rate. This will also allow some calculation of sampling 
errors for each survey. Included in the list and identified for each survey  
  
should be a reference as to who conducts the survey – whether this is an internal survey (and if so, who is 
responsible), an external market research company or a contractor.  
  
Finally, the total number of surveys carried out each year can be calculated and considered against the resident 
population. While not all surveys may involve every resident, it is highly likely that some residents will be asked to 
take part in more surveys than others.  
  
A follow-up piece of work might be to calculate the cost of each survey, giving careful consideration as to which 
costs are included and whether there are any hidden costs – such as staff time spent analysing the data.  
  
A strategic approach should seek to:  
  

• Avoid duplication between surveys  
• Ensure consistency between surveys to accurately reflect your brand and provide data that can be 

easily compared between service areas  
• Minimise the number of questions asked in any given survey  
• Only collect data which you are going to use  
• Minimise survey fatigue (see section 2.4)  
• Support the corporate objectives  
• Streamline resources and reduce the cost of carrying out surveys  

  

2.3 Managing the surveys  
  
Some organisations have a central point from which all resident surveys are coordinated. These surveys are often 
of high quality as staff are likely to be trained in market research methods and will have gained experience in 
terms of what works and what doesn’t at the organisation. The surveys can also be scheduled to ensure that 
residents are not overloaded with surveys within a given time period.  
  
Having a coordinated approach means that the surveys are more likely to have a consistent look and feel, and to 
match the tone and voice of the organisation. A central coordination point that has the support of and input from 
any marketing or communications staff is also likely to appear more professional. This does not mean that other 
service areas should not get involved in carrying out surveys, but that they should be centrally coordinated to 
ensure residents are not asked to take part in too many surveys at any one time.  
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Sometimes surveys are carried out by individual sections or departments with little or no consistency in 
approach or coordination in timing. While this might work in practice for some organisations, there are many 
advantages to coordinating the surveys.  
  

2.4 Avoiding survey fatigue  
  
The best way to avoid survey fatigue or overload is not to send out or to ask the same residents to participate in 
too many surveys. Survey fatigue is a potential problem in the sector and it can lead to dissatisfaction.  
  
Although it is likely that larger organisations will have proportionately just as many interactions with residents as 
smaller organisations, they have the advantage that they do not need to survey as high a   
  
percentage of residents to get the same level of statistical reliability. Residents of small landlords are therefore 
more likely to suffer from survey overload.  
  
Example: In order to achieve a sampling margin of error of ±5% at the 95% confidence level, an organisation with 
1,000 properties would need 278 completed interviews (28% of the population), compared with 379 completed 
interviews for a landlord with 30,000 properties (1% of the population).  
  
Varying the collection methods and explaining to residents the reason for and use made of each survey will help 
to maintain residents’ interest and commitment. Some organisations have set up systems so they can monitor 
how many surveys a resident is asked to complete in each period. The more you communicate with your 
residents about why they are being surveyed, how long it will take, the number of questions and what will happen 
to the information, the more likely it is that they will give you their time.  
  
Organisations should consider using survey protocols. Once a resident has taken part in a survey they can be 
excluded from that survey or any other surveys for a set period of time.  
  
Many organisations hold lists of residents who are excluded from surveys, such as people on a ‘safe list’ or who 
have requested not to take part in any future surveys.  
  
Some organisations have developed online forums or survey panels as a valuable resource, recruiting residents 
who have signed up to complete a number of surveys each year.  
  
Some surveys are, by their very nature, more important than others. Priority should be given to those considered 
most valuable to the organisation and where it is difficult to get a good response. For example, if you are about to 
carry out a key research project, you should be careful not to over-survey residents in the period leading up to 
that survey, or to prioritise surveying residents about a complaint or ASB ahead of a responsive repair survey if 
the latter is your key focus.  
  
Without these systems in place it is possible that residents might be contacted several times within a short 
period. The ability to measure survey inclusion and participation at the individual level is dependent on the 
capability of internal systems to capture and monitor who is surveyed.  
  
Some tips to avoid survey fatigue include:  
  

• Take a coordinated approach to all your surveys  
• Don’t over-survey the same residents  
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• Keep the surveys short and easy to understand  
• For online and postal surveys, make them visually appealing, clear and on-brand  
• Make the process as simple as possible, and try to use a collection method that suits the individual  
• Be clear to respondents about why you are carrying out the survey and what you will do with the 

results  
• Try to get the timing right  
• Ask relevant questions – don’t ask what you already know and only ask questions you will genuinely 

use to make improvements  
• Follow up on comments requesting action  
• Thank / compensate respondents for their time  

  
The Housemark STAR framework has been designed in consultation with residents to ensure that questions are 
relevant, and surveys are kept short.  
  
When it comes to the use of incentives, the majority of landlords who participated in the review felt that they did 
not make a great difference to response rates and that it is difficult to gauge whether they work.  
  
Some respondents stated that even a large incentive had failed to make much difference to response rates and 
many no longer use an incentive. A couple of respondents mentioned that changing the incentive did have an 
impact on the demographics of the respondents. With no concrete evidence of the success of using an incentive  
it is up to the individual organisation as to whether to offer one. Some landlords choose not to do so for 
transactional surveys but would include them as part of a larger customer satisfaction survey.  
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3. Planning your survey  
  

3.1 Setting parameters for the survey  
  
Once you are clear on the strategic rationale for carrying out a perception survey, you can begin to plan the 
project. At the outset you should set some parameters to help define what you hope to achieve from your 
planned STAR perception survey. These can be derived by asking questions such as:  
  

• Why are we carrying out a STAR perception survey? What are the critical pieces of information we 
want that are not collected elsewhere? (see section 2)  

  
• How frequently should we conduct a perception survey? Are the business needs best served by a 

one-off survey or a tracking survey? (see section 3.2)  
  

• What would be the most effective collection method to use – postal, telephone, online or face to face 
interviews, or perhaps a mix of approaches? (see section 3.3)  

  
• What resources are needed? Do we have them? Should the survey be carried out in-house or 

outsourced to a contractor? (see section 3.4)  
  

• What will we do with the results? Who needs to see them? What outputs are needed and by what 
deadlines? (see section 10)   

  

3.2 Survey frequency  
  
The most common approach to carrying out STAR perception surveys is as a one-off exercise carried out every 
2-3 years. However, an increasing number of landlords are collecting perception data on an on-going basis (for 
example, surveying smaller samples every few weeks or months building up to an annual picture).  
  
Both methods can be used for STAR perception surveys, but additional considerations are shown in the table 
below.  
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Figure 1: Advantages and disadvantages of different survey frequencies  
  

Survey type  Advantages  Disadvantages  
One-off  Easy to outsource for a fixed fee 

Easier to promote to residents to 
encourage participation  
Minimises the risk of surveying the  
same resident multiple times  
  
Simpler to achieve a  
representative sample and enables 
the use of strategic ‘booster  
samples’  
Give a snapshot in time / baseline 
from which you can measure 
progress  
Analysis done only once on the 
same robust dataset  

Progress can only be assessed as often 
as the survey is carried out (e.g. once 
every two years)  
Requires significant resource within a 
relatively small timeframe  
Picking up on any issues raised in a 
timely manner requires dedicated 
resource.  
  
Questions can only be reviewed an 
amended during survey design stage.  
  
   

Ongoing  Trend can be monitored and  
reported  
Issues raised can be systematically 
picked up and  
addressed  
Survey approach can be amended 
as the business evolves  
Contact database cleansing can 
form an integral part of the 
approach  

Requires ongoing resourcing Risks 
generating survey fatigue if approach 
is not carefully managed Samples can 
be unrepresentative if not carefully 
managed  
Figures reported on a regular basis may 
not be significantly robust and may drive 
the wrong behaviours  

  

3.3 Collection method  
  
A degree of flexibility is built into the collection methods used to gather STAR data. Consequently, providers may 
choose to use postal self-completion, telephone interviews, face-to-face interviews and web-based online 
surveys. An important consideration at the planning stage is to match the collection method to the frequency of 
the survey. While any collection method could be considered for a one-off survey, if tracking surveys are being 
undertaken, methods with shorter fieldwork periods such as telephone or online surveys are more appropriate 
than postal or face-to-face surveys.  
  
At the planning stage landlords will either decide on a single or multi-mode approach. We recognise that some 
landlords will select a single method, perhaps with ‘top-ups’ of an alternative method appropriate for certain 
‘hard-to-reach’ groups, while others may use a combination of collection methods. Online methods are now 
permitted as a primary collection method; however, we urge that checks are undertaken to avoid any significant 
response bias (i.e. where the respondents are not representative of the whole tenant and resident population).  
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We set out below the advantages and disadvantages of each collection method – some are self-completion 
methods and others involve interviewers.  
   
Figure 2: Advantages and disadvantages of different collection methods  
  

Survey type  Advantages  Disadvantages  

  
Postal 
selfcompletion  

Relatively easy to set up  
Can be cost effective  
Can survey large numbers 
Respondents may be more willing 
to express views as there is no 
interviewer  
Convenient for respondents as 
have more time to complete the 
survey and can chose when to do 
so  

Likely to have a survey bias that is 
exaggerated if low response  
Does not take into account any adult 
literacy issues  
Postal costs are increasing and are 
considerable  
Can suffer from low return rates  
Slow response - takes more time to get 
results  
Data has to be manually input once 
surveys are returned  
Respondents cannot be probed and there 
is no opportunity to clarify answers No 
control over who fills out the  
questionnaire  
Respondent can choose not to answer 
some questions  
May be overlooked if sent out with other 
information  
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Telephone 
interviews  

Can provide quick results Good 
for short and very focused 
interviews  
Greater control of response by 
using quotas  
Flexible design – ability to alter 
survey length with probes in key 
areas  
Ability to explain questions to 
respondents  
Real-time capture of data, can be 
analysed immediately  
Can achieve 100% response rate to 
each question  

Availability of telephone numbers  
Cannot ask complex detailed questions 
Interview length can be a problem due to 
potential short attention span as residents 
lose interest, especially if calling a mobile 
number  
A cold call approach may be unwelcome  
and be seen as intrusive Residents may 
be called at an inconvenient time, 
though calls back can always be 
scheduled to suit the respondent  

  
Face-to face 
interviews  

Good response rates  
Suitable for longer interviews with 
more complex/probing questions 
Can capture verbal and nonverbal 
responses as attitude, emotions 
and behaviour can be observed 
(more likely used in qualitative in-
depth interviews rather than 
transactional surveys) Can achieve 
100% response rate  
to each question 
Sampling can ensure 
representative response  

The most expensive type of survey to 
undertake Time-consuming  
Difficult to cover remote and rural 
locations (cluster sampling can resolve 
this but introduces sample bias) May 
produce a non-representative sample  
Possible interview bias  
A good interviewer requires considerable 
training  
Data generated can be harder to analyse  
May require manual data entry  
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Online surveys  

Low cost  
Automated process with potential 
for high reach  
Real-time capture of data, can be 
analysed immediately Convenient 
for respondents  
Design flexibility with question 
routing  
Respondents may be more willing 
to express views as there is no 
interviewer  
Can be visually appealing and 
include videos and graphics (but 
don’t get carried away!)  
Data captured in electronic form  

Can suffer from low response rates from 
those who do not regularly communicate 
online  
With no interviewer, respondents cannot 
be probed  
Respondents may not be representative, 
and online surveys tend to have a 
negative survey bias  
Lack of up to date and correct email 
addresses and mobile telephone numbers  
Spam filters and firewalls can bounce 
survey invitations back  
People can be reluctant to click on an 
email link to a survey form, given security 
concerns  

  
  
A growing number of landlords are taking a multi-channel approach to collecting resident feedback, using three or 
more of the above methods. This can help landlords gets feedback from a wider range of residents and enables a 
tailored approach to suit different demographics. However, landlords taking a multi-channel approach should pay 
extra attention to representativeness and survey bias (see section 4).  
  
