
  

  

 

Background 

Drummond Press CEO John Falconetti started an 

annual customer satisfaction survey about five 

years ago.  He wrote and emailed the questions 

himself. The goal was to find out where 

Drummond Press stood with its client base. 

“Conceptually, it was to make sure we didn’t have 

any huge problems,” Falconetti says. “I was trying 

to find out, do they like us or do they not like us?” 
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The Challenge 

The survey questions asked respondents to rate 

Drummond Press on scale of one to five.  The 

results were consistently in the upper range, 

satisfying the company’s internal benchmarks. 

But what did the responses really mean?  They 

might not indicate any problems, but what else 

could they tell Falconetti about customer 

satisfaction?  

 

As a proponent of Six Sigma philosophies, Falconetti 

wanted information that would drive continuous 

improvement and growth.  That meant relinquishing 

his survey and finding a better way to measure 

customer satisfaction.  

 

“My approach was faulty.  I was asking shallow 

questions like, ‘Do we meet your expectations?’” he says. 

“I didn’t know if we were doing better than other 

companies or how much better.”  
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The Solution 

Falconetti wanted to move from internal 

benchmarking to an industry benchmark. After 

reaching out to JD Powers and other groups for 

help, he learned about Butler Street Research’s Net 

Promoter Score® (NPS) Process1. To get an NPS, 

Butler Street independently surveys a company’s 

customers.  Based on responses, customers are 

classified as “detractors”, “passives”, or 

“promoters.” 

 

 

 

 

 
 

“What I get now is an 

answer to the question,  

‘How loyal are my clients?’” 
 

Falconetti says, “Am I outperforming or am I 

average? Everybody says they’re great at customer 

service, but we’re one of the few printers in the 

nation that can verify that with a third party 

analytical approach.” 
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The Result 

The immediate benefit is identifying customer 

“detractors” and addressing their frustrations. It also 

identifies customers in the middle — the “passives” 

— who generally like the company but aren’t 

promoters. “For those clients, it’s an opportunity to 

ask what we can do for their support, to get from ‘like’ 

to ‘love,’” Falconetti says.  

 

Most valuable are the promotors. Because they’ve 

been identified as the most loyal customers, 

Falconetti’s team has purposely asked them for 

referrals, which many have provided. They’ve also 

agreed to share testimonials for use in Drummond’s 

marketing materials.  

 

 “I think, to some degree, everybody needs to 

understand the stability of their client base,” 

Falconetti says. “By actively engaging and listening to 

your clients, you can best determine where they are 

on the continuum.” 

 

1 Net Promoter, Net Promoter System, Net Promoter Score, NPS 

and the NPS-related emoticons are registered trademarks of Bain 

& Company, Inc., Fred Reichheld and Satmetrix Systems, Inc. 

 

 

About Butler Street 

 Butler Street is a management consulting, training and 

research firm that helps companies achieve lasting 

results in the two most challenging areas they face:   

Client Development and Talent Development. 


