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Satisfaction & intention to purchase
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Customer satisfaction

(‘Strongly disagree’ to ‘Strongly agree’; 5pt, 7pt or 10 pt)

Overall, I am satisfied with Sky.

Intention to purchase

(‘Strongly disagree’ to ‘Strongly agree’)

I am thinking of buying Sky next time.

Purchase probability (Juster scale)

How likely are you to buy Sky next time?

10 – Certain, practically certain (99 in 100)

9 – Almost sure (9 in 10)

8 – Very probably (8 in 10)

7 – Probable (7 in 10)

6 – Good possibility (6 in 10)

5 – Fairly good possibility (5 in 10)

4 – Fair possibility (4 in 10)

3 – Some possibility (3 in 10)

2 – Slight possibility (2 in 10)

1 – Very slight possibility (1 in 10)

0 – No chance, almost no chance (1 in 100)



Intention to recommend

Popular measure: Net Promoter Score (NPS)
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Customer effort score

Customer effort score

How much effort did you personally

have to put forth to handle your request?

1 = very low effort; 5= very high effort

Source: Dixon, Freeman & Toman (2010), “Stop trying to delight your 

customers,” Harvard Business Review



Beyond the survey:

tracking the customer journey

Experience 

quality
Value-in-

use
Retention

Share of 

wallet

Advocacy

Customer Profitability

6

Overall

satisfaction

(Macdonald and Wilson 2014)



7

“People all over the world form irrational 

attachments to different products. Humans 

like to take sides ……By most “tangible”

measures, BMW cars ……. are not 

significantly better than rivals but customers 

will pay more for them…..”

Source:  The Economist

Why do people buy what 

they buy?

What factors influence an 

individual’s behaviour?

Do you agree or disagree?



Social Media Tracking

 “Buzz mining”

Capture Tweets
• Use of #Hashtags or text 

search

Analyze Content
• Build study specific 
‘dictionaries’

Identify Key 
Themes

• E.g. usage, purchase, 
experience

Monitor Tweets 
and key metrics 

over time

• E.g. sales, 
retention
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Social media: Value-in-use

Excitement of new and rare foods

Value for money

For reasons of self-esteem and social recognition

Ease of access

Shopping experience

Fulfil ethical, altruistic or patriotic motives

For a ‘treat’ or for delicious, ready-made food

“I like your style Waitrose – “essential” choco pops indeed. #nomnom”

“Would just like to say that the Waitrose Formby staff are so pleasant. Shopping 

in Waitrose is never a chore, it’s a pleasure”



Social media: Supermarkets



Social media: Value-in-use
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An immersive technique.

“Walk in our customers’ shoes”

Ethnography



Real time experience tracking
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Mobile phone tracking

• Data captured via 4 character text message:
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Source: Macdonald, Wilson & Konus (2012), Harvard Business Review 16

What touchpoints are influential?  
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Why do people buy what 

they buy?
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large numbers
confirmation/

definitive
representative 

samples
less 

flexible
less costly per 

respondent

small 
numbers
exploratory/diag
nostic
quota 
samples
more 
flexible
more 
costly 

Research methods

Change Explore
Understand
Describe

Explain Predict

Action
Research

Ethnography

Focus
Groups

Experimental
Design

ModellingDepth
Interviews

Case
Study

Surveys

mixed



How good is your 

customer insight?

Action points:
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Augmented

Experience

Core

Uses of customer insight

Goal 1 

Goal 2 

Goal 3 

Value-in-use

USE PROCESS

Embedded Value

Market Penetration Product 
Development

Market Extension Diversification

Present New
PRODUCTS

Present

New

MARKETS

Product, service & 
experience quality

Value and 
value-in-use

Product decisions

Segmentation
Hygiene Factors

Motivators

Critical success factors
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