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Closing the NPS
Feedback Loop
Conduc ng a Net Promoter Score survey is
hardly uncommon. But, where many companies
fall short is in the ﬁnal step of the process:
closing the loop, or responding to feedback in
ways that are bound to improve customer
sa sfac on.
Following through on NPS feedback and closing the loop to
produce measurable results is cri cal. Otherwise, all the work
put into NPS is wasted.
In this guide, we've put together a strategy that you can use to
op mize customer feedback at your company by closing the
loop on NPS.
We hope you ﬁnd this informa on helpful. If you have any
ques ons, feel free to reach me at 800-834-4910 or at
inbound281.com.
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How to Close a Feedback Loop for an NPS
Survey
Source credit: HubSpot.com. Ian Landsman. https://blog.hubspot.com/service/feedback-loop-nps-survey

Conduc ng a Net Promoter Score (NPS®) survey is hardly uncommon. But, where
many companies fall short is in the ﬁnal step of the process: closing the loop, or
responding to feedback in ways that are bound to improve customer sa sfac on.
While it's great to gather feedback from your customers, you can't just sit back and
analyze it. When a customer completes your survey, they expect your company to take
ac on based on their responses. In fact, 52% of consumers believe that companies
need to act on feedback provided by their customers.
In this post, let's dive into the customer feedback loop and discuss some ways you can
close it at your business.

Customer Feedback Loop
Imagine the NPS process as a "loop" — unfolding in stages and "closing" on itself, only
to begin again.
At the beginning of the loop, the customer has an experience with your brand. Perhaps
she purchases a product, makes a return, or calls your customer support team to ask a
ques on. In any case, she's interacted with you as a consumer, and there's a good
chance she'll have something to say about the experience.
The next part of your loop is your NPS survey. You've asked your customer for a score
that rates how likely she is to recommend your product or service to a friend, family
member, or colleague. Then, she has an opportunity to provide open-ended feedback
that explains her ra ng.
The next step is where many businesses fall short: following through on this feedback
and closing the loop to produce measurable results. Fortunately, in the sec on below
we've put together an excellent strategy that you can use to op mize customer
feedback at your company.
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How to Close a Feedback Loop
You should approach your NPS feedback as a list of "do's and don'ts."
Some customers will be thrilled with your product or service. These survey takers have
given you an enthusias c nine or 10 and provided valuable insight into what you're
doing right and should con nue doing. You should reach out to these customers to
thank them for their posi ve feedback and con nued loyalty to your brand.
Other customers may not be so happy. Maybe they've had a less-than-sa sfactory
experience and given you a four or ﬁve as a result. These customers — now counted
as "detractors" — should be followed up with promptly.
Let's explore a few ways you can follow up with both happy and unhappy customers in
the sec ons below.

1. Make a phone call or send an email.
If a customer had a nega ve experience with your brand, then you'll want to follow up
with a phone call or email. Your goal? To start a conversa on. And, this shouldn't be too
diﬃcult either as your NPS so ware likely has this func on built in, making it easy to
ini ate conversa ons as you review feedback.
During this exchange, express your concern and commitment to resolving problems
and improving the customer's future experience. Take the me to listen to them and
reply though ully. A er all, you're there to listen, respond, and create changes that
ul mately make your customers happier.
This extra eﬀort can turn even the most frustrated detractors into pleasantly surprised
customers who are willing to give you another chance and maybe even tell their
friends about their posi ve experience.
And, that lesson stands no ma er how big your company gets. For example, large
corpora ons like Charles Schwab and Apple contact detractors within 24 hours. These
organiza ons don't rely on their excellent reputa ons or sky-high revenue to
counteract dissa sfac on. Instead, they have excellent reputa ons because they take
the me and eﬀort to personally invest in every customer's experience.
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2. Send a personalized "Thank You" with a gift.
Of course, not all of your customers will be upset with your brand. In all likelihood, your
NPS feedback will also iden fy a chunk of customers who are sa sﬁed with your
products and services. Follow-up is s ll necessary with this por on of your customer
base as you'll want to con nuously add value to their experience and keep them loyal
to your brand.
To turn customers who are only passive, or neutral (scores six to eight), into promoters,
oﬀer them a special promo code, free gi with purchase, or a content upgrade as a
special, "Thank you" for taking the survey.
This strategy will also work for promoters who already expect the best from your
brand as going the extra mile will only reinforce their loyalty, helping to ensure they
con nue being happy, high-value customers. Even something simple like the "Thank
You" note below can go a long way.