Depending on the collection method(s) used, some key considerations are listed below. Whilst some 
recommendations are common to all collection methods, others are specific.  
  
For all STAR collection methods:  
  

• Actively promote the survey through targeted communication with tenants, residents, staff and other 
stakeholders. It is important to set out the aims and purpose of the survey when promoting it, and to 
emphasise in particular that the survey results will be kept confidential and will be used to identify and 
generate service improvements  

  
• Ensure that tenants and residents with limited understanding of English know what the survey is and how 

to take part  
  

• Think about what other contact your organisation is making with tenants and residents at the same time. 
This includes other surveys you may be carrying out.  

  
• Consider how you will ensure respondents are representative of the survey population as a whole.  
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Decisions about how to handle residents who are self-selecting need to be considered in advance.  
  
For STAR postal self-completion surveys, try to keep the questionnaire short, well laid out and easy to complete, 
in order to create an immediate impression when the questionnaire arrives through the post.  
  
For online surveys, keep the questionnaire short to minimise the likelihood of respondents abandoning the survey 
half-way through. For online surveys you should also set expectations at the beginning of the survey by advising 
how long it should take to complete.  
  
For a STAR telephone or face-to-face survey, we would recommend an advance letter is sent to the sample 
selected for any face-to-face survey in particular. The letter should clearly set out the nature and purpose of the 
survey, what tenants and residents can expect in terms of being contacted or visited, that their responses will be 
kept completely confidential and what will be done with the results.  
  

3.4 Contracting-out the survey  
  
This guide aims to provide your organisation with sufficient information to run a STAR perception survey inhouse. 
If you don’t have the skills or resources for such an undertaking, there are plenty of firms who will carry out the 
work on your behalf – either as a one-off exercise or repeating a smaller survey at regular intervals throughout 
the year.  
  
Budgets and resources  
  
Organisations need to calculate the costs of all of their housing research activities on an annual basis.   
  
The full costs include not just the fieldwork elements of any survey but also the staff time spent designing, 
managing, analysing and reporting the results. Calculating the true cost is an important part of assessing value for 
money of each survey to the organisation and helps departments to assess the value of the information provided. 
Whether it is perceived to provide value for money will be linked to the value and insight placed on the 
information provided and its usefulness in informing service changes.  
  
Knowing the true costs of surveys also allows for a comparison with an external market research company, which 
may be able to provide some or all of the services at a lower cost. There are advantages and disadvantages to 
both external and in-house approaches that should be carefully considered and reviewed periodically.  
  
Internal or external research  
  
Careful consideration should always be given when deciding whether to carry out the survey process in-house or 
externally. The decision often depends on whether the expertise and resources are available internally, and 
whether this approach is cost effective.  
  
It may be that some aspects are easily done in-house, and others bought in as and when necessary. It is possible 
to train staff in many of the skills needed to run a successful programme. One important element that should 
always be addressed is the need for rigorous checks on the sampling, response, weighting, data cleaning and 
analysis to ensure the survey’s integrity.   
  
One of the other considerations is the need sometimes to distance frontline service staff from the collection and 
analysis of survey data. It is not unknown for customer satisfaction surveys to be conducted by the team 
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delivering that service, which may raise some impartiality issues when measuring satisfaction with those services 
and acting on the findings. The feedback collected from residents as part of Housemark’s review of the STAR 
framework was that if the survey is outsourced, residents have greater trust in the figures reported.  
  
Even if the survey is outsourced, you should still check and ensure the quality and rigour of survey techniques 
used by any contractors carrying out surveys on your behalf, by assessing their approach against guidance such 
as that presented here. You will need to ensure your privacy statement reflects this and ensuring you have a data 
sharing agreement in place in line with GDPR and the 2018 Data Protection Act.  
  
If you decide to carry out some or all of your surveys in-house, you should carry out an independent audit from 
time to time to check you are following the guidance correctly, and to help build resident trust in the results.  
  
Options for contracting out  
  
You may wish to contract-out all or just certain parts of the survey depending on your in- house skills and 
resources. The options for mixing in-house and contracting out logically divide into:  
  

• Methodology and sampling  
• Fieldwork and logging return questionnaires  
• Data entry  
• Checking the responses are representative  
• Data analysis  
• Writing the report  
• Post survey follow-up research  

  
The most complex technical tasks are around sampling, checking for representativeness and data analysis and 
the most labour intensive are fieldwork and data entry.  
  
Working with contractors  
  
If you choose to outsource the work you should consider the following:  
  

• Ensure the specification is comprehensive enough to avoid confusion and presumption but not so 
over-prescriptive that contractors are put off or raise their prices.  

• For data entry, specify a requirement to clean and verify the data before analysis  
• Check that all contractors on the tender list are partners of the Market Research Society or a similar 

organisation with comparable standards  
• Agree on key named contacts at each organisation (e.g. project managers) and keep in touch 

regularly.  
  
In the main, working with STAR contractors will be a similar experience to working with any kind of contractor – 
the better the working relationship, the better the project will run.  
  
Improving in-house skills  
  
An alternative to contracting-out is to ‘skill up’ the in-house workforce by training staff in data protection, survey 
techniques and investing in survey analysis packages and online survey software. This will enable your 
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organisation to interrogate the survey results at a later stage or to run more detailed queries on the data, subject 
to data protection protocols.  
  

3.5 Resources  
  
Although surveys are a cost-effective means for gaining feedback, they do take up a considerable amount of 
resources. You should consider your resource allocations in the following areas:  
  

• Finance – the budget should be agreed up to a financial year in advance of the survey.   
• Staff time – do not underestimate this. Think about the project manager’s time and administration 

time for designing the survey methodology and managing the fieldwork  
• Stationery and printing (if a postal survey) – make sure you include reminders and covering letters as 

well as envelopes, printing and the survey itself  
• Software – if done in-house, specialist software and trained staff will need to be budgeted for • 

 Launching and publicising the results – particularly publicity material  
• Repeating the survey – if undertaking tracking surveys.  

  

3.6 Setting up the project  
  
The survey should be treated as a project, with a team whose members will deliver specific items to a timescale 
and standard as set out in a project plan.  
  
You will need to decide:  
  

• What tasks need to be done?  
• Who will do what? Pay special attention to the role of project manager and a senior project sponsor  
• Whether to conduct the survey in-house or outsource it  
• Whether to run the survey as a one-off exercise or frequent smaller surveys throughout the year  

  

3.7 Involving stakeholders  
  
At the outset and at key stages of the survey process you should involve all those with an interest in the survey 
including:  
  

• Tenants and residents – to encourage participation and show how their views will be taken on board  
• Relevant front-line staff – to enable them to answer queries and help them ‘own’ the findings  
• Senior managers and governing board members or councillors – to ensure the project is properly 

resourced and is relevant to the strategic and corporate planning process.  
  

3.8 Promoting the survey  
  
It is good practice to publicise the survey widely in advance or a one-off survey or periodically for tracking 
surveys to maximise the response rate. A few promotion ideas are listed below:  
  

• Staff, tenant and resident newsletters and meetings  
• Website, tenant and resident portals  
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• Leaflets and posters in local offices, shops, libraries etc.  
• Briefing papers to committee or board  
• Pre-survey mailshot particularly where a face to face interview is planned  

  

3.9 Managing the project  
  
Managing a survey falls into four distinct stages:  
  

• Planning – agreeing a specification, tendering the work  
• Preparing sample and questionnaire  
• Fieldwork – mailing the questionnaire for postal or online surveys or conducting the interviews for 

telephone or face-to-face surveys, monitoring the returns, inputting data  
• Outputs – analysing the results and writing them up.  

  
Each of the four stages are dealt with in subsequent sections of this guide and taken as a whole should be 
managed as any other service improvement project, with clear objectives, identified resources and a defined 
timescale.   
  
Typically, you should allow six to nine months for the whole process from start (planning) to finish (outputs) for a 
one-off survey. For tracking surveys, it is important that all of the stages are complete before the next survey 
begins.   
  
   
  

4. Choosing your sample  
  

4.1 Introduction  
  
The sampling stage is potentially quite technical in its nature. Although this guidance should be sufficient for your 
organisation to carry out its own sampling in-house, if there are any doubts you should consider further reading, 
seeking outside help or contracting- out this area of work.  
  
In-house sampling and sample design requires that the organisation has access to some form of computing 
hardware and software, even if it is of a basic, minimal nature. This includes the use of Excel to produce the 
sample file.  
  

4.2 Sampling  
  
Accurate sampling and a good response rate can generate reliable feedback at a fraction of the cost of a survey 
of all your tenants and residents (i.e. a census).  
  
‘Sampling’ is a process that selects a proportion of your tenants and residents to be surveyed. If sampling is 
carried out properly, according to set rules, you can be reassured that the sample used for the survey is as 
representative as possible of your tenants and residents. The greater the number of tenants and residents from 
whom you receive a reply or who are interviewed for the survey, the more confident you may be that the views of 
the sample are also representative of the views of all your tenants and residents. To demonstrate this, the sample 
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of respondents (those who reply to the survey or agree to be interviewed) needs to be checked against the 
breakdown of bedroom sizes, property types or other key data you hold for all tenants and residents.  
  
