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To help drive growth, GE Corporate Lending has one overarching goal: to transform 
all its customers into advocates. Research shows that extremely satis�ed clients are 
more likely to remain with a company and attract new customers through enthusiastic 
word of mouth. While the process for measuring, improving and leveraging client 
satisfaction can seem overwhelming at �rst, GE starts by asking clients a very simple 
question: �Would you recommend us?�

likely is it that you would recommend this company to a friend 
or colleague?� 

Customers who rated a company high on the �likely� scale 
purchased more products and services and were more likely 
to recommend the company. Indeed, a key concept of NPS is 
that customers think enough of a company to put their own 
reputation on the line by recommending it to friends, family, 
business associates and others.

A commonly asked question is why those who give the 
company a seven or eight rating�which seems like a good 
score�aren�t considered promoters. The difference, say 
NPS practitioners, is that while those people may return as 
customers, they won�t be talking up the company to their 
peers, thereby driving new business and growth. 

Simplicity and Speci�city
One of the main bene�ts of NPS is that it offers busy managers 
a clear, easily understood metric that�s actionable. The charge 
to managers is simple�increase your promoters and reduce 
your detractors. More important than the score itself is the 

This question is the cornerstone of a customer loyalty 
measuring system called �Net Promoter Score� or NPS. To 
determine its NPS, a company surveys clients using a zero-to 
ten-point scale, with ten being the highest rating. Respondents 
are divided into three categories: �promoters,� �passives� 
and �detractors.� Those who rate the company a nine or ten 
are considered promoters; seven and eight are �passives� 
and six and below are �detractors.� The NPS is determined 
by subtracting the percent of detractors from the percent of 
promoters, with �fty and above considered good scores.

The �Loyalty Effect�
The goal of NPS is to capitalize on what is known as the �loyalty 
effect.� Companies with the highest customer loyalty typically 
increase revenues at more than twice the rate of competitors, 
according to research from Fred Reichheld of Bain & Co., who 
helped develop and popularize NPS. 

Before the advent of NPS, however, companies didn�t have an 
effective way to measure loyalty and therefore weren�t able to 
manage or optimize that af�nity. NPS research found that the 
ultimate question for determining customer loyalty is: �How 

Effectively Measuring and 
Leveraging Customer Loyalty.

GE Corporate Lending  �  800-326-6342  �  www.gelending.com

GE Corporate Lending




