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Our approach

• Based on in-depth analysis of our client’s internal
structure, we identified the optimal level of
granularity to balance detail versus cost.
• Our sample sources included industry databases
and the client’s customer lists. We selected a sample
size and mix that portrayed an accurate picture of
the market, based on the client’s market penetration,
but also assured enough observations per segment.

• We aligned with our client’s growth initiatives as well
as its strategic goals and needs in order to select the
most relevant competitors.
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Our approach

Our consultants conducted 1000+ interviews. Based on
the data obtained, we estimated our client’s NPS
performance, compared to the competition. The

analysis was provided for the overall B2B segment as
well as each individual sub-segment.

To explore the benefit of having more promoters, the
survey included a question on customers’ spending
behavior. Based on the generated data, we used
statistical regression analysis to explore the connection
between the NPS and SoW levels in a competitive
context. Our research clearly showed that promoters
spend a larger part of their budget with the companies
they promote, leading to more revenue over time.
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Our approach

Based on a predefined list, respondents evaluated each product experience driver per brand. A competitive
benchmark of the results allowed us to uncover the client’s competitive strengths and weaknesses. Our analysis
showed that even if a certain driver was rated low, it was not necessarily a competitive weakness.

Our approach

Statistical regression analyses were used to evaluate the drivers’ importance based on their impact on NPS next to
comparing our client’s competitive performance. Having access to this information allowed our client to focus on
the drivers that really matter.
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Our approach

Open-ended questions gave customers a chance to spontaneously mention reasons why they would recommend
a certain brand. These top-of-mind drivers generated additional insights for important improvements, which
predetermined lists could have otherwise missed.
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Applications

The developed and executed survey provided detailed figures on our client’s competitive NPS position and drivers across all
B2B segments. Statistical analysis further investigated the relationship between NPS and SoW.
The conducted competitive NPS survey had the following applications for our stakeholder:

The survey was designed to align with the client’s previous initiatives and
strategic direction. Contacts and strategic competitors were selected to
yield significance of results.

Benchmarking performance against the competitors
identified key improvement areas depending on industry level
position.

The SoW analysis allowed our client to estimate the
spending patterns and gains of promoters versus detractors.