Producing your sample frame  
  
The ‘sample frame’ is a list of tenants and residents whose views you want to explore. It forms the base – or 
‘background population’ – from which to select an actual sample group of tenants and residents to be included in 
the survey.  
  
The sample frame should include, as a minimum, the name(s) of tenants and residents, their address, postcode 
and valid telephone number(s), as well as other information that you may wish to use in the analysis of the survey 
results, such as the number of bedrooms, tenure group or management area. A sample frame is usually created as 
an Excel spreadsheet or database file extracted from your organisation’s housing management IT system. This 
sample file should exclude all tenants and residents for whom the survey is inappropriate. In general, the file 
should exclude:  
  

• any tenure groups not being surveyed (e.g. leaseholders in a survey of tenants)  
• properties that are empty at the time of the survey  
• commercial or non-residential properties  
• garages  
• people who have died (this error occurs particularly with joint tenants, and can be very upsetting)  
• duplicate and ‘dummy’ entries  

  
The sample file should consist of a series of separate records, each including the full name of the tenant(s) or 
resident(s) and separate fields for each part of the property’s address and postcode. This information is used to 
select the sample and to generate any mailings.  
  
You should create a unique survey reference number for each property to use on the survey questionnaires, to 
help protect confidentiality.  
  
You must then include a unique tenancy or property reference number that you use on your own computer 
system; this will allow you to check for duplicates and link to other stock information. It is also used to check the 
representativeness of the returns.  
  
It is critical, in order to meet the requirements of the Data Protection Act 2018 and the General Data Protection 
Regulation (GDPR), that only a small number of named individuals within your organisation have access to the 
property reference number that links to the unique survey reference number, so that individual responses to the 
survey cannot be identified except by these ‘data controllers’. The information from a survey is deemed to be 
‘market research’ and as such should not be read back into the organisation’s customer database or be linked to 
individual tenants/residents, unless they have given their express permission for this to happen, for example, by 
agreeing that their demographic information can be used to populate their records on the organisation’s 
customer database.  
  
If you are using postal, telephone, face to face or online interview surveys, you will need to include additional 
contact details and a flag indicating which collection method is to be used. You will also have to ensure that, 
where you are using a number of collection methods that only one response is included and that they are 
identified and removed from any other of the collection methods.  
  
When the sample frame is complete, you should sort your file in one of two ways:  
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• either into some form of logical list. This could be, for example, by housing management area, and 

within that by postcodes. Do not use surnames as a field to sort against, as it can unhelpfully bunch 
together particular ethnic groups; or  

• completely randomly – this can only be done if you have computer software that can sort records in 
this way.  

  
You may also want to incorporate additional information you hold about properties into each 
tenant/resident/property record in the sample frame file or later in a linked file. This could be:  
  

• number of bedrooms  
• housing management area office or schemes (so you can compare results for different teams)  
• stock type (general needs, housing for older people, supported housing, leaseholders, shared owners)  
• local authority area (if you operate across local authority borders)  
• property type (for example, house or flat)  
• modernisation status (for example, new build, re-improved, unimproved)  
• build date  
• tenancy type (for example, ‘traditional’ social housing rent, affordable rent, market rent) •  start date of 

tenancy  
• rent and service charge levels  

This information can later be combined with responses from the survey to obtain a more detailed and in-depth 
picture based on the unique reference numbers. For example, you could cross-tabulate ‘satisfaction with quality 
of home’ (PC2) with ‘modernisation status’ to see if there is a connection between the two. It will also help later 
on if you need to ‘weight’ your data (see section 8.7).  

  
4.3 Census or sample?  
  
A census is simply the entire population of tenants and residents – in other words, instead of selecting a sample 
for the fieldwork, you would typically send a postal questionnaire to, or conduct the interviews with, all the 
tenants and residents in the sample frame.  
  
A sample will be appropriate for most landlords managing over 1,000 properties. However, in some cases you may 
decide a census is more appropriate to meet sampling requirements for various sub-groups (see section 4.6). For 
smaller landlords with fewer than 1,000 properties a census survey is strongly recommended, unless tracking 
surveys are being undertaken.  
  
One disadvantage of the census approach is that over time, if the survey is repeated, tenants and residents may 
experience ‘survey fatigue’. This can lead to a loss of interest, a lower response rate and complaints of wasted 
resources. On the other hand, a key advantage of a census is that all tenants and residents then have an 
opportunity to have their say, and indeed, that you will receive a higher number of responses to the survey and 
thus ensure that the results are more accurate and representative.    
  
If a landlord plans to run a tracking survey throughout the year a sample survey should be completed of sufficient 
size so that the combined response for the year meets Housemark requirements.  In addition, consideration 
should be given to whether the tracking survey will run for a number of years and the impact on survey fatigue 
and exhausting the sample if residents who complete the survey are to be excluded for a set time period.  
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4.4 Deciding on the sample size  
  
If you have decided not to undertake a census, you will need to decide the size of the sample. The starting point 
is to work out how many completed questionnaires or achieved interviews you will need for the population being 
surveyed. This is important because:  
  

• generally, the larger the number of responses, the more accurate the results  
• the larger the number of questionnaires returned or interviews that are achieved, the more detailed 

analysis you can do on sub-groups (for example age, area, ethnicity)  
• the other relevant factor is the size of your stock - the general rule is that the smaller the stock size, 

the higher the percentage of returned questionnaires needed.  
  
  
When deciding the sample size, you will need to weigh up accuracy of the results (the more responses, the 
better) with the available budget and other resources available for the survey.  
  
  
  
Statistical validity  
  
To be able to draw general conclusions about the opinions of your tenants and residents as a whole,   
  
you will need to ensure that you have enough responses to your survey (either completed postal or online 
questionnaires or achieved face to face or telephone interviews) to give statistical validity to the results. To do 
this, you need to use two particular measures:  
  
Confidence level: this describes how certain you can be that the results of your survey reflect the views of the 
whole of your tenant and resident population, within a range of possible error. Generally, you will be working 
towards a 95 per cent confidence level – that is, there is a 95 per cent probability that your sample reflects your 
population  
  
Sampling error: this is the estimated bias which may occur with the use of sampling. Usually referred to as the 
margin of error, this is expressed as a plus or minus (+/-) percentage figure.  
  
For STAR, the margins of error for satisfaction results reported by stock type to Housemark are:  
  
Figure 3: STAR margins of error at 95 per cent confidence level  
  

Population size  Required margin of error  Minimum number of replies 
(see table 2 for more details)  

0 – 1,000  + / - 5 per cent  Up to 275  
1,000 – 10,000  + / - 4 per cent  375 – 565  

10,000 and above  + / - 3 per cent  950 or more  

  
Note that these minimum numbers of replies only apply for an analysis across the whole stock covered by a 
survey. If you want to analyse your results at the level of sub-groups (e.g. by area office or stock type) while 
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retaining the desired margin of error, then the minimum number of replies across the whole stock would have to 
be increased (see section 4.6).  
  
To illustrate the meaning of a confidence level / margin of error combination, when quoting a result of 85 per cent 
of respondents to a survey being satisfied, using a confidence level of 95 per cent and a margin of error of +/-4 
per cent, you would be saying that you are 95 per cent confident that the whole population’s response would lie 
between 81 per cent and 89 per cent satisfied.  
  
If you have a small tenant and resident population and you are carrying out a census, you will not have to worry 
about devising a sampling frame. However, you will still need to maximise your response rate and take statistical 
reliability into account.  
  

4.5 Minimum achieved sample requirement  
  
Table 2 shows how many responses need to be achieved for different population sizes. The yellow highlighted 
cells correspond with the required margins of error for STAR shown in table 1.  
   
  
   
Figure 4: Sample design look-up table at 95 per cent confidence level  
  

Population  Number of responses needed to achieve margin of error  

± 5%  ± 4%  ± 3%  

100  80  86  92  

250  155  177  203  

500  215  270  340  

750  255  330  435  

1,000  275  375  520  

1,500  310  425  625  

2,000  325  470  690  

2,500  335  500  750  

3,000  345  525  800  

3,500  350  525  835  

4,000  355  525  850  

4,500  360  525  870  

5,000  365  525  900  

7,500  365  545  930  

10,000  370  565  965  

15,000  375  575  995  

20,000  375  580  1,015  

25,000  375  585  1,020  

50,000  380  590  1,045  

75,000  380  595  1,050  
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100,000  380  595  1,055  

  
In order for your survey to be STAR compliant and to benchmark your figures with Housemark, you must achieve 
the confidence level and margin of error relative to your population size.  
  

4.6 Sub-groups and samples  
  
In addition to the usual demographic cross-tabulations, you may wish to analyse your results by your own 
geographical management areas, or by the different types of housing you provide. It is best to have at least 100 
responses in each. When you carry out the survey you should carefully consider which main sub-groups you will 
want to analyse, before you decide the size of your sample.  
  
Representativeness  
  
It will still be necessary to check the representativeness of the sub-groups when the questionnaires are returned 
if carrying out a postal or online survey. Response rates may vary between different sub-groups and different 
types of tenant and resident, so you will need to check that your respondents are representative of your whole 
population. (See section 8 for checking the representativeness of the whole sample.)  Representative checks are 
not needed for telephone or face-to-face surveys if quotas have been used to ensure the response matches the 
tenant and resident population.  
  

4.7 Response rates and sample size (postal and online surveys)  
  
The other major factor you need to take into account when working out your sample size for postal or online 
selfcompletion surveys is the expected response rate. For a general needs tenants postal survey you should 
calculate the sampling based on a minimum response rate of around 25 per cent of surveys being returned so 
that you know that once you reach 25 per cent returns the survey is within the required margin of error. For 
leaseholders and supported housing tenants the presumed response rate should be 20 per cent, while for 
housing for older people a much higher response rate of 50 per cent could be assumed.  Online survey responses 
are likely to be much lower (assume 10 per cent).  
  
Note that response rates are highly dependent on a number of variables and you should be guided by previous 
response rates and the general finding that response rates appear to be decreasing over time.  
  

4.8 How to work out your sample size  
  
The sample size you generate will be a compromise based on cost versus accuracy. If you are using sub-groups 
within your sample, you may need to increase the overall sample size or ‘over-sample’ tenants/residents with 
certain characteristics to achieve the necessary confidence interval and sampling margin of error.  
  
