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Merci pour
votre feedback !

Engagement Client & Mesure de la satisfaction

Critizr est une solution d’engagement client et de mesure la satisfaction qui permet de 
collecter, traiter et valoriser les avis des clients.

Les avis des clients sont précieux. Grâce à Critizr, vous pouvez :

Identifier et récupérer vos prospects/clients insatisfaits
Fidéliser vos clients et les transformer en ambassadeurs

Améliorer l’expérience client
Renforcer l’efficacité de votre réseau de distribution 

Capitaliser sur des expériences positives

Critizr is a multichannel customer engagement solution that aims to fa-
cilitate interaction between physical stores and their clients. The job of 
Critizr is to act as a trusted third party between the customer and the 
store. For companies, Critizr guarantees the reliability of customer feed-
back and simplifies processing.

Customer engagement & satisfaction measure
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INTRODUCTION

Customer satisfaction is a much more complex concept than might first 

be thought. A client may be satisfied but ultimately unfaithful, in the 

same way that an unsatisfied customer might remain faithful. Custom-

er satisfaction is, quite simply, the raison d’être of every company; the 

converse does not make sense because, without customers, there can be 

no companies. 

Client satisfaction is a marketing term that measures how the products 

or services of your company meet or exceed your customers’ expecta-

tions. This is a very important concept that gives the different services 

of an organization (customer knowledge, marketing, top management, 

etc.) key indicators that generate differentiation, better management, 

and continuous improvement.

91% of unsatisfied customers will no longer return to your business 

(Liveworkstudio). If the majority of companies placed more emphasis on 

creating satisfied customers, they would certainly be surprised to see 

their businesses grow rapidly. If you want to know whether or not your 

client will purchase from you in the future, take a look at the customer 

satisfaction measurement. If you want to identify differentiation axes 

in relation to your competitors, then see the satisfaction measurement. 

But how is client satisfaction measured? Satisfaction can be measured 

according to a number of elements, as long as there has been a precise 

interaction with the brand/company. Often, customer satisfaction is 

associated with purchases, even though it takes place even before pur-

chase, especially among non-buying customers. It also applies to the use 

of a product, a service, after a call from customer service, or following all 

of the interactions identified.
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Il existe de nombreux indicateurs qui permettent de mesurer la sat-

isfaction client dans son ensemble, et chacun d’entre eux mesure des 

éléments différents. Le NPS par exemple (Net Promoter Score), mesure 

l’intention de recommandation de vos répondants. Le champ d’applica-

tion de la mesure de la satisfaction client est très vaste, c’est pourquoi ce 

nouvel eBook se concentrera sur la vision Critizr. Vous aurez ainsi l’occa-

sion de découvrir comment mesurer de façon pertinente la satisfaction 

de vos clients à travers l’utilisation d’indicateurs précis et un ensemble 

de bonnes pratiques propres à Critizr. 

Qui dit mesure de la satisfaction de vos clients dit obligatoirement 

stratégie d’écoute client. C’est simple, sans feedbacks il n’y a pas de 

mesure possible. Faciliter l’expression client tout au long de son par-

cours, à travers de nombreux canaux d’écoute, vous permettra de par-

tir sur de bonnes bases pour la mesure de la satisfaction. N’hésitez pas 

à consulter notre livre numérique sur les outils de collecte des retours  

clients pour en savoir plus. 
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There are many indicators that measure client satisfaction as a whole, 

and each of them measures different elements. The NPS (Net Promoter 

Score) for example, measures the intention of your respondents to rec-

ommend you. The scope of customer satisfaction measurement is very 

wide, and this is why this new eBook will focus on the Critizr vision. You 

will thus have the opportunity to discover how to measure customer sat-

isfaction in a meaningful way through the use of precise indicators and a 

set of good practices specific to Critizr. 

When talking about customer satisfaction measurement, we must also 

talk about customer monitoring strategy. It’s simple – without feedback, 

there is no measurement possible. Facilitating customer expression 

throughout your business’ lifecycle will allow you to start off with good 

fundamentals to measure satisfaction. Do not hesitate to consult our 

e-book on customer feedback to find out more.
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I. THE CHALLENGES OF CUSTOMER SATIS-
FACTION TODAY

Today, it is increasingly difficult for companies to find new customers. 

