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Supplemental material 3 – Summary of recommendations

	NPS interrogation
	Recommendation

	1
	Is NPS the only metric service organizations need?
	Regularly supplement NPS with close-ended multi-dimensional questions to sense-make the scores obtained, and produce insights into potential organization interventions at different servitization stages.

	2
	Does NPS capture service customer loyalty?
	Service organizations can usefully deploy NPS as an indicator of likelihood to recommend and a benchmarking tool, but should be cautious about equating NPS with loyalty. NPS utilizers including academia should consider more longitudinal studies to determine the causal order between NPS and loyalty.

	3
	Can NPS (most) appropriately predict growth in service contexts?
	Consider social networks in service ecosystems, and links between making a recommendation and (re)purchase, and receiving a recommendation and (re)purchase. Confident growth predictions may be enhanced by capturing complementary drivers of growth alongside NPS, such as customer satisfaction, experience, and loyalty behavior.

	4
	Can NPS inform service organizations’ resource allocations?
	Empirical evidence of causal effects between organization interventions and NPS data needs to be developed, and the guiding framework can act as a platform for specific suggestions at different stages of servitization; levels of customer interaction also may determine resource allocation, with use of AI taking the fore in low-interaction settings (where affordable).

	5
	Is the NPS categorization of customers appropriate?
	Service organizations should investigate whether the service context they operate in influences the boundaries-values of NPS categorizations. In turn, this should ensure strategically advantageous service opportunities are less likely to be overlooked.

	6
	Are NPS and its nomological net universal across customer demographics?
	Assess performance of NPS across different customer segments (e.g., genders, cultures) using, for example, Differential Item Functioning (DIF). Particularly pertinent to international organizations using NPS across different country markets.

	7
	Is NPS data compression warranted?
	Consider calculating a standard ‘public relations’ NPS using NPS’ transformed score for benchmarking and a differential ‘internal use’ NPS using NPS’ untransformed score to inform company decisions at different stages of the servitization journey.

	8
	How are NPS, likelihood-to-recommend, and word-of-mouth connected?
	Ask Negative Word-of-Mouth question alongside the Positive Word-of-Mouth NPS; disentangle the likelihood-to-recommend question according to the vehicle (e.g., ‘to the general public on online review platform’ versus ‘to a friend or colleague in person’); and poll former-, never-, and current- customers.

	9
	Is the 11-point NPS scale appropriate?
	Use visual means for collecting NPS data, including email, in-app surveys, text messaging (SMS), chatbots, and kiosks. All customers’ abilities to access such platforms needs consideration.

	10
	How can NPS-related data connect to big data and marketing analytics?
	Investment in big data technologies to capture and analyze sentiments expressed on social media platforms at different stages of the servitization journey; triangulate with NPS for more confident resource allocation decisions.