Worked example  
  
We set out two survey design examples. The first, shown in table 3, aims to provide sufficient numbers of 
responses in each of four sub-areas to produce survey results accurate within each sub-group to a sampling 
error of ± 5 per cent. The populations within each sub-group vary, and thus the sample will need to be drawn 
disproportionately within each sub-group, as the table shows.  
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Overall, this survey design will produce results accurate to a margin of error of ± 2.5 per cent (within the 3 per 
cent margin of error for a stock size of over 10,000), but importantly, with accuracy levels at ± 5 per cent within 
each sub-group, more detailed analysis of the sub-groups would be possible.  
  
Figure 5: Sub-group accuracy levels set at ± 5 per cent - disproportionate sampling by sub-group  
  

Sub-group  Population  Sample size  Sampling error  
Area 1  1,500  306  ± 5.0 per cent  
Area 2  2,500  333  ± 5.0 per cent  
Area 3  3,500  346  ± 5.0 per cent  
Area 4  4,500  354  ± 5.0 per cent  

All areas  12,000  1,339  ± 2.5 per cent  

  
Where the sampling is disproportionate, and once the fieldwork is complete, the results would need to be 
weighted to ensure the correct balance between the sub-groups (see section 8.7 for advice on weighting).  
  
   
Figure 6, by contrast, is an example of a survey design with proportionate sampling where the overall accuracy of 
the survey results is the required ± 3 per cent for stock size over 10,000 and the main determinant of the design. 
For a population of 12,000 overall, a total of 980 responses are required for this level of accuracy. In order to 
determine the sample sizes within each sub-group, these are kept proportional to their populations relative to the 
overall population, and this generates the sampling errors as shown. For example, in area 1, the population of 1,500 
accounts for 12.5 per cent of the overall population; the sample size in area 1 is therefore set at 12.5 per cent of 
the required 980 interviews to be achieved, resulting in a sample of 123.  
  
Figure 6: Overall accuracy levels set at ± 3 per cent - proportionate sampling by sub-group  
  

Sub-group  Population  Sample size  Sampling error  
Area 1  1,500  123  ± 8.5 per cent  
Area 2  2,500  204  ± 6.6 per cent  
        
Area 3  3,500  286  ± 5.6 per cent  
Area 4  4,500  368  ± 4.9 per cent  

All areas  12,000  980  ± 3.0 per cent  

  
  
Over-sampling sub-groups  
  
If a sub-group is particularly small in relation to the total population, you need to over- sample the sub-group to 
ensure you obtain 100 responses.  
  
Some sub-groups are so small that a census is required – for instance any sub-group smaller than 100. It is 
important to ensure that your sample frame is arranged in sub-group type order so that over-sampling can be 
done separately from the main sampling exercise.  
  
However, when you come to look at the whole group, you will need to ‘weight’ the sub- group results so that extra 
responses from a small group do not skew the overall picture. Weighting adjustments are considered in section  
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8.7.  
  

4.9 Selecting the sample  
  
This section describes how to select a sample that is representative of your whole population. It incorporates the 
following elements:  
  
Firstly:  
either working out and using the ‘sampling interval’ (known as systematic sampling); or applying 
a computer-generated random selection function.  
  
Secondly:  
extracting the sample addresses.  
  
If you are carrying out a telephone survey and using a CATI system (Computer Assisted Telephone Interviewing) 
the survey software will have a randomizer built in as well as the ability to set quotas.  
  
  
Using the sampling interval  
  
Your sample frame is the full list of tenants or residents, their addresses and other data about their homes (see 
section 4.2). The ‘sampling interval’ is, simply, the number of tenants or residents in the sample frame divided by 
the size of the sample to which you want to send questionnaires or conduct interviews (see figure 7).  
  
Figure 7: Calculating the sampling interval  
  
 Example:      

      
 Sampling interval  =  number of tenants/residents in sampling frame (15,000)  
     number needed for sample (1,500)  
 Therefore 15,000      
 —-—–  =  10    
 1,500      
  
The sampling interval is 10  
  
To select your sample, you therefore need to pick every tenth tenant/resident in the sample frame, from a 
randomly sorted list of tenants/residents. If the sampling interval as calculated does not result in a whole number, 
it is advised that you change the sample size so that a whole number sampling interval results.  
  
Part of the statistical methodology involves randomly choosing the position of the first tenant/resident you 
select, which must be in a position the same as or less than the ‘sampling interval’. So if you randomly pick 
number 6, and the sampling interval is 10, you would select the 6th, 16th, 26th, 36th, 46th record and so on, until 
you have worked your way through the sampling frame. It is important that you do work your way through the 
entire sample frame by using this method, or else distortions can result.  
  
If over-sampling of a particular sub-group is required, the tenants or residents from the sample frame that belong 
to the sub-group need to be separated out beforehand, and the sub-group given its own sampling interval.  
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Computer-generated random selection  
  
If you use your computer to randomly select your sample, you should ensure that the file is either sorted in a 
‘neutral’ or mathematically random order beforehand.  
  
Extracting the sample addresses   
  
Whichever route you follow; this will generate a list of addresses the size of your sample. Mark these on your 
spreadsheet and delete all the addresses that were not selected. The resulting set of addresses should be the 
correct number for the sample.  
  
Each sample record needs to have its own reference number – not the unique property reference number – 
which can be used in the mail-out to link each questionnaire with the correct tenant/resident record. This survey 
number should be a separate field in the sample listing. The code should be printed on the front of the 
questionnaire for postal surveys and on the covering letter. Codes should be checked-off as responses come in 
and when you analyse the returns.  
  
  

5. Data protection law and confidentiality  
  

5.1 Data protection law   
  
This document does not aim to outline all your responsibilities under data protection law and it is the 
responsibility of each landlord to look into these in full and ensure that they understand and are compliant with 
these responsibilities. However, we do provide some guidance and areas to be aware of.   
  
In line with the Data Protection Act 2018, you, the social landlord are the Data Controller and must identify and 
document your lawful basis for processing the personal data of your tenants and residents in order to carry out 
your STAR survey, before it begins. Many organisations choose not to rely on consent as their lawful basis for 
processing but identify that the processing is in their ‘legitimate interests’. The ICO website details a ‘legitimate 
interests assessment’ (LIA) which organisations can use to assess whether legitimate interests apply to a 
particular type of processing.  
  
You should also ensure that your privacy notices explain to tenants and residents how their data is being 
managed and shared. Each organisation should already be registered with the Information Commissioner’s Office 
and should also have processes in places for managing requests from customers exercising their rights under the 
GDPR.  
  
Using an agency (sub-contracting)  
  
Should you engage a market research agency to collect or analyse your STAR survey, data protection law defines 
this agency as a Data Processor and states that a written contract must be in place between the Data Controller 
and the Data Processor. The GDPR defines exactly what should be in this contract. It is your responsibility as a 
Controller to understand and check that your agency will implement appropriate technical and organisational 
measures to ensure their processing will meet GDPR requirements and protect individuals’ rights. Consideration 
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also needs to be given to the way in which the data will be shared with the agency to ensure that it is sent by 
secure means.  
  
Special category data  
  
The GDPR also defines ‘Special Categories’ of personal data, which need more protection because they are 
sensitive. Special Category data is that which reveals racial or ethnic origin, political opinions, religious or 
philosophical beliefs, or trade union membership, and the processing of genetic data, biometric data for the 
purpose of uniquely identifying a natural person, data concerning health or data concerning a natural person's sex 
life or sexual orientation. If using data of this type, we recommend that you investigate this further, as this 
requires the identification of a separate condition for processing in addition to the lawful basis referred to earlier.  
A key principle of data protection law is transparency- the laws are designed to give individuals a clear 
understanding of what will happen with their personal data and control over use of their personal information.  
  
  

5.2 Confidentiality  
  
Carrying out your survey in house   
All tenant and residents invited to take part in a survey have the option to refuse or ignore their  survey 
invitation.  
  
Once a tenant/resident has agreed to take part in the survey, it is important to be clear what will happen to the 
feedback they provide; therefore, it is necessary to explain confidentiality and what that means for them.  
   
We recommend that all participants’ feedback is confidential by default. At the end of the survey, once feedback 
has been provided, the respondent can be given the choice of having their name attached to their feedback 
when it is shared within the organisation.   
  
It is also prudent to ask those tenants/residents who were happy to have their name attached to their responses 
whether or not they are happy to be contacted about the feedback they have provided. This gives them a clear 
choice about how their data will be used.   
  
Knowing which tenants/residents have said what can very useful and having permission to re- contact will remove 
the risk of making contact with a respondent who does not want their feedback to be used in this way.  
  
When running your STAR survey in house a small number of people in the organisation (those who are involved in 
the analysis) will be able to identify who has said what, at least until personal identifiers are removed from the 
analysis file. However, this team should ensure that if a respondent has requested that their feedback is 
confidential then no personally identifiable feedback is shared beyond this analysis team within their organisation 
and data is aggregated when reported. By providing confidentiality to tenants and residents you are agreeing to 
not attribute any personal identifiers to their feedback other than where it is necessary to carry out the project.   
  
Using an agency to conduct your survey   
  
When an agency is carrying out your survey we would again recommend that all participants’ feedback is 
confidential by default and the respondent is given the choice of having their name attributed to their feedback 
when it is shared with their housing association. Respondents who have waived their anonymity can also be given 
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the choice of whether or not they are happy to be contacted after the survey about any feedback they have 
provided.   
  
The agency will then maintain the respondent’s anonymity by not sharing any personal identifiers with you for 
respondents who have requested anonymity. An agency can also supply reporting where the data is aggregated 
and not supply in more granular detail.   
  
Protecting confidentiality   
  
Protecting confidentiality goes beyond removing personal identifiers from the sample. It is important to be 
mindful of instances that could lead to breaking a respondent’s confidentiality. For example:  
  

• Where sample sizes are very small (a small sample size where the majority of respondents have their 
name attributed will make it easier to identify those that are anonymous);  

• Comments that provide sufficient contextual information or name individuals involved to permit 
identification (such as attributes or descriptions of specific or unique incidents);  

• Where data can be matched with publicly available information or other internal data (such as social 
media profiles or transactional history).  

Postal or email surveys need to identify tenants or residents who have not, initially, returned their questionnaires, 
so you can send reminders and not send surveys again to those that have already completed it. This can be 
managed by your in-house research team or agency to ensure that the confidentiality of those who have 
completed the survey is not compromised.  
  
You need to be able to relate survey data to information you hold on individuals and properties as further analysis 
by key data such as repair type may be important. It is essential to have this data in place at the outset of the 
survey as you may not be able to attach this later to those who wish to remain confidential and have been 
surveyed through an agency.  
  
As detailed above, attaching special category data for analysis requires more consideration.   
  