Paradoxically, strategies to win over new customers are still omnipres-

ent and increasingly more complicated. For example, in 2016, the ex-

pected cost to businesses of ad blockers amounted to 41 billion euros 

(PageFair/Adobe). The ad blocker boom and Banner Blindness effect 

are not new, but they greatly complicate the task of businesses. While 

winning over new customers remains necessary, companies have better 

growth prospects if they focus on retaining their existing customer base. 

First, it is less expensive to try to retain a customer than to try to win 

over a new one. And second, although it is very easy today for customers 

to see what your competitors have to offer, they do not necessarily want 

to change brands unless they are dissatisfied. 

Customer satisfaction is paramount. A customer satisfied with his ex-

perience is a customer who will come back to your business in the near 

future. Although loyalty is a relative term today, the most likely way to 

achieve it is to satisfy your customers. 

In increasingly competitive environments, the sustainability of compa-

nies is under strain. The proliferation of unresolved customer dissatis-

faction gradually leads a company to lose many customers. With a cost 

to companies amounting to nearly 6 billion euros, customer satisfac-

tion involves a major financial stake (Accenture). Faced with unsatisfied 

customers with limitless powers of expression on the web, your brand 

image will be likely to suffer. Negative word-of-mouth can quickly be-

come uncontrollable. It becomes as difficult to retain customers as to 

win over new ones.
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Measuring customer satisfaction means refocusing on customers 

as the heart of your business. It means clearly telling your customers, 

“Your opinion is indispensable for me. It will allow me to know if you are 

satisfied or dissatisfied with the experience that I am currently offering 

you. And, if you are dissatisfied, your comments will allow me to improve 

in order for you to become satisfied, which is my priority!” By adopting 

this approach, you will improve the overall satisfaction of your custom-

ers, and much more. Measuring customer satisfaction will allow you to 

identify brand ambassadors – customers that are so satisfied about what 

your business can offer them that they will be eager to spread the good 

word to those they know.

“ A satisfied buyer means, in the end, a dozen 
customers won over. ” 

Satisfying customers means ensuring the development and good health 

of your organization. The proof of this can be seen in the business gi-

ant Amazon, whose strategy involves thinking about its customers day 

and night. This “obsession” is evident even in the brand’s logo, which 

represents a smile. Romain Moog, the President of Amazon.fr, explains 

that client satisfaction is the biggest marketing investment item of the 

company: “We do not rely on advertising very much, we prefer to invest 

in the customer experience. For us, a satisfied buyer means a dozen cus-

tomers won over.”* If measuring customer satisfaction is still an ad hoc 

process within your company, you know what you have to do. 

 

*RelationClientMag.fr - 09/10/14
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II. WHY MEASURE CUSTOMER 
SATISFACTION?

Difficulties in finding new customers, losing money, consumer volatili-

ty or the dramatic consequences of customer dissatisfaction show how 

important it is to try and satisfy your customers. The stakes are real, but 

concretely, what will measuring customer satisfaction bring you?

Through monitoring your customers and measuring their satisfaction 

(notations or verbatim), you will be able to identify their needs and ex-

pectations and gain better customer knowledge. It is not the market 

or your personal desires that speaks to you, but rather your customers. 

They do so in their own way, although it is not always obvious how to 

draw the right conclusions. It is up to you to put the right monitoring 

channels and the right measurement indicators in place in order to iden-

tify their real needs. 

These analyses are very valuable and will enable you to implement rel-

evant corrective actions to improve the experience of your customers. 

Like Amazon, continuously listening to your customers and measuring 

their satisfaction is part of a process of continuous improvement. It is 

not for nothing that the French website of this American giant was voted 

best website of the year by Internet users 5 years in a row. Many contact 

points have been deployed: telephone, e-mail, customer service that 

can be reached 24/7, a chat service, web call-back, as well as social net-

works. All of these channels allow not only to solve the problems of cus-

tomers, but also to measure their satisfaction in order to identify points 

for improvement. This data also provides the opportunity to optimize 

marketing campaigns (CRM) through very precise targeting. You could 

very well imagine sending specific e-mails to unsatisfied customers in or-

der to win them back.
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Thanks to customer satisfaction measurement with the Critizr tool, our 

Save.co customer can react in real time and deploy corrective actions in 

due time.”  

