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More and more marketers today are realizing that customer
satisfaction and recommendations, once thought of simply
as a “feel good” measurement, or a place for consumers to

vent, can actually provide a source of positive leads — something we
can all use in these tough economic times.

But how? Let’s briefly examine the process.
Customer Satisfaction Indexes (CSI) are typically calculated from

questions such as: “Based on your recent (sales experience/service
experience/ownership expe-
rience), how satisfied are
you with your (selling deal-
er/servicing dealer/prod-
uct)?” In a standard CSI sur-
vey, consumers will respond
to this question via a 5- to
11-point scale. The overall
CSI score is determined by
taking the arithmetic mean
of all respondents. For exam-

ple, if you have three respondents, one of whom rates you a 10, anoth-
er who rates you a 9, and the third rates you a 4, your overall CSI score
is 10 + 9 + 4 / 3, or 7. 67.

Net Promoter Scores (NPS) are usually based on a single 11-point
“likelihood to recommend” scale as follows: “On a scale of 0 to 10, with
0 being ‘not at all likely’ and 10 being ‘extremely likely,’ how likely is it
that you would recommend (dealership/product) to a friend or col-
league?” NPS is calculated by recording responses into three groups
(detractors, passives and promoters) and subtracting the percentage of
detractors from the percentage of promoters.

What is the value of CSI/NPS respondents in developing leads in
tough economic times? Before we address that question, let’s briefl y
look at how certain responses might be interpreted. In most CSI pro-
grams, 50 to 70 percent of all customers are “completely satisfied” with
whatever they are being surveyed about (sales, service, ownership
experience, product, dealership, etc.). Any response below a 9 is, there-
fore, not necessarily a disgruntled customer but is certainly suspect.
NPS has a similar way of categorizing respondents: 9s and 10s are pro-
moters and everyone else is simply a different shade of negative. Th u s ,
with either of these two instruments, highly positive customers respond
with either a 9 or 10.

Since we know these customers are very positively inclined to the
product and/or the dealership, this knowledge can be leveraged to
generate leads in a number of different ways:

1. Contacting these customers directly and asking them 

to recommend one or more persons that might have an inter-
est in boating. These leads can be followed up by e-mail, 
direct mail and/or by phone.

2. Hosting an event where the highly positive customers 
are invited to attend and asked to invite one or more friends 
they know who either: a) enjoy boating but don’t own a boat; 
b) own a competitive boat; c) own a pre-owned boat; or d) 
enjoy the water. This type of event can be hosted around a 
boat show, introduction of a new model, or during a “d e m o -
day” where there are several sizes and types of boats available 
for test drives.

3. Host an event for only the new “leads” and their families 
with the invitation to the event coming directly from the 
highly positive customer.

Each of these approaches has been successful, but the one that
will work for you might require a bit of experimentation. We recom-
mend starting small and trying different approaches. For example,
who should first contact the highly positive customer might depend
on the context of the survey. If it’s a post-sales survey, the salesperson
might be best; for a post-service survey, either the service manager or
service advisor. The owner of the dealership might also be good.

Will a simple invitation work? Again, some experimentation is
required. You may need a traffic incentive to get the “leads” to attend.
Part of it will depend on the relationship the lead has with the highly
positive customer. We recommend trying it both ways. And track your
results so you know what works and how effective it is. Know how
many people you invited, how many showed up, how much money
you spent, how many leads you got into a “selling” situation, and how
many boats you ended up selling.

This may require several months of planning and then several
months of tracking leads. But armed with this knowledge, you will
q u i ckly be able to determine the effectiveness of any program. Once
you know what works, keep at it. Even if you sell only a few addition-
al boats a year, isn’t it worth it? In high-end industries, converting
prospects to sales can translate to millions in profit. This more than
justifies the amount of effort spent on mining your CSI program for
new leads. 
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