3. Share feedback with customers.
Another way you can "follow up" on NPS feedback is by actually sharing the survey's
responses with other customers. And, there are several eﬀec ve approaches to this
strategy. You could display tes monials on your website, share a case study about an
especially sa sﬁed customer, or publish everyday exchanges that show you're
dedicated to improving customer sa sfac on.
For example, Whole Foods pins customer sugges ons onto bulle n boards in its stores,
displaying its own handwri en replies to customer requests. As depicted in the image
below, this "old-school" approach is simple, but eﬀec ve. It demonstrates an NPS loop
at work: asking for feedback, responding to it, and le ng other customers (and
employees) share in the experience.
By now, you've followed up, listened, and responded to customer feedback. Hopefully,
you've impressed customers with your above-and-beyond service and converted more
than a few of them into enthusias c promoters.
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The ﬁnal part of your NPS loop involves sharing feedback with your team. This is
where you turn customer data into ac onable advice that will improve your product or
service, and in turn, boost your overall NPS. Let's explain the best ways to do this in
the next sec on.

4. Sharing Customer Feedback With Employees
There are several ways to share the insights you've gained from feedback with the rest
of your team. Let's review a few of them below.

1. Report to relevant stakeholders.
When assessing NPS, you should determine which teams or employees are best suited
to address speciﬁc customer concerns. Communica ng customer feedback directly to
relevant team members has a higher impact because they learn how their work is
aﬀec ng the user's experience.
For example, the computer peripherals manufacturer, Logitech, communicated
complaints about its MX 5000 keyboard to its product team. During this approach,
team members didn't just get a high-level direc ve from their manager — i.e. "You
need to improve readability on the LCD screen." Instead, they had an opportunity to
see real comments from customers who were unable to read on-screen text.
Sharing feedback this way helps stakeholders become personally involved in the NPS
process, mo va ng them to make improvements and increase customer sa sfac on
and loyalty.

2. Conduct NPS reporting in your team meetings.
If you have a regular stand-up or scrum mee ng, schedule a few minutes to discuss
NPS. Where does it stand currently? Why have detractors complained? How are their
complaints being addressed in an ac onable way?
Strive to make your NPS process a part of your team culture and regular mee ng
topic. Doing so will produce higher NPS, generate happier customers, and eﬀec vely
close the feedback loop for your team.
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3. Train your team.
Your customer support staﬀ have an excep onal impact on NPS. If a customer is
frustrated by an interac on with a rep, she probably won't give your brand a nine or
10.
That's why training your support staﬀ can become a cri cal part of closing the NPS
feedback loop. For example, at Charles Schwab, the manager personally looks through
customer feedback following interac ons with ﬁnancial consultants. One of the ways
she follows up is to review any complaints with her employees in one-on-one training
sessions. Her goal is to train her consultants to serve customers be er – and sustain
customer loyalty.
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About Inbound 281
A Growth Agency
Inbound 281 is a full-service, growth-focused
digital marke ng agency. We help
businesses grow by improving their marke ng
to increase sales, revenue and proﬁts.
We help owners, marketers and sales managers
who are looking for new ideas to help sales hit
their targets. O en mes they are frustrated
that, a er all the me, eﬀorts and money they
have invested, they’re s ll not ge ng the
results they were expec ng.
Our sights are set on lead acquisi on, lead
conversion, and conversion rate op miza on.
We specialize in mul -channel digital
marke ng, including content marke ng, web
design and development, SEO, pay per click,
and social media.

Ready for a Conversation?
What’s your dream result? Let’s get the digital
marke ng conversa on started!
Looking for new customer acquisi on, lead
genera on, client engagement or a
compe ve advantage? We’re ready to learn
more about your goals so we can
help you build a Marke ng Road Map to help
you achieve your goals.

Schedule a Conversa on
Inbound 281
2155 Bu erﬁeld Dr., Troy, MI 48084
800-834-4910
www.inbound281.com
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