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Agenda

1. Executive Summary 
2. Methodology
3. What does the Data tell us?
4. Additional insights through Text Analytics 
5. Recommendations
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Problem Statement

“Why do NPS score vary so much quarterly? 

Why are NPS scores so low ? 

How does Sage Intacct ensure to improve NPS 
score going forward?”
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The response rate is too low - no  information for 85% of customer

No consistent respondents, there are new respondents every quarter

There are valuable insights from the comments

Executive Summary
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Methodology
Data description:

- NPS survey result in Excel: FY15 to FY18, 15 quarters
- Sample NPS survey questions: by role and a complete version of all questions
- Others: Root Cause, Customer for Life Program

Hypothesis

- Disconnection in customer journey - onboarding vs adoption and ongoing support
- Different individuals answering the survey - frequency and user level 
- Scores jump because same individuals change their mind

What we did

- Cleaned the data
- Looked at percentage of detractor/passive/promoter from various aspects
- Looked for patterns in non respondents vs respondents 
- Text analysis
- Best practices for NPS surveys 5



What does the data 
tell us?
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Low response rate

Only 15% of the people who were surveyed responded.
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Inconsistency of responses

Only 18% of people surveyed responded multiple times.
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Insights from one-time-respondents

Observed different patterns between Day-to-day and Decision-Maker:

- Day-to-day: More Detractor and Passive users than Promoter

- Decision Maker: Fewer Detractor, similar percentage of Passive and Promoter
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Insights from more-than-1-time respondents

Looked at each individuals’ NPS score and their comments over time

How we picked the respondents:

- Responded for more than 1 time
- Responded recently (FY17-FY18)
- Had their NPS increased/unchanged/decreased

Hypothesis:

- NPS scores would improve if customers were followed up
- NPS scores were affected by the change of Account Manager
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Findings

- Different patterns in the NPS of individuals.
- Could not conclude that the change of Account Manager was the main reason for NPS 

decrease
- Hard to conclude that NPS decreased/increased because of a specific reason 11



Insights from non-respondents 

Analyzed survey questionnaire 

Looked at Non-respondents by Segments:

- Emerging Segment slightly more responsive - 12%
- Generally, across all segments non response rate - 90%
- High Touch = More likely to respond ----> not supported by data (See appendix) 
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Additional insights
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Text explorer - All respondent

Product and functionality related words appeared 2-3 times more than Customer Service or Support
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Detractors

Similarly, Product and functionality related words appeared 2-3 times more than 
Customer Service or Support
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Some comments



Promoter
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Some comments



Word Cloud - Day to Day vs. Decision Makers

Day to Day
Decision Makers
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What might this mean? 

- Product and functionality: Main issues for detractors 
- Customer support and service - NOT a critical issue

 Focus on analyzing product related comments for improvement

- Decision Makers are more concerned about support and service than Day to Day 

 Follow up with all Decision Makers and find out their reasons

- Are some customers the right fit?

Still, need more responses to conclude anything.
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Recommendations

21



1. Increase response rate

- Keep the survey short and simple

- 2-5 questions

- Best practices: Enterprise Rent-A-Car

- Consider offering incentives

- Consider building the feedback system into the product: Best practices - Concur

- Close the loop: sending follow-up email after the NPS survey

- Thank-you note

- Acknowledgement of their score

- Offer them something free – a discount, video or other download
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2. Examine the comments

Systematically examine the survey comments

- Follow up and fix the issues they have

- Let them know and turn them into promoters 

- Engage in competitive intelligence 

- Analyze to see what type of customers are really the right fit
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3. CSM vs. Account Manager

Consider separating CSM and Account Manager role.

Potential values of having CSM includes:

- Increasing response rate: customers are more likely to respond to CSM
- CSM = close relationships and receive real-time feedback
- AM = transactional relationship (upselling, renewals) 
- CSM is a more analytical role - better understanding of data related to customer loyalty
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Thank you for your attention 

Q&A
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Appendix
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The importance of follow -up email
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Article: How Customer Service Can Turn Angry Customers into Loyal Ones

https://hbr.org/2018/01/how-customer-service-can-turn-angry-customers-into-loyal-ones


Other resources

HBR Article: The One Number You Need to Grow

HBR Article: Closing the Customer Feedback Loop

Article: The Five Differences Between An Account Manager and a Customer Success 
Manager

Free Webinar by Gainsight: How to Calculate Net Promoter Score to Get Deeper 
Customer Insights at Scale
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https://hbr.org/2003/12/the-one-number-you-need-to-grow
https://hbr.org/2009/12/closing-the-customer-feedback-loop
http://blog.trustpilot.com/blog/the-five-differences-between-an-account-manager-and-a-customer-success-manager
https://www.gainsight.com/event/how-to-calculate-net-promoter-score/
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More -than -1-time respondent by sentiment
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Non-respondent by Segment
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