“ Critizr allows us to be very responsive in deal-
ing with customer dissatisfaction. When one of 
our customer tells us that he is dissatisfied, our 
sellers are immediately alerted within the pro-
cessing interface and we can act accordingly, 

including with call-backs. ” 

Hugo Saias

Brand Manager @Save.co 

Last but not least is the valorization aspect of an approach such as sat-

isfaction measurement. This particular point is addressed in one of our 

eBooks. 

Customer satisfaction is a wonderful management resource. Commu-

nicating measurement indicators internally allows you to direct your 

teams and to raise awareness throughout the company with regard to 

“Customer Centricity.” Amazon has developed a system entitled “Voice 

of the Customer” which consists in transmitting to its teams the verba-

tim positive and negative responses of their customers. This is a new 

way of working that is gaining traction throughout an increasing number 

of companies.
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Les clients satisfaits ont souvent beaucoup de choses positives à dire, 

c’est un vecteur de valorisation du travail de vos collaborateurs qu’il 

ne faut pas hésiter à utiliser pour les motiver. En parlant de motivation, 

la satisfaction client est également un levier de performance de vos col-

laborateurs. L’enseigne de bricolage, Leroy Merlin, intègre ainsi la satis-

faction client à leur rémunération.

Et qu’en est-il de la communication externe ? Peut-on valoriser cette 

démarche auprès de notre environnement ? La réponse est bien évidem-

ment oui. Mesurer la satisfaction de vos clients induit que vous les 

écoutez, que vous les entendez. Entendre ses clients signifie compren-

dre les indicateurs de mesure et donc mettre en place des actions qui 

amélioreront l’expérience de vos clients, qui par la suite boosteront 

positivement vos prochains résultats. N’hésitez pas à afficher vos in-

dicateurs sur vos supports de communication, vos pages web, vos ré-

seaux sociaux… de la satisfaction à la fidélisation à la conquête, la boucle 

est bouclée !
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Satisfied customers often have many positive things to say; and it is a way 

to valorize the work of your employees, which you should not hesitate 

to use to motivate them. Speaking of motivation, customer satisfaction 

is also a performance lever for your employees. The DIY company Leroy 

Merlin thus integrates customer satisfaction into their remuneration. 

What about external communication? Can this approach be valorized in 

our immediate environment? Of course, the answer is yes. Measuring the 

satisfaction of your customers shows that you listen to them and hear 

them. Hearing your customers means understanding the measurement 

indicators and thus implementing actions to improve the experience of 

your customers, who will then boost your future results in a positive 

way. Do not hesitate to display your indicators on your communication 

platforms, your websites, your social media… from satisfaction to loyal-

ty to winning over new customers, the loop is complete!
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III. HOW TO MEASURE CUSTOMER
SATISFACTION?

1. Without customer monitoring, no measurement is 
possible.

In order to improve your business, it is essential for you to measure the 

satisfaction of your customers in order to identify areas for improve-

ment and not be afraid to take initiatives. As we explained previously, 

without customer feedback, no measurement is possible. The first major 

step is thus to deploy a customer monitoring strategy. The digital land-

scape and current technologies have made it possible to multiply the 

points of contact, which you must be able to use in order to facilitate 

the expression of your customers.    

This first part has already been the subject of a full eBook on collecting 

customer feedback. The idea here is to provide you with some food for 

thought. Generally speaking, it is important to differentiate the type of 

approach you use when dealing with feedback collection: the push strat-

egy and the pull strategy. 

The push strategy consists of soliciting the customer to give you feed-

back. This especially takes place after a purchase, when you ask for the 

opinion of customers regarding their purchase and/or consumption ex-

perience. For its part, the natural expression of the customer is a part 

of the pull strategy. The idea is to let your customers spontaneously 

express themselves through the listening channels that you put at their 

disposal. At Critizr, we recommend deploying a combination of these 

two complementary approaches. This will provide you with greater rep-

resentativeness and maximize the volume of evaluations which you col-

lect. Although some channels are used for one of the strategies, most of 

them can be adapted to both.
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Among the most interesting collection channels are e-mails, store loca-

tors (the web page of the sales point), social networks, mobile applica-

tions, as well as instant messengers (Messenger, WhatsApp, etc.). These 

digital channels are complementary to the more traditional formats, 

such as e-mail, for example.   

