
At VantagePoint, we pride ourselves on focusing on what matters to our clients. For over 15 

years, we have conducted client satisfaction surveys to better understand how we are 

performing in our clients’ eyes. And, more importantly, we gauge our performance based on 

what our clients say matters to them.

In 2008 we adopted the Net Promoter Score (NPS) approach, to gain even further insight 

into how we can increase the value of our relationship with our clients. (See more information 

about the NPS methodology at the end of this document. ) This report showcases the highlights 

of our most recent client satisfaction study, which includes 20 individual client responses.

 Net Promoter Score: 84
Since 2009 we have more than tripled our Net Promoter Score, a remarkable feat by NPS 

standards. Our latest NPS score is an 84, a figure higher than nearly all the best-performing 

companies across many different industries (see the inside graphic for specific examples).  In 

addition, 89% of our client base rated us a 9 or 10 (promoters) based on the question: “On a 

1 to 10 scale, how likely is it that you would recommend our company to a friend or 

colleague?”  We received tremendous feedback as to why they scored us so well. Check out 

the infographic on the next page to see some of the specific quotes.

 12 additional questions
In addition to the important NPS question, we asked 12 more questions to gain additional 

insights from our clients. On a 1 to 10 scale, we asked how important each topic was to our 

clients, and then how well we performed. The results showed that our performance is quite 

strong across the board in all 12 areas, with our lowest average score being an 8.7 and the 

composite average of all 12 at 9.0.

The infographic inside shows the 12 questions, listed in descending order of performance. 

The average score we received for each item shows that we performed well, and aligned 

well with what’s important to our clients.

 

 Report card
To gain additional insight, we asked one more question: “If you were to develop a report 

card rating VantagePoint’s performance this year, what criteria would you use when grading, 

and how would you grade our performance for these items?” See our grades on the 3rd 

section of the infographic.

(infographic inside; report continues on back page)
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In addition to the aggregate scores, most of our clients also voluntarily identified themselves 

in the online survey. As a result, we are able to look at individual client perspectives as well 

as the macro picture. This insight is incredibly valuable, as it enables us to learn more about 

what each client values and how we can improve our effectiveness and value back to that 

client. Having tremendous clarity about what matters to each of our clients is critically 

important for VantagePoint to live out its brand of Insight. Ideas. Impact.

No agency is perfect, and we know we have room to grow. But we have learned over the 

years that if you ask the right questions, listen extremely well, and place high value on 

what’s important to clients, you can have long and healthy client-agency relationships. 

At VantagePoint we try to practice what we preach: know what’s important to your 

customer or prospective customer, and then deliver on it better than anyone else. If this 

sounds like what you are looking for in an agency, let’s talk. It could be the beginning of a 

highly valuable relationship.

About Net Promoter Score
Net Promoter was first introduced as a 

customer loyalty metric by Fred Reichheld in 

a 2003 article in Harvard Business Review. 

Designed to be a simple, less complicated 

method of tracking a brand’s performance, a 

company can obtain its Net Promoter Score 

by asking customers a single question: “How 

likely is it that you would recommend the 

company to a friend or colleague?” 

Based on the responses, which are rated from 

0 to 10, customers can be categorized into 

one of three groups: Promoters (9-10 rating), 

Passives (7-8 rating), and Detractors (0-6 

rating). The overall Net Promoter Score is 

taken from the percentage of Promoters 

minus the percentage of Detractors. 

Furthermore, for those customers who 

respond with a score of 8 or less, a follow-up 

question is asked: “What would it take to 

have you score the company a 9 or 10?” 

Feedback from this follow-up question 

provides tremendous actionable content that 

the company can use to strengthen its 

performance in the customer’s eyes and 

improve loyalty. 

This document is only to provide you a 

top-line sense of how VantagePoint is 

performing with our existing clients using the 

NPS tool. We would be happy to provide 

more detail behind these results in person. 

Net Promoter, NPS, and Net Promoter Score are 
trademarks of Satmetrix Systems, Inc., Bain & Company, 
and Fred Reichheld.
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12 additional 
questions
We then asked clients to 
evaluate 12 additional 
factors in two ways: rank 
how important the factors 
are, and rate how well 
VantagePoint is performing 
compared to all competitors.

Finally, we asked 
clients to create a 
report card and 
grade us based on 
what mattered to 
them. We received 
15 As and 2 Bs.

Listens to me; values 
my perspective

Has made a positive 
impact on my 
business

Communicates with 
me in a reliable and 
timely manner

Understands my 
industry/business

Executes projects 
with creativity

O�ers solid value 
for my investment

Proactively provides 
insight and ideas

Stays in budget; 
no surprises at end 
of projects

Is well-versed in 
digital solutions

Delivers fresh ideas

Follows timelines; 
delivers projects 
when needed

Has capabilities
we need

Listed in descending 
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“Through crazy demands, deadlines 
and tight budgets, they have shown 
their creative prowess, enormous 
integrity and genuine passion.”

“Our account management is 
second-to-none, and the level of 
trust I have that they will do the 
right thing for my business is high.”

