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September 28, 2016 

 

Consumer Financial Protection Bureau 

Attention: PRA Office 

1700 G Street, NW 

Washington, DC 20552 

 

Re: Notice and Request for Comment – Consumer Response Company Response Survey (OMB 

Control Number: 3170-00NEW, Docket No. CFPB-2016-0041) 
 

To Whom It May Concern: 

 

The American Financial Services Association (“AFSA”)1 welcomes the opportunity to comment on the Consumer 

Financial Protection Bureau’s (“CFPB” or “Bureau”) information collection titled, “Consumer Response 

Company Response Survey.” 

 

The CFPB invites comments on replacing its current complaint process dispute function with a two-part consumer 

feedback process (the “Company Response Survey” or “Survey”). The consumer would have the ability to rate 

the company’s handling of his or her complaint on a one to five scale of satisfaction and provide a description in 

support of the rating. The results of this feedback would be shared with the company to inform its complaint 

handling.  

 

Outlined below are AFSA’s comments to some of the questions posed by the Bureau regarding this initiative.  

 

A. Whether the collection of information is necessary for the proper performance of the functions of 

the CFPB, including whether the information will have practical utility 

 

AFSA does not believe that the collection of information is necessary for the proper functions of the Bureau nor 

that the information will have practical utility.  

 

The Survey form asks the consumer for feedback about the company’s response to the consumer’s complaint. A 

consumer’s opinion about the company’s response to his or her complaint would not yield information that would 

be helpful to the public or other consumers, as it cannot have objective or quantifiable meaning.  

 

A dissatisfied consumer’s low grading (a complaining customer would rarely grade complaint handling highly 

even if the company did no wrong) does not mean that the company failed to perform its due diligence when 

handling the complaint. Rather, it would only mean that that particular consumer was still unhappy even if the 

company conducted a reasonable investigation of the complaint and made an appropriate determination based on 

the outcome of the investigation. Just because the end result of the complaint is not what the customer desired, 

does not mean that company’s complaint handling process is flawed, or that the company is worthy of receiving 

a low rating on how it handled the consumer complaint.  

                                                      
1 Founded in 1916, the American Financial Services Association (“AFSA”) is the national trade association for the consumer credit 

industry, protecting access to credit and consumer choice. AFSA members provide consumers with many kinds of credit, including 

traditional installment loans, mortgages, direct and indirect vehicle financing, payment cards, and retail sales finance. 

http://www.afsaonline.org/
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In addition, the CFPB’s Consumer Complaint Database (“Database”) is not the right platform to house positive 

feedback about an institution because the Database was not designed to include positive or complimentary 

information about a company and the information could be easily misconstrued and erroneously counted as a 

complaint.  

 

AFSA supports the notion of sharing positive information about a financial institution as it could offset or mitigate 

negative information filed in a complaint against the financial institution. However, if the Bureau were to collect 

and publicly share consumer compliments, it should consider other means than the Survey to collect the 

information, and it should rename its Consumer Complaint Database to something that would encompass both 

positive and negative information, such as “Consumer Finance Database.” Here, consumers would be provided 

with the opportunity to search for a company and see both positive and negative information in one place in order 

to get the best overall idea of an institution.  

 

B. Ways to enhance the quality, utility, and clarity of the information to be collected 

 

In the event that the Bureau decides to proceed with the two-part consumer feedback process, AFSA suggests 

making the following changes to the Survey: 

 

1) Eliminate the star rating system. This star rating system is subjective and without meaningful comparison data 

that would inevitably lead to consumer confusion. A star rating system can lead to the anomalous result of a 

consumer providing a company with a low one-star rating, when the consumer really meant to give the 

company a high five-star rating. In addition, the Survey does not provide specific guidance on each of the 

stars that can be awarded to the company (e.g., one star means the company’s response failed to address any 

of my complaints; five stars means the company did an excellent job and I am now fully satisfied). It merely 

states that “5 stars is the highest rating.” Furthermore, the CFPB does not propose to vet the responses, so as 

noted, even if the company handled the complaint in the most responsive, reasonable and diligent manner 

possible, a disgruntled complainant could—unfairly—still grade the company poorly. 

 

A consumer’s subjective response has no meaning compared to other consumers’ subjective responses. 

Having no common means of evaluating the various responses to make a meaningful and objective 

comparison means that the various ratings have no identifiable similarity. Yet, by virtue of the CFPB’s 

imprimatur, the results of the ratings could appear to have meaning. Thus, such a grading system is fraught 

with problems with no reasonably objective benefit to the CFPB or to consumers.  

 

2) In the “how much do you agree with the following statements” section of the Survey, it is duplicative and 

confusing to include both a “neither agree nor disagree” option and a “don’t know N/A” option.  

 

In this same section, revise the “agree/disagree” question as follows:  

 

 The company gave me the relief / solution requested.  

  I understood the company’s response to my complaint. 

 The company did what it said it would do in its response to my complaint.  

 

3) Eliminate the comment section of the Survey. AFSA opposes the inclusion of another consumer narrative to 

the CFPB’s complaint process, as it adds no value, and simply provides customers who disagree with the 
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company’s response with an additional platform to be critical of the company. It is unhelpful for consumers 

to read those narratives that may be unfair, factually misleading or false.  

 

4) Add the following two questions to the Survey: 

 

Question A. Did you give the company an opportunity to resolve your problem before filing the complaint 

with the CFPB?  

Choice Answers: Yes or No 

 

Question B. Have you responded to the company's communications attempting to reach you? 

Choice Answers: Yes or No 

 

Conclusion 

 

AFSA does not support the idea of a consumer survey, or including complimentary information about a financial 

institution in a complaint database.  

 

However, AFSA strongly supports the notion that an institution registered with the Bureau’s complaint portal 

should be kept informed about the complaints filed against it, particularly if the consumer takes any additional 

steps with regards to the complaint, such as disputing the company’s response. Therefore, instead of replacing 

the dispute function with a two-part process, the Bureau should simply ask the consumer whether it disputes the 

resolution, and if so, inform the company.  

 

In addition, the CFPB should rename the Consumer Complaint Database if it chooses to portray consumers’ 

complimentary information about financial institutions. The Bureau should continue exploring ways in which it 

can collect complimentary information from consumers, how to portray it, and continue engaging with the 

industry as it continues making changes to its consumer complaint process.  

 

We look forward to hearing from you regarding the questions and concerns outlined above. Thank you in advance 

for your consideration. If you have any questions, please do not hesitate to contact us by phone at 202-466-8616 

or e-mail at bhimpler@afsamail.org.  

 

Sincerely, 

 

 

 

Bill Himpler 

Executive Vice President 

American Financial Services Association 

mailto:bhimpler@afsamail.org