5.3 Giving tenants and residents a choice  
  
All respondents can be given the opportunity to have their details attached to their feedback. To capture this, we 
would recommend asking two questions at the end of the STAR survey. We would ask these questions at the end 
of the survey rather than the beginning, as by this stage the respondent knows exactly what feedback they have 
given during the survey and so is able to make an informed decision on whether or not they wish to have their 
name attached to this feedback.   
  
Figure 8: Recommended confidentiality questions  
  

Q1. Your answers are currently confidential. It may be useful for your name to 
be attached to your responses and passed to [social housing provider] to help 
them improve. Would that be ok?  
Yes – I agree to my name being attached to my responses No – I wish to 
remain anonymous   

  
If Yes, then ask…  
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Q2. Are you happy for [social housing provider] to contact you in connection with your feedback, 
if they wish to do so?  
Yes       
No       

  
The second question is worded in such a way as to allow the landlord to decide who they want to contact. If you 
are happy to commit to contacting all respondents who want it, you can reword this question to ask respondents 
if they want contact as a result of the survey. In this case the organisation must ensure that this contact is carried 
out or risk generating dissatisfaction.  
   
If you choose not to offer respondents anonymity, and they will be identifiable along with their responses this 
should be made clear to them at the start of the survey when you ask them to take part, so that they can make 
an informed decision about whether or not to take part in the survey on this basis.  We wouldn’t recommend this 
approach as this will discourage some residents from taking part or may mean that they are not completely 
honest in their responses if they know that they are going to be shared with the organisation.  
   

5.4 Survey data retention   
  
The Data Protection Act 2018 does not set out any specific minimum or maximum periods for retaining personal 
data. Instead, it says that: ‘Personal data processed for any purpose or purposes shall not be kept for longer than 
is necessary for that purpose or those purposes.’  
  
This is the fifth data protection principle. In practice, it means that you will need to:  
  

• review the length of time you keep personal data  
• consider the purpose or purposes you hold the information for in deciding whether (and for how long)  

to retain it  
• securely delete information that is no longer needed for this purpose or these purposes  
• update, archive or securely delete information if it goes out of date.  
• Postal surveys should be securely disposed of and a receipt confirming this obtained. Three to six 

months is normally a perfectly adequate length of time to store questionnaires before shredding. 
There are software programmes that can electronically ‘shred’ digital data files that are advisable in 
preference to simply ‘deleting’ digital data held regardless of the collection method.  

  
   

6. STAR framework  
  

6.1 The questions  
  
The new STAR framework contains three tiers of questions:  
  
Figure 9: The three tiers of questions  
  

Tier  Number of perception 
questions  

Instructions on use  

Core  4 or 5  Must be included  
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Recommended  7  Recommended for inclusion subject to collection 
method and questionnaire length  

Optional  250  For inspiration when selecting additional 
measures to suit your organisation  

  
Core questions  
  
The below table details the five core STAR questions that must be asked for surveys to be STAR complaint. Four 
of the core questions should be collected from a perception survey asking tenants and residents for their views, 
similar to previous STAR surveys. The remaining question on responsive repairs should be collected as part of 
ongoing research using transactional surveys carried out following the completion of a responsive repair. If a 
provider does not conduct these ongoing transactional surveys, an alternative is provided for inclusion in 
perception surveys.   
  
Figure 10: The five core questions  
  

Question  Source  
Taking everything into account, how satisfied or dissatisfied are you with 
the service provided by [your social housing provider]?  

Perception  

How satisfied or dissatisfied are you with the overall quality of your 
home?  

Perception  

Thinking specifically about the building you live in, how satisfied or 
dissatisfied are you that [your social housing provider] provides a home 
that is safe and secure?  

Perception  

How satisfied or dissatisfied are you that [your social housing provider] is 
easy to deal with?  

Perception  

Have you had any repairs carried out in the last 12 months? - If 'yes': 
Thinking about the LAST time you had repairs carried out, how satisfied 
or dissatisfied were you with the repairs service?  

Perception alternative  

  
Recommended questions  
  
As well as the core questions, the following questions are recommended for inclusion in your perception surveys. 
The choice of whether or not to include them, and which ones you include will  
  
depend on the collection method you are using, and the size of the questionnaire. All recommended questions 
will be available for benchmarking, and in practice landlords are likely to choose to include   
  
the recommended questions that reflect their strategic priorities, reflect the services they provide and are likely 
to give them the insight they seek.  
  
Figure 11: The seven recommended perception questions  
  

Question  Source  
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How satisfied or dissatisfied are you with your neighbourhood as a place 
to live?  

Perception  

How satisfied or dissatisfied are you that your rent provides value for 
money?  

Perception  

How satisfied or dissatisfied are you that your service charges provide 
value for money?  

Perception  

How satisfied or dissatisfied are you that [your social housing provider] 
listens to residents’ views and acts on them?  

Perception  

How satisfied or dissatisfied are you that [your social housing provider] 
gives you the opportunity to make your views known?   

Perception  

Have you had any repairs carried out in the last 12 months? - If 'yes': 
Thinking about the LAST time you had repairs carried out, how satisfied 
or dissatisfied were you with the repairs service?  

Perception  

How likely would you be to recommend [your social housing provider] to 
family or friends on a scale of 0 to 10, where 0 is not at all likely and 10 is 
extremely likely?  

Perception  

  
The full rationale for selecting these questions as the core and recommended questions is available in our STAR 
review summary publication.  
  
Question order  
  
The framework does not prescribe an order for asking questions, which can be interspersed with bespoke or 
optional questions depending on the survey type and collection method, as the landlord sees fit.   
  
The placing of questions in a survey should follow a logical order. Where to place the overall landlord service 
question (PC1) is often debated. Evidence from a previous Housemark consultation found that around two-thirds 
of landlords place this question at the start of the survey. This information is intended to act as a guide rather 
than an instruction for landlords who are unsure where to place the question, although Housemark recognises the 
potential for improved consistency if more providers choose to adopt the approach of the majority.  
  

6.2 Valid response scales  
  
For all the core satisfaction questions and most of the recommended and optional satisfaction questions, a five 
or ten-point response scale should be used.  
  
The standard verbal response options are:  
  

• Very satisfied; Fairly satisfied; Neither satisfied nor dissatisfied; Fairly dissatisfied; Very dissatisfied  
  
An alternative verbal response option is:  
  

• Agree strongly; Agree; Neither agree nor disagree; Disagree; Disagree strongly  
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If you are using one of these verbal response scales, in order for your survey to be STAR compliant, the middle or 
‘neither’ option must be included.  
  
For landlords who do not wish to use a verbal scale, a numeric five or ten-point scale is also allowed. In this 
instance the prefix for the question should change as follows:  
  

• On a scale of one to five, where one is very dissatisfied and five is very satisfied, how satisfied are you 
that…  

• On a scale of one to ten, where one is very dissatisfied and ten is very satisfied, how satisfied are you 
that…  

  
This lengthy prefix does not need to be asked before each question. Depending on the collection method used, 
pragmatic solutions like the one shown below are recommended:  
   
Figure 12: A pragmatic example of question clustering  
  

  
  
The exception to the five or ten-point response scale rule is the recommended question used to calculate Net 
Promoter Score (How likely would you be to recommend [your social housing provider] to family or friends on a 
scale of 0 to 10, where 0 is not at all likely and 10 is extremely likely?). This should always use an 11-point numeric 
response scale (0-10). This is to ensure it uses the standardised cross-sector response scale that enables 
likefor-like comparisons with other industries.  
  

6.3 Valid response options   
  
The following response options are permissible in a valid STAR survey:  
  

• Verbal. i.e. Very satisfied; Fairly satisfied; Neither satisfied nor dissatisfied; Fairly dissatisfied; Very 
dissatisfied. Or alternatively: Agree strongly; Agree; Neither agree nor disagree; Disagree;  Disagree 
strongly.  

• Numeric. i.e. 1-5 or 1-10.  
• Emoji’s  
• Star ratings  

  
Emoji’s and Star ratings often work better for online or SMS/Text surveys. However, where used the scale should 
be five point and must be clearly labelled to ensure there is no confusion.  
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These response options are valid for all STAR questions, with the exception of the recommended question used 
to calculate Net Promoter Score. This should always use an 11-point numeric response scale (0-10).  
  
More information on question wording and response scales can be found in STAR features and the STAR question 
library.   
    
  
    
  

7. Conducting your STAR perception survey  
  

7.1 Introduction  
  
As long as the requirements for a statistically robust and representative survey are met, STAR perception surveys 
can be conducted by post, telephone, face-to-face or online web-based survey. Where online surveys are used, 
in view of the likelihood that these would not be representative of the wider population, we continue to 
recommend that they should only be used to supplement one of the other three main collection methods, unless 
you are confident that the response is representative.  
  
For comparative purposes, organisations undertaking Housemark STAR benchmarking will be able to filter to 
remove those who have adopted a different permitted method, should they so wish.  
  

7.2 Running telephone and face to face interview surveys  
  
Our advice would be to out-source these interviews, particularly face to face interviews, so that they are 
conducted by a professional external agency. The main reasons for this recommendation are as follows:  
  

• both collection methods are quite complex and should be conducted in line with the Market Research 
Society guidelines which, amongst other requirements, specify that interviewers should be properly 
trained and supervised to Interviewer Quality Control (IQCS) Scheme standards  

  
• it is likely to be more cost-effective to use external agencies than in-house resources, particularly for 

face to face interviews, which may need to be spread over a wide geographical area  
  

• there is a danger that there would be response bias if respondents feel unconfident about telling staff 
their views, whereas an external agency would offer an independent stance.  

  
In-house telephone interviewing is much more suited to continuous monitoring surveys of specific services than 
to a one-off STAR survey.  
  
Question set development  
  
You can apply the same key principles to a telephone or face to face interviews as to a postal or online 
selfcompletion questionnaire. There are some particular principles that should be applied to telephone and face 
to face interviews:  
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• Draft a simple introductory statement, setting out who is calling and on whose behalf, and the 
purpose of the survey. Also indicate in this statement how long the interview might take and reassure 
the respondent that their responses will be kept confidential.  

  
• Try to keep the responses short and reduce questions that involve reading out a long list of attributes 

since it will be hard for the respondent to keep track of all these.  
  

• Where a respondent is unwilling or unable to answer a question, do not offer them a ‘Don’t know’ or 
similar response (unless the question specifically requires you to do so as per the STAR question 
library), but do include this default category in the questionnaire, so that you can enter a response to 
each question and be able to move onto the next question.  

