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One of marketers' chief objectives is to achieve customer loyalty, which is a key factor for profitable growth.

Therefore, they need to develop a strategy that attracts and maintains customers, giving them adequate motives,

both tangible (prices and promotions) and intangible (personalized service and treatment), to satisfy a customer

and make him loyal to the company. Finding a way to accurately measure satisfaction and customer loyalty is

very important. With regard to typical Relationship Marketing measures, we can consider listening to

customers, which can help to achieve a competitive sustainable advantage. Customer satisfaction surveys are

essential tools for listening to customers. Short questionnaires have gained considerable acceptance among

marketers as a means to achieve a customer satisfaction measure. Our research provides an indication of the

benefits of a short questionnaire (one/three questions). We find that the number of questions survey is

significantly related to the participation in the survey (Net Promoter Score) or NPS. We also prove that a the

three question survey is more likely to have more participants than a traditional survey (Maximum Potential

Score or MPS) . Our main goal is to analyse one method as a potential predictor of customer loyalty. Using

surveys, we attempt to empirically establish the causal factors in determining the satisfaction of customers. This

paper describes a maximum potential operating model that captures with a three questions survey, important

elements for a successful customer-focused strategy. MPS may give us lower participation rates than NPS but

important information that helps to convert unhappy customers or just satisfied customers, into loyal customers

One of marketers' chief objectives is to achieve customer loyalty, which is a key factor for profitable growth.

Therefore, they need to develop a strategy that attracts and maintains customers, giving them adequate motives,

both tangible (prices and promotions) and intangible (personalized service and treatment), to satisfy a customer

and make him loyal to the company. Finding a way to accurately measure satisfaction and customer loyalty is

very important. With regard to typical Relationship Marketing measures, we can consider listening to

customers, which can help to achieve a competitive sustainable advantage. Customer satisfaction surveys are

essential tools for listening to customers. Short questionnaires have gained considerable acceptance among

marketers as a means to achieve a customer satisfaction measure. Our research provides an indication of the

benefits of a short questionnaire (one/three questions). We find that the number of questions survey is

significantly related to the participation in the survey (Net Promoter Score) or NPS. We also prove that a the

three question survey is more likely to have more participants than a traditional survey (Maximum Potential

Score or MPS) . Our main goal is to analyse one method as a potential predictor of customer loyalty. Using

surveys, we attempt to empirically establish the causal factors in determining the satisfaction of customers. This

paper describes a maximum potential operating model that captures with a three questions survey, important



elements for a successful customer-focused strategy. MPS may give us lower participation rates than NPS but

important information that helps to convert unhappy customers or just satisfied customers, into loyal customers

https://rebiunoda.pro.baratznet.cloud:38443/OpacDiscovery/public/catalog/detail/b2FpOmNlbGVicmF0aW9uOmVzLmJhcmF0ei5yZW4vMzQxNzAzMzA

Título: Maximum Potential Score (MPS): An operating model for a successful customer-focused strategy 

electronic resource]

Editorial: 2015

Tipo Audiovisual:  Relationship Marketing  Net Promoter Score (NPS)  Maximum Potential Score (MPS) customer-

 focused strategy  customer satisfaction survey  Marketing Relacional  Net Promoter Score  Maximum Potential Score

 estrategia enfocada al consumidor encuesta satisfacción cliente

Documento fuente: Rect@: Revista Electrónica de Comunicaciones y Trabajos de ASEPUMA, ISSN 1575-605X, 

null 16, Nº. 2, 2015, pags. 105-115

Nota general: application/pdf

Restricciones de acceso: Open access content. Open access content star

Condiciones de uso y reproducción: LICENCIA DE USO: Los documentos a texto completo incluidos en Dialnet 

son de acceso libre y propiedad de sus autores y/o editores. Por tanto, cualquier acto de reproducción, distribución, 

comunicación pública y/o transformación total o parcial requiere el consentimiento expreso y escrito de aquéllos. 

Cualquier enlace al texto completo de estos documentos deberá hacerse a través de la URL oficial de éstos en 

Dialnet. Más información: https://dialnet.unirioja.es/info/derechosOAI | INTELLECTUAL PROPERTY RIGHTS 

STATEMENT: Full text documents hosted by Dialnet are protected by copyright and/or related rights. This digital 

object is accessible without charge, but its use is subject to the licensing conditions set by its authors or editors. 

Unless expressly stated otherwise in the licensing conditions, you are free to linking, browsing, printing and 

making a copy for your own personal purposes. All other acts of reproduction and communication to the public are 

subject to the licensing conditions expressed by editors and authors and require consent from them. Any link to this 

document should be made using its official URL in Dialnet. More info: https://dialnet.unirioja.es/info/derechosOAI

Lengua: English

Enlace a fuente de información: Rect@: Revista Electrónica de Comunicaciones y Trabajos de ASEPUMA, 

ISSN 1575-605X, null 16, Nº. 2, 2015, pags. 105-115

Baratz Innovación Documental

Gran Vía, 59 28013 Madrid

(+34) 91 456 03 60

informa@baratz.es


