
 
 
OPPORTUNITIES FOR OFFICE OF HUMAN CAPITAL 
OUR PERCEPTIONS OF WHAT OUR CUSTOMERS WANT AND NEED 
 
Q: What can we really be the best at or provide that is world class for our customers?  
Q: What is most important for us to step up and do for our customers? 
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Focus Group 1 

Reference 1 - 0.38% Coverage 

Perception - I think the agency did not have the right perception on the kind of work that comes out of this 
office and how it can be delivered and how it was delivered. 

Reference 2 - 0.52% Coverage 

I think the perception has changed, but the work hasn’t changed with always been the nucleus of the agency 
and I think the agency is now recognizing that human capital is your nucleus for everything to happen. 

Reference 3 - 0.52% Coverage 

Our experience in customer service. So it’s somewhat one and the same so customer experiences -- 
understanding their journey and how they process the information and how their requests are facilitated. 

Reference 4 - 0.85% Coverage 

So it’s similar to user experience. Right? So you understand there’s different segments of the information and 
how it’s delivered and received based on different organizational units and their needs. So, you know journey 
mapping these customer experiences puts us in a better position to be better customer service representatives. 

Reference 5 - 0.76% Coverage 

They had a great experience and it’s something that they would say, you know. Once they walk away. They 
said go tell other people, you know, those people in HR really go out of their way. They service me like they 
would service their family. So, you know, just the experience for the customers themselves. 

Reference 6 - 1.11% Coverage 

what our customers need is for us to be best at listening to them. It goes along with what the rest have said so 
far to provide that customer service. You have to be listening to hear what’s out there to hear what’s really 
going on to dig deeper than what’s showing on the surface to get that out so really listening and then putting 
action towards what we actually heard that what they said on the surface, but what’s really below what 
they’re saying? 

Reference 7 - 0.80% Coverage 

I think we’re taking more of a strategic approach in the way that we do a lot of the work. It’s not that simple 
operational stuff that we do anymore. And it’s a good benefit that gets some of that work off of our shoulders 
to be able to step in and start making some of those radical changes that need to be made across the agency. 

Reference 8 - 0.81% Coverage 

We have the ability as human capital to really be as kind of the nucleus and be those people to make those 
changes where we helped with a lot of those policies. We know the background we know that information 
and so we can go into organizations. We could see the issue see what’s going on in strategically come up 
with solutions. 
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Focus Group 2 

Reference 1 - 0.98% Coverage 

Modeling collaborative behavior. Thinking about things differently. 

Reference 2 - 0.47% Coverage 

Look at ways we can improve agency. 

Reference 3 - 1.61% Coverage 

Archivist puts out challenge and role of business partners is to look at tool box and see what we need to 
address the issue 

Reference 4 - 1.74% Coverage 

What can we do as NARA- how to create a solution that will fit our agency. Requires business partner to 
think about it differently. 

Reference 5 - 1.32% Coverage 

Workplace flexibilities are also important to create diversity/neurodiversity in workplace. 

Reference 6 - 0.77% Coverage 

Performance management transparency and no surprises. 

Reference 7 - 1.50% Coverage 

As we move forward, transparency is important because that reinforces trust and collaboration/innovation. 