  
Advance letter  
  
We would recommend that all those selected in the sample for the survey are written to before the fieldwork 
starts, especially for a face-to-face survey. This is standard practice in market research and both reduces the 
numbers of queries raised and improves response rates. The advance letter should introduce the survey and 
advise potential respondents that a survey is planned and that they may be selected for interview in the near 
future. Provide contact details in this advance letter so that respondents can opt out of being contacted.  

  
7.3 Running a postal self-completion survey  
  
Designing the questionnaire  
  
You build up your own questionnaire from core, recommended and other questions contained in our library of 
STAR questions. As a minimum, it should include the core satisfaction questions. The core questions cover the 
key measures of satisfaction and are the basis for comparisons. You can add additional questions – by choosing 
from the optional ones in STAR questions or you can devise your own.  
  
For a postal self-completion surveys, we would advise you to keep the following key principles in mind when 
developing your questionnaire:  
  

• Keep the questionnaire as short as possible – we would recommend that your postal questionnaire is 
no longer than four pages of A4  

• Lay the questionnaire out so that it looks professional - Organisations should aim for a consistent 
visual style to maintain a brand identity, in line with house style guidelines if appropriate. Try to avoid 
having a range of different visual styles for surveys that when placed side by side are hard to 
recognise as being from the same organisation.  

• Give clear instructions on how to complete each question, with clear routing for questions that may 
only apply to particular respondents  

• Put the questions in a logical sequence, starting where possible with a question that is easy to 
complete, so respondents are not put off at the beginning  

• Include the closing date of the survey  
  
Make sure each questionnaire has a unique identifier so they can be linked to the respondent’s property details. 
Issues regarding anonymity and confidentiality (see section 5) should be addressed in the covering letter and the 
first page of the questionnaire.  
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Producing the covering letter  
  
The purpose of the covering letter is to:  
  

• inform tenants and residents about the survey  
• motivate them to complete and return the questionnaire  
• give them a contact name and number in order to discuss concerns or queries about the survey  

  
You should consider the following when drafting the covering letter:  
  

• keep it short – no more than one side of A4 (plus a translation statement)  
• state the survey objective – to gather information to inform improvements to services  
• emphasise confidentiality – this will help reduce any fears tenants or residents may have about their 

responses being individually identified. You could explain the differences between confidentially and 
anonymity (see section 5)  

• give a deadline for the questionnaire to be returned  
• include an opt-out clause – the Data Protection Registrar has suggested that good practice includes 

giving tenants and residents an opportunity not to receive follow-up reminders if they do not want to 
take part in the survey  

• translation statement explaining how to obtain translated copies of the questionnaire  
• details of alternative methods of completion that are available to complete the questionnaire, such as 

a link to an online version, phoning a call centre or making an appointment for an interview face-
toface or by telephone  

• large-print – using a photocopier, ‘blow up’ a few copies of the questionnaire to A3 size in case they 
are requested by older people or others with impaired sight  

• signatories – the letter should be signed by a senior manager, board or council member and possibly 
a resident representative using a scanned-in image of the actual signatures  

  
The mail-out  
  
The despatch of the survey is vitally important, because this is the point when contact is made.  
  
These items should go into the envelope:  
  

• the covering letter  
• the STAR questionnaire  
• translation information  
• the reply-paid envelope.  

  
Carefully check that the right covering letter is with the right questionnaire.  
  
‘Booking in’ and monitoring the returns  
  
As completed questionnaires begin to arrive back, they need to be logged as returned with the date. You should 
also record:  
  

• whether the questionnaire was fully or partly completed  
• whether the opt-out clause was used, if you offered it  
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• whether it was returned in response to the original mailing or a follow-up mailing (if this was used)  
• whether it was returned as ‘no longer at this address’  

   
   
A booking-in system can be used to mail-merge follow-up questionnaires to non- respondents. Monitoring 
returns allows the response rate to be calculated at all stages leading up to the final deadline for returns.  
  
This will help you decide when reminders need to be sent out and whether special action needs to be taken to 
encourage a higher response rate in certain areas (booster samples).  
  
Reminders  
  
Sending out at least one reminder to non-respondents is necessary to help increase the survey response rate.  
  
The initial mail-out of the survey can be expected to give a response rate of around 25 per cent. When the 
response rate starts to ‘flatten out’, you should send another letter with an additional copy of the questionnaire 
and reply-paid envelope to the non- respondent. This would typically be about a month after the initial mailing.  
  
As a rule of thumb, you should close your booking-in system around four to six weeks after the initial mailing.   
  

7.4 Running online web-based surveys  
  
More and more organisations are now using online surveys. Typically, organisations use one of a range of popular 
online survey software providers. The surveys are relatively easy to set up and administer.  
  
The easiest way to invite tenants and residents to take part in a perception survey is to send an email or a 
SMS/text message with an embedded link. Most software packages track replies in such a way that you can send 
reminders only to those who have not taken part.  
  
You will still need to consider whether this can be done in-house by team members with sufficient ability in 
handling e-communications and online questionnaires, or whether it would best be done by an external agency.  
  
Successful online surveys can have response rates in excess of 40%, however they can be as low as 5%. They are 
normally a good way to capture the views of younger tenants/residents. Online surveys work best when 
organisations regularly use electronic communication and have a well- maintained and accurate email database.  
  
As with any self-completion survey, the fundamentals, such as a well-designed survey that takes into account 
best practices, will ensure a better response rate.  
  
Online surveys can be run by making the script openly available on a website but bear in mind that anyone could 
access and complete this, making your sample of respondents very hard to verify or manage. It is normally better 
to link the questionnaire script directly to a database that allows only those invited to access and complete a 
questionnaire. This in turn limits the sample to only those for whom you have an email address.  
    
It is possible to host a copy of the questionnaire on your website but make it accessible only by using a secret 
code, each code corresponding to an address in your sample list. These codes can be issued, with the web-link 
address of the questionnaire, in a letter or postcard to your sample list, allowing only the recipient to be able to 
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open and participate in the survey. This overcomes the problem of not having an email address or mobile 
telephone number for a given set of tenants/residents.  
The email invitation needs to be written in the same way as a postal invitation (see above) – i.e. to give a clear 
explanation and to encourage a response – but needs to be brief and look authentic. Email inboxes are subject to 
all manner of junk email and spam, and the email invitation needs to convey rapidly that the survey is a genuine 
exercise meriting the recipients’ attention.  
  
The script itself can share most of the approaches that would be used in a postal survey, but has the benefit, like 
most telephone surveys, that automatic routing can be used to ensure that respondents do not mistakenly skip 
between questions.  
  
An important consideration is that online survey completions made using smartphones/tablets render the screen 
differently to a typical desktop or laptop/computer. You will need to check how the software that you are using 
handles this, and you may find that some question types (e.g. several statements requiring a five-point scale 
answer) need to be split across different screens, one sub-question per screen, to avoid layout problems.  
  
Online questionnaires have the benefit of real-time data capture, and very rapid distribution of reminders, so that 
you can view the up-to-date results throughout the course of fieldwork.  
  
Sending out at least one reminder to non-respondents is necessary to help increase the survey response rate. 
The initial email or SMS/Text message can be expected to give a response rate anywhere between 5 and 25 per 
cent. When the response rate starts to ‘flatten out’, you should send an email or SMS/text message to the non- 
respondents.   
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8. Data processing   
  

8.1 Introduction  
  
Telephone, online and face to face surveys capture the data as the interview is taking place, so data entry is not 
required. If a paper questionnaire is completed by the interviewer, then the information will need to be inputted.  
  
Data inputting is necessary for postal surveys and involves converting the written responses on each of the 
questionnaires into an electronic format – a spreadsheet or database – so that the information can be brought 
together in a coherent manner for checking, analysis and interpretation.   
  
If you do not have the resources in-house to input and check the data, you can contract it out, but make sure 
that your agreement sets high standards for data entry which are compliant with GDPR and the 2018 Data 
Protection Act, and includes verification of the accuracy of the data, and data cleansing.  
  

8.2 Inputting the data (postal surveys)  
  
Begin data inputting as soon as you have some questionnaires – processing them in batches reduces the size of 
the task to manageable proportions and minimises the possibility of the data inputting delaying the project.  
  
If you have contracted-out data entry, you will want to know what quality control mechanisms are in place to 
ensure data has been accurately transferred from questionnaire to computer. This should be apparent from the 
contractor’s tender. One common method is ‘double keying’ – that is, each questionnaire is input twice. If you are 
data inputting in-house, you are unlikely to have the resources to do this. Instead, the project manager should 
periodically take a random sample of questionnaires and check these against the data input.  
  
Once a cut-off point for inputting completed questionnaires has been reached, it is time to carry out the 
computer ‘cleaning’ of the data, to check for inconsistencies, routing errors and other problems. If necessary, then 
look at individual questionnaires that remain anomalous. After this, you are ready to begin the checking and data 
analysis.  
  

8.3 Coding the data  
  
Responses to each question will typically need to be ‘coded’ in order for them to be analysed and interpreted by 
most computer packages. A code is simply a number that corresponds to a particular answer to a question.  
  
Whatever computer package you use; you should set up each question with its own column or field. This column 
or field should be set up with textual labels that describe all the possible coded responses to that particular 
question.  
  
Multiple response questions – for example, questions marked ‘Tick as many boxes as apply’ or ‘tick no more than 
3 boxes’ - should be treated as a number of separate questions, each separate element having its own column or 
field.  
  
For questions with numerical answers, the code should represent the number or group of numbers.  
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8.4 Coding frame (open-ended questions)  
  
You will want to summarise responses to open-ended questions or probing questions as part of the overall 
survey results, and will need a ‘coding frame’.  You should not underestimate the time it takes to carry out this 
work, which will provide valuable understanding as to why respondents scored questions but also insight into 
service improvements.  This is best done after all other data is input and there are some specialist software 
packages will identify commonly occurring words to help with this. Some social landlords are now also carrying 
out sentiment analysis in addition to coding responses.  

  
8.5 Checking and cleaning the data   
  
You may find that there are errors, incomplete answers and inconsistencies in some of your survey responses. 
Postal surveys are often prone to these sort of errors, while it is possible to disallow some using other collection 
methods.  As far as possible, you should correct these before you analyse your data. Types of error include:  
  
‘Missing values’ and ‘not applicable’ – respondents may have inadvertently or deliberately failed to answer some 
questions. Unless there are other questions from which you can derive an answer, these needed to be recorded 
with a ‘missing value code’. The convention is to use the number 99 for this. However, where respondents have 
not answered questions because they have been ‘routed’ around them (that is, the question was not relevant to 
their circumstances) these should be coded differently, as 98 for example. Alternatively, you can leave the 
missing values blank on the data file, and these will simply not be counted in the analysis.  
  