“I like the culture 
and the creativity 
of ideas. ”

“More than an agency, they are 
an extension of our company, a 
partner, a co-worker.”

“Delivers quality work. Exceeds 
customer expectations.”

“We know we can 
always count on you.”

“VP takes our business as 
seriously as we do.”

A+

“Timeliness, 
willingness 
to conform 
to our needs 
and wishes, 
accuracy.”

A
“Creativity, 
under-
standing 
our culture 
and 
industry.”

B+

“Quality of 
work, 
timeliness/
speed, 
strategic 
insights 
and advice.”

A
“Cost, 
credibility, 
creativity.”

A-

“Ability to 
listen, 
provide 
recommen-
dations 
and 
execute.”

A+

“Responsiveness, 
�exibiity, 
insight, 
industry 
knowledge, 
creativity, 
pricing.”

A+

“Working 
well with 
our team, 
staying on 
budget and 
on schedule, 
strong 
creative.”
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At VantagePoint, we pride ourselves on focusing on what matters to our clients. For over 15 

years, we have conducted client satisfaction surveys to better understand how we are 

performing in our clients’ eyes. And, more importantly, we gauge our performance based on 

what our clients say matters to them.

In 2008 we adopted the Net Promoter Score (NPS) approach, to gain even further insight 

into how we can increase the value of our relationship with our clients. (See more information 

about the NPS methodology at the end of this document. ) This report showcases the highlights 

of our most recent client satisfaction study, which includes 20 individual client responses.

 Net Promoter Score: 84
Since 2009 we have more than tripled our Net Promoter Score, a remarkable feat by NPS 

standards. Our latest NPS score is an 84, a figure higher than nearly all the best-performing 

companies across many different industries (see the inside graphic for specific examples).  In 

addition, 89% of our client base rated us a 9 or 10 (promoters) based on the question: “On a 

1 to 10 scale, how likely is it that you would recommend our company to a friend or 

colleague?”  We received tremendous feedback as to why they scored us so well. Check out 

the infographic on the next page to see some of the specific quotes.

 12 additional questions
In addition to the important NPS question, we asked 12 more questions to gain additional 

insights from our clients. On a 1 to 10 scale, we asked how important each topic was to our 

clients, and then how well we performed. The results showed that our performance is quite 

strong across the board in all 12 areas, with our lowest average score being an 8.7 and the 

composite average of all 12 at 9.0.

The infographic inside shows the 12 questions, listed in descending order of performance. 

The average score we received for each item shows that we performed well, and aligned 

well with what’s important to our clients.

 

 Report card
To gain additional insight, we asked one more question: “If you were to develop a report 

card rating VantagePoint’s performance this year, what criteria would you use when grading, 

and how would you grade our performance for these items?” See our grades on the 3rd 

section of the infographic.

(infographic inside; report continues on back page)
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In addition to the aggregate scores, most of our clients also voluntarily identified themselves 

in the online survey. As a result, we are able to look at individual client perspectives as well 

as the macro picture. This insight is incredibly valuable, as it enables us to learn more about 

what each client values and how we can improve our effectiveness and value back to that 

client. Having tremendous clarity about what matters to each of our clients is critically 

important for VantagePoint to live out its brand of Insight. Ideas. Impact.

No agency is perfect, and we know we have room to grow. But we have learned over the 

years that if you ask the right questions, listen extremely well, and place high value on 

what’s important to clients, you can have long and healthy client-agency relationships. 

At VantagePoint we try to practice what we preach: know what’s important to your 

customer or prospective customer, and then deliver on it better than anyone else. If this 

sounds like what you are looking for in an agency, let’s talk. It could be the beginning of a 

highly valuable relationship.

About Net Promoter Score
Net Promoter was first introduced as a 

customer loyalty metric by Fred Reichheld in 

a 2003 article in Harvard Business Review. 

Designed to be a simple, less complicated 

method of tracking a brand’s performance, a 

company can obtain its Net Promoter Score 

by asking customers a single question: “How 

likely is it that you would recommend the 

company to a friend or colleague?” 

Based on the responses, which are rated from 

0 to 10, customers can be categorized into 

one of three groups: Promoters (9-10 rating), 

Passives (7-8 rating), and Detractors (0-6 

rating). The overall Net Promoter Score is 

taken from the percentage of Promoters 

minus the percentage of Detractors. 

Furthermore, for those customers who 

respond with a score of 8 or less, a follow-up 

question is asked: “What would it take to 

have you score the company a 9 or 10?” 

Feedback from this follow-up question 

provides tremendous actionable content that 

the company can use to strengthen its 

performance in the customer’s eyes and 

improve loyalty. 

This document is only to provide you a 

top-line sense of how VantagePoint is 

performing with our existing clients using the 

NPS tool. We would be happy to provide 

more detail behind these results in person. 

Net Promoter, NPS, and Net Promoter Score are 
trademarks of Satmetrix Systems, Inc., Bain & Company, 
and Fred Reichheld.




