
Customer Loyalty Research
Using the NPS Score

There is a lot of buzz about the Net Promoter and its ability to effectively measure 
customer loyalty and help organizations achieve bottom-line benefits. At 
WestGroup, we believe the power of NPS philosophy lies in “closing the loop” 
with dissatisfied customers and allowing everyone in the organization to focus on 
a standard measure of customer loyalty. From the CEO down, every employee 
has the same approach- “What can I do so this customer will recommend our 
company?”

NPS is just one tool in the Customer Experience Management (CEM) “tool box”, 
and we believe that understanding the key drivers of the NPS score is more 
important that the actual score itself. While raw scores have obvious inherent 
value, it is nearly impossible to improve scores if one does not fully understand 
the factors driving those results. Consequently, in WGR studies the NPS loyalty 
question is always asked as part of a broader customer satisfaction/experience 
battery of questions.

Once the key drivers of the NPS measure are identified, it is equally important for 
an organization to take deliberate and measurable steps to improve those key 
drivers. An improved NPS score cannot be expected it specific efforts are not 
undertaken to “move the levers” that drive the score. 

The WGR approach is to include a qualitative element in the design of the 
customer loyalty questionnaire. This process allows us to objectively review the 
customer experience, identify the issues most likely to affect the score, then 
design the appropriate loyalty measurement methodology. A critical step in the 
process is continuous monitoring of the customer comments, and acting on 
those comments when appropriate. This is known as "closing the loop" and can 
have a powerful impact on the customer loyalty and improve scores.

It is also critical for an organization to know and understand who is rating its 
services. How much interaction does the organization have with the customer? 
Are customers vested in the relationship with the organization and the 
products/services provided? It is often necessary to analyze the customer 
database to determine if the right people are being asked the right questions.

Finally, all employees must be committed to the CEM process and the 
organization's efforts to improve customer loyalty. Including an employee 
component in a CEM process is highly recommended, because employee NPS 
scores are often highly correlated with customer NPS scores. To help keep 
employees at all levels engaged and interested, WGR often recommends using 
an online reporting tool or “dashboard” that highlights key scores and customer 
comments.

Not all NPS programs are created equal. WGR has an impressive record with 
organizations across the country and around the world. Out team of research 
professionals truly understands how to conduct an effective and meaningful 
Customer Loyalty project. When our clients follow the approach outlined above, 
we believe they receive the maximum value for their research dollar.

Please contact Peter Apostol or Kathy DeBoer for more information.
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How likely are you to recommend 
WestGroup Research to a colleague?

The Net Promoter figure is calculated 
by subtracting the percentage of  
people who say they are unlikely (0-6) 
to make a recommendation from the 
percentage of  people who say they are 
extremely likely (9 or 10) to do so.
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