‘Range’ errors – this is when a number is entered that is outside the possible or likely range of answers for the 
question. If you can use other answers to derive the correct response, you may alter the answer. If the response is 
not clear, a missing value code should be entered.  
  
Consistency errors – these are responses inconsistent with other information given in the questionnaire. If you 
can identify the incorrect response, you may alter the answer. In some cases, it may be more difficult to decide 
which information is correct, and missing value codes should be entered.  
  
Mistakes in routing – routing is the process by which respondents are directed to different parts of the 
questionnaire depending on their answers to a particular question. If you can identify the routing mistake amend 
the response so that the relevant information is included; where a respondent has wrongly answered questions 
which they should not have – for example, if a respondent has said that they have not had a repair completed in 
the last 12 months, they should not have answered any of the questions that follow about the key attributes of the 
work done; in this case, simply delete their invalid responses.  
  
If you are manually correcting before data inputting, it is suggested you follow these rules at this stage: only 
change a response when there is a strong likelihood that you can work out the correct answer. If you cannot, you 
must re-code it as an unanswered question (that is, as a ‘missing value’). To do this, you should go through each 
questionnaire by hand correcting any responses with a different coloured pen for the data inputter to follow.  
  

8.6 Checking your initial results  
  
‘Data analysis’ is the process that converts the processed data into information about your tenants and residents 
in the form of tables and charts. The first step in data analysis is to produce a set of basic ‘frequency tables’ 
showing how many respondents gave each answer to each question. These initial basic tables should be used as 
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a further check on the accuracy and completeness of the data, and for their internal consistency. Simple bar 
charts can also be generated to display the responses visually and provide an initial indication of the likely results.  
  

8.7 Checking for representativeness (postal and online surveys)  
  
Postal and online surveys in particular will appeal to particular groups of tenants and residents, so their views can 
be over-represented in the results. To correct for this, these responses can be weighted to make them more 
representative, by cross referencing with stock and insight data. For example, checking by number of bedrooms 
in the property is a good test because all providers should have this information and it is a useful proxy for family 
size. Often responses from one-bed properties can be lower than elsewhere, and satisfaction expressed by 
households without children (typically in one-bed properties) can be different from those with children (typically 
in larger properties).  
  
You may also want to check the sample is representative of the following characteristics which are known to have 
an impact on satisfaction:  
  

• Age bracket of respondent (older tenants tend to be more satisfied, more likely to complete postal 
surveys, and less likely to complete online surveys)  

• Tenure type (in particular leaseholders and shared owners tend to be less satisfied than tenants)  
• Building type (in particular high-rise)  

  
Where bias has been introduced through different response rates for different sub- groups, then either extra 
surveys should be conducted for the under-represented sub- groups (booster samples) or weighting should be 
applied to help correct the bias.  
  
If a particular sub-group of the population was over-sampled, the data will still need to be weighted to ensure 
that responses from this group are not over-represented in the overall results.  
  
Figure 13: Calculating the weighting factor: profile data  
  
For example, if the proportion of three-bedroom houses in your stock is 40 per cent, but the proportion of 
questionnaires returned from three-bedroom houses was only 20 per cent, then:  
  
weight  = percentage of 3-beds in your overall sample frame (40)  divided by  
percentage of 3-beds in returned questionnaires (20)  
  
weight  =  40 / 20   =  weighting factor of 2  
  
Most survey software packages can carry out weighting functions and can produce tables analysing your findings 
using weighted data.  
  

9. Analysis and interpretation  
  

9.1 Specifying the data analysis  
Once any weighting of the data has been carried out it is ready to be analysed. If you have contracted-out data 
analysis you must agree beforehand how much and what type of analysis your contractors will provide.  
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Frequency tables  
  
Frequency tables are an excellent method of illustrating the results for each question in the survey. Because they 
are easy and quick to produce, and contain the basic information needed to assess initial results, they are usually 
produced for all of the questions in the survey. They should contain both simple counts and percentages.  
  
Cross-tabulations  
  
Cross-tabulations (or ‘cross-tabs’) are tables in which the responses are analysed in relation to other information 
about the respondent or property. For example, you may wish to analyse satisfaction with the repairs service by 
resident characteristics or geographical areas.  
  
Cross-tabs can also be used to illustrate relationships between the answers to different questions. Some 
questions can be used with the other tenant/resident and property- based criteria to set up a standard set of 
‘cross-breaks’ against which the responses to particular questions can be cross-tabulated.  
  
When choosing cross-tabulations, you need enough responses to be able to draw conclusions. The sample 
should have been designed to provide adequate numbers of all the main sub-groups of interest. You should be 
cautious about using multiple cross- tabulations that result in very small numbers being analysed – for example 
‘nested’ tabulations of satisfaction by both ethnic group and age. The Market Research Society recommends that 
any cells in table with fewer than 20 responses should not be reported, in case individuals within that particular 
cell could be identified.  
  
You should also make sure that the tables will be accessible and easy to read. You should check that the tables 
make the following clear:  
  

• the wording of the question and the relevant question number;  
• headings for the categories of answer and cross-breaks;  
• who answered each question (for example, if routing has been used);  
• the number and percentage of tenants/residents answering;  
• the number of ‘don’t knows’;  
• the number of missing answers to each question.  

  
Using charts and graphs  
  
Although tables can provide excellent detailed information, they can be difficult for some people to use, leading 
to the risk of key results being overlooked. Charts can complement the information gained from cross-tabs by 
displaying responses visually, allowing the reader to easily observe trends   
  
or differences. Most spreadsheet and research packages provide chart facilities for displaying results.  
  
Statistical calculations  
  
A number of software packages can perform a range of statistical calculations on the data. When it comes to 
satisfaction survey analysis, the most commonly used calculations are:  
  

• Mean averages  
• Medians (the point at which half the answers fall on either side)  
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• Totals and frequencies as raw numbers and percentages.  
  
However, more complex calculations can add significant insight to your results. These include:  
  

• Correlations and key driver analysis (which can help explain what is driving satisfaction levels) • T-
testing  

• Comment-coding of free text responses  
• Sentiment analysis  

  
Where landlords do not have the capacity or expertise to carry out this analysis in-house, it is recommended 
they engage a contractor to help unlock this further insight.  
  

9.2 Calculating sampling error  
  
A good sampling procedure should mean that the number of achieved responses is large enough for statistically 
reliable results, assuming they are broadly representative of your population. However, you should also estimate 
the degree of accuracy of the results (the sampling error, expressed as a range with a confidence level, using 
figure 4 as a guide). This may be particularly important for sub-groups.  
  

9.3 Interpreting the data  
  
Conclusions drawn from the data must be justified and backed-up by the survey results. To keep such 
interpretations valid, you should:  
  

• be aware of the number of responses underlying any particular question. Percentages on their own 
can be misleading, particularly when looking at sub- groups. If you feel you cannot be confident of an 
interpretation, but still want to flag it up, give it a ‘health warning’  

• be aware also of the accuracy of the results; when you have calculated the sampling errors for each 
population group, you may find that the results for some groups (particularly where there is a small 
population) have sampling errors in excess of ± 7% or higher, and you will need to ensure that the 
reader is aware that such results need to be treated with some caution  

• also be aware that differences between sub-groups need to be quite marked if they are to be 
statistically significant  

• be careful to differentiate between factual information (for example, age, ethnicity) and opinions (for 
example, satisfaction levels)  

• look for patterns in the data – for example, do older residents tend to be more satisfied with service 
delivery than younger residents?  

   
• look for lower levels of satisfaction and higher levels of dissatisfaction – it may make gloomier reading, 

but it will help identify and improve problem areas  
• record only the results that the analysis demonstrates. You should avoid assumptions about the 

reasons for responses or personal opinions  
• you should take into account any major or significant changes in service delivery which may have 

affected the responses, but again it is important not to draw conclusions on the basis of this evidence 
alone. You may want to refer to these changes in the introduction, or as part of a policy discussion in 
the report. 
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10. Reporting and acting on results  
  

10.1 Introduction  
  
Having completed the survey, you will want to make full use of the results. The level of reporting will 
vary depending on whether the survey is a one-off survey which has not been undertaken for a number 
of years or a regular survey repeated every quarter.  
  
At the planning stage of the survey you should have already:  
  

• drawn up a strategy for communicating the results and discussing what they mean  
• considered the level or report linked to the frequency of the surveys  
• considered how the results could be benchmarked or compared with other social landlords  
• planned how to link the survey findings to other information that is available to you  

  

10.2 Communicating the findings  
  
The survey report (one-off survey)  
  
You need to identify and put together the key findings in a comprehensive but easily digested report. 
The report is the major product of the survey and will form the basis from which action plans, 
summaries, presentations or articles will be produced.  
  
You will want to involve the executive team in considering drafts of the report, and gain their views on 
whether particular areas or topics of concern should be highlighted.  
  
The report needs to give all the relevant information from the survey and communicate the key findings 
in a concise and easily understood manner. The report should be written in plain English and avoid 
unexplained jargon.  
  
In general, the report contents should include the following:  
  

• An ‘executive summary’: at the beginning of the report, it is useful for those who do not wish to read 
the whole report as well as reinforcing the main conclusions  

• An introduction: the report needs to begin by explaining what STAR is and the objectives of the 
survey  

• The methodology: this should give the practical details of when and how the survey was carried out, 
what measures were put in place to maximise the response rate, how the sample was selected, the 
sample size, the level of response, and a note on the statistical reliability of the survey  
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• A profile of your respondents: this section provides a context for the report with 
summary data of age of respondents, ethnic origin, and other key demographic 
characteristics  

• Survey results displayed using easy-to-read summary tables or charts  
• Recommendations: the report should conclude with recommendations that can be 

developed into an action plan to address any areas of concern.  
  
Optional elements include:  
  

• Cross-tabulations: including sub-group comparisons, demographics and cross-breaks  
  

• Key driver analysis: an ‘importance-performance’ analysis of the relationships among a 
number of factors to identify which services are the most important ones in the eyes of 
tenants and residents  

• Trend analysis: comparing the results of the latest survey with previous surveys to 
evaluate the impact of service changes in the interim period  

• Comparisons: benchmarking is an important exercise in measuring and comparing 
performance with others in order to seek out best practice. The benchmarking services 
available from Housemark are detailed in section 10.  

• Variables analysis: an understanding of any key methodological or contextual variables 
that may have impacted your results, such as resident age, location or tenure type. An 
overview of key variables is made available on the Housemark website.  

