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Net Promoter score (NPS)

How likely would you be to recommend ....NAME... to friends / family?
(0 = definitely not recommend. 10 = Definitely recommend).
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Metric widely used across business
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Department / Specialty Stores 62

Tablet Computers 56
Brokerage / Investments
Online Entertainment
Online Shopping
Airlines
Smartphones
Auto Insurance

APPLE (63)
APPLE (60)

Laptop Computers

Hotels

Grocery / Supermarkets
Credit Cards

Home / Contents Insurance
Shipping Services

Cell Phone Service

Banking

Software & Apps

Life Insurance

Drug Stores / Pharmacies

Travel Websites
Health Insurance
Cable / Satellite TV

Internet Service -1

Source: Satmetrix - US Consumer 2018 - 23 sectors, 188 brands, sample size 62,000 Savanta:



Academic support vs other questions for

'I'H E explaining performance
“On average NPS leaders grow twice the rate of

U I." MATE competitors”
[lU ES" UN 2[] Simple — one question, easy to ask, easy

to understand, competitor benchmarks

Thrive in a Customer-Driven World
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WITH ROB MARKEY

Widely used across all types of business




NPS varies across the 146 brands covered on BrandVue Eating Out
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Source: BrandVue Eating Out - Q3 (July-Sept 2018). Sample size 24,000 respondents Savanta:




16-24 year olds far less likely to recommend

16-24 year olds higher NPS than 25+\ 4 But lower for over three quarters of
on some brands: brands - more expensive, traditional
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*  But recommendation may not be the right language for 16-24 year old in a social media age?
*  Maybe “Is the food shareable on Instagram?
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Many of the busiest and fastest growing brands have the highest NPS

EDINBURGH WEST
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Best operators in each sub category highlights the variability
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Analysis of NPS vs sales data for one operator showed a strong relationship

£2,000,000
O NPS is correlated with Y-o0-Y change in
% £1,500,000 . revenue with a Pearson coefficient of
2 . +0.70, which is very high.
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Survey with the
general population
about recent visits

Typical NPS = +20

Survey with
customers sent an e-
mail link the
following day

Typical NPS = +40

Survey with
customers from the
CRM database about
recent visit

Typical NPS = +30

In situ survey
straight after the
meal with diners

Typical NPS = +60
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Multivariate analysis of over 200,000 occasions across 150 brands

NPS question analysed against:

Rating of the
experience on Reasons for

different visit
touchpoints

And whether this varies by type of operator

Brand

perceptions

Occasion

assocliations

Savanta:
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Except in coffee
hops where

Savanta:



The implication is to focus on food excellence first:
Experience, décor, atmosphere, being trendy, price etc. all follow

x
MANCA HONEST  wagamama ~ wahaca
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Top 4 experience drivers of NPS — by channel

Casual dining Pubs (restaurants and bars) Fast Food
1. Food quality 1. Food quality 1. Food quality
2.  Generosity of portions 2.  Price attractiveness of food 2. Generosity of portions
3. Price attractiveness of food 3. Generosity of portions 3. Price attractiveness of food
4. Friendliness of staff 4. Friendliness of staff 4. Speed of service
Coffee shops Grab n Go Food Store cafes
Quality of coffee/hot drinks Food quality Food quality
Price attractiveness of drinks Price attractiveness of food Generosity of portions

Food quality
Friendliness of staff

Venue — how clean and tidy
Speed of service

Venue — how clean and tidy
Quality of coffee/hot drinks

BN
PN
BN
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“Delicious” is the no 1 most desirable brand attribute — in all channels

You're 135% more likely to be a Promotor if you describe a place as “Delicious”
Top 5 drivers

Delicious 135%
Trustworthy
Good value

Generous

Exciting
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Strong relationship between “delicious” attribute and NPS
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Some attributes are drivers, some are characteristics, some are negative

TOP 5 DRIVERS DRIVERS - BUT THESE ATTRIBUTES ATTRIBUTES LESS
LESS IMPORTANT ARE NOT DRIVERS LIKELY TO BE A
“Delicious” OF BEING A DRIVER OF BEING A
“Trustworthy” “Friendly” PROMOTOR PROMOTOR
“Good value” “Guilty pleasure” (THEY'RE MORE (IN OTHER WORDS
“Generous” “Fresh” CHARACTERISTICS) THEY'RE ALMOST

Pl DISMISSIVE
(13 eng » F
Exciting “EX;:rt,, “Family” ASSOCIATIONS)
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«Premium” . IJ.OC3. , “New”

“Authentic” « leely 9 «“ . k’,
“Has character” Different Quic

“Stylish” “Quirky” “Convenient”

“Affordable” “Everyday”

“Healthy” ) “Ethical” :
“Cool” Fashionable

“Homely”




Promotors are also more likely to say Food quality is a reason for visit

You're 99% more likely to be a Promotor if your reason for visit is for food quality/taste

Good quality / taste 99%

Staff are always friendly 77%
Product freshness
Specific dishes I like
Generous portions

Great coffee / hot drinks
Wide menu choice

Food is attractively priced
Relaxing atmosphere
Like the meal deals

Staff are knowledgeable
Loyalty programme

Great spirits and cocktails
Lively, buzzy atmosphere
Healthy food options

Fast service

Drinks are attractively priced




Other reasons for visit are more likely to be hygiene factors

« Caters for dietary needs  Absence of children

* You can book online  Great beers and ciders

* Good for children * Quick and easy to pay

» Regularly changing menu « Easy to park

* Great soft drinks * Good for disabled access

« Had a voucher / discount * Good opening times

* Quiet / good place to talk » Near to my home or work

* Music is just right » Good Wi-Fi

« Great wine list » Convenient place to meet

* You can always get a seat » Near to where I was at the time

.......................................................................................................................................................................................................................................



More likely to be a Promoter if
your last experience was ...

“Romantic meal / date”

“Spend time with my partner”
“Special occasion or celebration”
“Having a treat”

“To eat a specific type of food”
“Part of my regular routine”

“Get together with friends / family”
“To take a break / relax”

No more likely if occasion was more circumstantial or
functional (e.g. couldn’t be bothered to cook, whilst
out shopping, quick refuel, because I had a voucher

MILLER & CARTER
- STEAKHOUSE -

. FIND A STEAKHOUSE MENUS BOOK OUR STt
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IRRESISTIBLE
DATE NIGHT
MENU

THURSDAYS FROM 5PM

BOOK A TABLE

Savanta:




Food operators can improve their NPS,
and ultimately sales, by a total focus on
food quality — freshness, flavour,
sourcing, presentation

It needs to be delicious within expectations set by the
brand proposition and pricing

Food quality needs to be a positive reason for visiting
Aspects such as the “experience”, “following food

trends”, “stylish décor”, deals, wine list etc are
secondary to this

...........................
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Thank you

For more information please
contact Martin Dinkele

07802 453150
martin.dinkele@savanta.com
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