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TCE
LabCustomer Experience and Customer Loyalty 

•  Customers’ opinions and perceptions of 
you 

•  Customer experience management is the 
process of understanding and managing 
your customers’ interactions with and 
perceptions of your brand / company 

•  Customer loyalty is key to business 
growth 

Copyright 2012 TCELab 
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LabBusiness Success and Customer Loyalty 

Based on the article by Gupta, et al. (2006). Modeling customer lifetime 
value. Journal of Service Research, 9(2), 139-155. 

Frederick Reichheld. The Loyalty Effect. Harvard Business School 
Press, 1996 

•  Improve customer satisfaction and you will 
improve customer loyalty 
•  Retention, Advocacy, Purchasing 
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LabQuestions about Sentiment 

1.  How does sentiment fit into the customer 
experience landscape? 

2.  Can sentiment predict customer loyalty? 

3.  Does text-derived sentiment tell us 
something different/more than rating-
derived sentiment? 
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LabSentiment in and about the experience 

•  Transactional sentiment 
– Measure sentiment in the experience 
– How they feel in the moment 
– Sources: Support emails, support tickets, 

social media 

•  Relationship sentiment  
– Measure sentiment about the experience 
– How they feel about you in general 
– Sources:? 
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•  Typically, companies measure satisfaction with the 
customer experience through ratings1 

	  

•  Product	  Quality	  
•  Technical	  Support	  
•  Sales	  Process	  
•  Ease	  of	  doing	  business	  
•  Communica;on	  from	  company	  
•  Future	  product	  and	  company	  direc;on	  

CX Rating of Satisfaction 

1 satisfaction rated on a scale from 0 (Extremely Dissatisfied) to 10 (Extremely Satisfied). 
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LabSentiment In a Word 

Using	  one	  word,	  please	  describe	  COMPANY’S	  products/services.	  
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LabText-Derived Sentiment 

•  One-word responses coded as either a 
negative or positive sentiment1 

•  Relationship Sentiment Score 
– Negative Sentiment = 0 
– Positive Sentiment = 10 

•  894 respondents answered question 
– 643 could be categorized into positive (n = 

583) and negative (n = 60) sentiment 
1 Bing Liu, Minqing Hu and Junsheng Cheng. "Opinion Observer: Analyzing and Comparing Opinions on the Web." Proceedings of 
the 14th International World Wide Web conference (WWW-2005), May 10-14, 2005, Chiba, Japan. 
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Product Quality 
Ease of doing business with 

Communications from COMPANY 
Sales Process 

COMPANY's direction and future 
Technical Support 

Purchasing/Invoicing/Delivery 
Service and Repair Process 
Installation/Training Process 

Correlation with Sentiment 

CX ratings were on a scale from 0 (Extremely Dissatisfied) to 10 (Extremely Satisfied) and where 5 = Neither Satisfied nor 
Dissatisfied. 

Sentiment is primarily associated with satisfaction with 
product quality but is related to other CX areas 
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LabSentiment Correlated with Satisfaction Ratings 
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Correlation with Recommend 

CX ratings were on a scale from 0 (Extremely Dissatisfied) to 10 (Extremely Satisfied) and where 5 = Neither Satisfied nor 
Dissatisfied. Sentiment coded as Negative sentiment = 0 and Positive sentiment = 10. 

Sentiment is related to likelihood to recommend 



TCE
LabSentiment Adds Predictive Power 

Product 
Satisfaction 

Sentiment 

Likelihood to 
Recommend 

.50 

.28 
.30 

Values represent partial correlation coefficients 
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Loyalty	  Types	  
EmoEonal	   Behavioral	  
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ADVOCACY 
•  Number/Percent	  of	  new	  
customers	  

RETENTION 
•  Leave	  /	  Stay	  
•  Service	  contract	  renewal	  

PURCHASING 
•  Usage	  Metrics	  –	  Frequency	  of	  
use/	  visit,	  Page	  views	  

•  Sales	  Records	  -‐	  Number	  of	  
products	  purchased	  
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ADVOCACY	  
•  Overall	  sa;sfac;on	  
•  Likelihood	  to	  recommend	  
•  Likelihood	  to	  buy	  same	  product	  
•  Level	  of	  trust	  
•  Willing	  to	  forgive	  
•  Willing	  to	  consider	  

RETENTION 
•  Likelihood	  to	  renew	  service	  contract	  
•  Likelihood	  to	  leave	  

PURCHASING	  
•  Likelihood	  to	  buy	  different/	  
addi;onal	  products	  

•  Likelihood	  to	  expand	  usage	  

How Companies Measure Loyalty 
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Recommend 
r = .54 

Satisfaction 
r = .55 

Renew 
r = .35 

On a rating scale: 0 = Not at all likely or Extremely Dissatisfied; 10 = Extremely likely or Extremely Satisfied; 5 = Neither Satisfied nor 
Dissatisfied. 
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Expand Use 
r = .22 

Purchase Additional 
r = .16 
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LabSummary 

•  Sentiment analysis can help us 
understand the health of the customer 
relationship 

•  Sentiment measures something different 
than customer satisfaction ratings 

•  Sentiment adds to our prediction of 
customer loyalty 
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LabFinal Thoughts 

•  Use sentiment to manage customer 
relationships 

•  Open-ended questions only 

•  New ways of measuring loyalty 

•  Collect objective loyalty metrics to study 
real outcomes of sentiment 
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