• A STAR rating: Available to Housemark members on request, the Housemark STAR rating 
gives you a fair assessment of satisfaction levels taking into account your collection 
method and operating context. See section 11 for more information.  

  
Tracking survey reporting  
  
If tracking surveys are undertaken, you will need to design the reporting to provide at a glance 
summary information and trend information at a level for each audience.   
  
An executive summary style report can be a useful way of communicating the results of frequent 
surveys and can be easily reproduced in board reports and newsletters. Putting the high-level 
findings from the survey into an infographic is a good way of highlighting the survey findings. 
Refreshing the content and design periodically will help to maintain readership.  
  
At the end of the year you should compile the annual survey results and write a more detailed report.  

  
10.3 Sub-contracting the report writing  
  
You are normally best placed to write the report in-house, but an external report writer may have 
more experience of analysing the results and should be able to identify and comment upon whether 
the results follow current trends in data, what contextual and methodological variables may be 
impacting on your results, and whether any particular result falls outside the expected normal range.  
  

  

https://www.housemark.co.uk/media/2526/resident-satisfaction-initial-assessment-of-variables-november-2019.pdf
https://www.housemark.co.uk/media/2526/resident-satisfaction-initial-assessment-of-variables-november-2019.pdf
https://www.housemark.co.uk/media/2526/resident-satisfaction-initial-assessment-of-variables-november-2019.pdf
https://www.housemark.co.uk/media/2526/resident-satisfaction-initial-assessment-of-variables-november-2019.pdf
https://www.housemark.co.uk/media/2526/resident-satisfaction-initial-assessment-of-variables-november-2019.pdf
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If a contractor is appointed it is important to ensure they have some understanding of social 
landlords, as well as some experience in writing reports on satisfaction surveys. The contractor will 
need a full brief of your requirements, including:  
  

• the purpose of the survey, and issues of particular interest to the landlord  
• the intended audience  
• a detailed plan for the contents and expected length of the report  
• the need for plain English that can be easily read and understood by a wide audience  
• a timescale to carry out the report  
• responsibility for the format and numbers of printed copies to be produced  

   
  

10.4 Reporting the results  
  
Once the survey report has been completed it should be distributed and disseminated to all those 
with an interest including:  
  

• tenants and residents and their representative organisations  
• management boards or committees/elected councillors and service committees  
• staff  
• scrutiny panels  
• members of a benchmarking group  
• other local social landlords  
• the local community  
• local and specialist press  

  
As the list above illustrates, the audiences will vary greatly and be dependent on the frequency of 
your perception surveys. You should carefully consider the most appropriate means of presenting 
the results from STAR to particular audiences. Some ideas are:  
  

• articles or features in newsletters  
• details covered in the organisation’s annual report  
• presentations or reports made available at tenant and resident meetings or conferences  
• interactive workshop(s) with key stakeholders – these can be particularly effective in 

disseminating the survey results to all key stakeholders, using a PowerPoint presentation 
of the key results followed by working groups of stakeholders to discuss these and to 
identify their key priorities for action; these priorities can then be combined into a draft 
action plan for the organisation  

• results presented at staff conferences or training days  
• use of exhibitions and road shows  
• news releases to local press or radio and specialist press  
• information or the executive summary made available on your website  

  
Where your survey has discovered weak areas, do not conceal them, but explain the measures you 
are taking to improve things. This should be backed up with a strategy for monitoring and reporting 
back on service improvements.  
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Housemark research found that tenants and residents who had seen landlord survey results were 
more likely to be satisfied and believe that their feedback is being acted upon.  
  

10.5 Acting on the findings  
  
You should always develop an action plan based on the survey findings, for tracking surveys this 
might be done at the end of the year when an annual review might take place. Apart from anything 
else, it acts as a prompt to ensure you translate the resources you have put into STAR into tangible 
service improvements. The full report is a good base from which to start action planning.  
  
Some key points to consider are:  
  

• dissatisfaction common to all groups of tenants and residents  
• high levels of dissatisfaction particular to certain types of tenants and residents  
• areas of dissatisfaction that are surprising  
• lessons to be learned from areas where satisfaction is high  
• what is realistic for your organisation to change and where you need to co-operate with 

other agencies  
• the likely timescale to carry out any action needed with any delays explained  
• who will be carrying out any action  
• a link with your organisation’s wider approach to managing performance  

  
It is important to remember that your STAR survey will help you to identify key patterns of 
satisfaction and expectations amongst your tenants and residents, but you should then ensure that 
these patterns are verified, for example, either by more detailed analysis of the survey results or by 
holding focus groups to discuss the findings in more detail and to understand what they mean.  
  
Your executive team/senior management and board or service committee members will be the key 
people who make the decisions involving resources and, ultimately, which actions are carried 
forward. Tenants and residents also need to be involved in setting priorities for action, and in 
implementing them.  
  
Involving tenants and residents  
  
Below are some suggestions for involving tenants and residents:  
  

• Arrange meetings or workshop sessions to discuss the findings. Focus groups can be 
useful here. The findings can be used as a starting point for discussion and developing 
explanations for particular results.  

• Present the key findings at a conference and gain further feedback. This can also be used 
as a forum to show tenants and residents that their views are being taken on board and 
that action will follow as a result of this.  

• Ask tenant and resident groups to come up with suggestions for service improvement in 
response to the survey results. These suggestions could then feed back into the 
organisation’s performance plans.  

  
When discussing solutions for action with tenants and residents, you should make sure they are 
aware of the budgetary, practical and regulatory constraints facing the organisation.  

http://files-eu.clickdimensions.com/housemarkcouk-ahddg/files/residentsurveyresults1.pdf?1572364464675
http://files-eu.clickdimensions.com/housemarkcouk-ahddg/files/residentsurveyresults1.pdf?1572364464675
http://files-eu.clickdimensions.com/housemarkcouk-ahddg/files/residentsurveyresults1.pdf?1572364464675
http://files-eu.clickdimensions.com/housemarkcouk-ahddg/files/residentsurveyresults1.pdf?1572364464675
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For more information on involving tenants and residents, see the joint Housemark/TPAS publication 
available on the Housemark website from Summer 2020.  
  
Involving staff  
  
Interactive workshops, team meetings, staff away days/conferences and cross- 
organisation/departmental staff working groups can all be useful in helping to formulate performance 
and action plans.  
  
Whatever the approach taken, it is important that your organisation addresses the issues together 
and takes collective responsibility for the service improvements required.  
  
Ensuring that action is implemented  
  
An example of an action plan is given in Figure 12 for guidance.  
  
Figure 14: Example of an action plan  
  
This plan responds to problems experienced in the neighbourhood, identified in recommended STAR 
question PR7.  
  

Areas identified  Possible action to take  Officers or agencies 
involved  

Indicators of success  

Noise from traffic  Liaison with other 
agencies to investigate 
traffic calming measures.  
Input into design brief.  

Development department. 
Local authority highways 
and planning depts. 
Tenant and resident 
associations. Police.  

Fewer complaints (by 
X%). Improved 
satisfaction (by X%).  

Rubbish or litter  Liaison with various local 
authorities to identify 
and monitor clearing 
schedules for each area.  

Housing management. Local 
authority waste 
management. Tenant and 
resident associations.  

Fewer complaints (by 
X%). Improved 
satisfaction (by X%).  
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Noisy  
neighbours  
(particularly in xyz 
areas)  

Develop policies and 
procedures to deal with 
nuisance disputes, 
including multi-agency 
working. Stricter 
enforcement of tenancy 
agreement. More time 
spent at tenancy sign-up 
on explaining penalties if 
a nuisance is caused.  

Housing management. Local 
authority environmental 
health department. Police. 
Mediation services. Tenant 
and resident associations.  

Fewer nuisance 
complaints (by X%)  

  

10.6 Comparing the results  
  
To give added depth and context to the results, you need to compare the results from STAR with 
other similar surveys. One form of comparison you can make using STAR is to repeat the survey and 
compare with previous STAR surveys.  
  
Most organisations compare their results with those of other landlords. You may want to do this 
within a particular geographic area, or across a similar set of landlords, or with recognised market 
leaders. Housemark provides services to enable you to do this (see section 11).  

  
11. STAR and Housemark benchmarking services  

  
11.1 STAR benchmarking  
  
Housemark members can benchmark their STAR results with over 300 social landlords UK-wide. 
There is no additional charge for this service which is included within the standard membership 
package.  
  
Using the Housemark online reporting solution, landlords can compare their STAR results alongside 
other performance data and resourcing measures to gain a holistic view of the service they provide.  
  
Housemark members will be able to benchmark all of the core and recommended questions for each 
of the following tenure types:  
  

• General needs rented  
• Housing for older people  
• Supported housing  
• Leaseholder  
• Shared ownership  
• Market rented  
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Data entry for the new measures will open in June 2020, with the first full annual results available at 
the end of March 2021.  
  
Our online reporting solution provides the following features to aid your analysis:  
  

• A configurable STAR dashboard  
• Editable and downloadable reports  
• Full datasets available for download, which include contextual information such as 

sample size and collection method  
• The ability to filter peer groups by a wide range of contextual measures, including but not 

limited to landlord size, location and type.  
• The ability to compare figures just for the year in question, or to include data up to three 

years old.  
  
Data entry for the legacy STAR measures will remain open for one year, running in parallel with the 
new measures, before closing at the end of March 2021.  
  

11.2 STAR rating  
  
Starting in Spring 2021, Housemark will also provide members with a STAR rating on request.  
  
The STAR rating system is designed to give a fair assessment of the services you provide in a visually 
appealing and easily understandable format. The rating takes into account all the major variables that 
can affect satisfaction levels within a STAR compliant survey. These include but are not limited to the 
following variables:  
  

• Collection method – online surveys in particular carry a negative survey bias of around  
10% so the STAR rating system will weight for this accordingly  

• Tenant age – older residents are generally more satisfied.  
• Tenure type – leaseholders and shared owners are generally less satisfied  
• Location – Londoners in particular are less satisfied but there is also evidence of a 

negative survey bias in built-up / urban areas.  
  
The STAR rating system also puts clear blue water between transactional and perception surveys.  
  
STAR ratings are available for each of the five core questions, and Housemark members requesting a 
STAR rating will be provided with Housemark branded and approved collateral for their website and 
annual reports, alongside a detailed explanation of how their STAR rating has been calculated.  
  

11.3 Further guidance  
  
More information on STAR and the benchmarking services provided by Housemark can be found at 
our website.   
  
Housemark also provides a data helpline to assist you with all your comparison needs. Telephone 
024 7647 2707 or email data@Housemark.co.uk  


