
For rapid assessment and real-time adjustment, many companies utilize the Net Promoter Score. 
Created by long-time Bain & Company consultant Fred Reichheld this system is now utilized by a 

majority of Fortune 1000 companies



The Net Promoter Score is based on a simple and intuitive score –utilizing one question. The Net 
Promoter Score, or NPS, provides a bottom line metric-- like Net Profit or Net Worth—that can 

become a focal point for organizational learning and improvement





NPS is calculated based upon a sample of customers’ responses to the following question: How 
likely are you to recommend [company X; or product Y] to a friend or colleague? Respondents 

answer on a scale of 0-10, with 0 meaning “not at all likely,” and 10 “extremely likely”



Promoters: promote company’s success
Passives: not assets or liabilities to the firm
Detractors: likely to steer friends and colleagues away from your company or product



This labeling might help more clearly segment customers into promoters, passives, 
and detractors and clear any confusion on what each number means





NPS between Mac and PC from a population of customers who are 
college students



Other metrics are if you’re NPS is above your competitor’s score and 
growing, as well as +10% your leading competitor 



It is important to ask the above follow-up question to gain insight into 
WHY customers are giving it the ratings that they do



With this data, we can see the aspects that ‘win’ with customers and aspects that 
turn them off. This type of data can help in providing direction in how to change a 

product or service to make it more attractive to customers.



In order to draw proper conclusions from your net promoter score analysis, it is critical to ensure 
that you have a representative sample of customers. Be sure that you don’t make conclusions for 

customers throughout the United States if your sample only includes individuals from Florida



Sometimes you may want to see how a company’s net promoter score differs among different 
customer segments. Apple may want to know how its NPS differs between college students, 

business executives, and stay-at-home moms. As a result, Apple would need to compile separate 
results for each of these different customer segments



Collecting NPS data over time can provide insight into important trends. We can compare the 
scores for the Mac versus PC over a period of quarters or years. If Apple sees the gap between 

themselves and PC diminish over time, they can examine the reasons for the change



No matter how good your strategy is in theory, the real test is how well it is 
executed—and it is here that NPS can be a particularly useful tool



With a common framework, language and philosophy, all levels of the organization can remain 
focused on one objective: strive to enrich the lives of customers. This not only inspires team 

members to give their best, it provides a metric to help the company know if it is meeting its goal 
to delight customers—which is a formula for profitable growth