Should all customers be monitored?

In order to understand and identify your customers’ expectations, you 

shouldn’t limit your monitoring strategy to only a part of your customers. 

Most companies tend to favor their existing customers, which is very in-

tuitive. However, although by listening only to your existing customers, 

you will end up understanding their expectations, you will not necessar-

ily understand those of your non-customers, who are the people which 

you are looking to attract to your company. Ask yourself who the cus-

tomers of your competitors are and deploy a 360° monitoring strategy 

in order to find out why they are not your customers today. Who knows, 

you might be able to identify a totally untapped new market by monitor-

ing your non-customers. 

What about dissatisfied customers? Should they be monitored as well, 

despite the fact that they represent the “negative” aspects of your com-

pany? Yes, and they should even be focused on. Indeed, a dissatisfied 

customer who provides feedback, is heard and is answered to often be-

comes a satisfied customer. 

“ As long as your dissatisfied customers express 
themselves, you win. ” 

In fact, dissatisfied customers will be the ones who will give you the most 

leads for optimization, since if they complain, it is usually because they 

have identified a point of friction through their experience.
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For a better representation of your satisfaction measurement process, 

have this 360° vision (satisfied and dissatisfied customers, as well as 

non-customers) and don’t content yourself with only monitoring your 

most loyal customers. 

The concept of permission marketing

In a world with an overabundance of messages, it becomes very compli-

cated to get your customers’ attention. When you measure the satis-

faction of your customers, they give you some of their time, which is an 

extremely precious variable, since it is difficult to obtain. If you launch an 

intrusive marketing campaign to collect customer satisfaction data, it is 

unlikely that you will be able to keep their attention. On the other hand, 

permission marketing is an effective technique in this case. 

The idea is to ask for the authorization of the targeted people before 

sending them a message. Your customers thus volunteer to have you 

talk to them. You get their attention and most likely some of their time 

when they fill out your satisfaction surveys. The term “opt-in” is often as-

sociated with permission marketing, since it is closely linked to it. “Opt-

ing in” involves asking the permission of the targeted people to send 

them an e-mail or collect data about them. In order to measure the satis-

faction of your client base, do not hesitate to solicit the cooperation, not 

only of your opt-in, but also of your opt-out customers, who are those 

who are not opposed to receiving your messages, but who have not ex-

plicitly given their authorization either.
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2. The different types of measurement

There is no single way to measure the satisfaction of your customers. 

That said, some are more relevant than others. Your choice of method 

will depend on your objectives and resources. From ad hoc studies to 

continuous measurements, we will present everything here. 

Ad-hoc measurement
An ad hoc study is a study carried out at time T, made to order so as to 

obtain precise results allowing for the deployment of more adapted solu-

tions. The advantage of this type of measurement is that it is tailor-made 

on the basis of a particular problem, such as an event, for example. How-

ever, in measuring the satisfaction of your customers, this measurement 

will give you a fixed view, which is its main weakness. Once again, cus-

tomer satisfaction is an evolving concept which cannot simply be lim-

ited to a single measurement at time T. While your customers may be 

satisfied today, they will not necessarily be satisfied tomorrow. When it 

comes to allowing you to react effectively to dissatisfied customers, this 

type of measurement remains limited. 

Barometric measurement
This is a regular measurement of customer satisfaction. It makes it pos-

sible to measure changes in customer satisfaction over time and to eva-

luate the effectiveness of actions carried out from one survey to the 

other. This measurement can be repeated every quarter, every semes-

ter, etc. The choice of indicators related to your objectives and the ope-

rational implementation of this type of measurement requires special 

attention. Indeed, the comparison of the data will only be relevant if the 

measurement method remains stable over time. 

The satisfaction barometer provides a measurement of customer satis-

faction fixed in time, but more representative than an ad hoc measure-

ment.
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Continuous measurement

The last type of study possible in measuring customer satisfaction is this 

approach, which we recommend to all companies wishing to improve 

by measuring the satisfaction of their customers. Continuous meas-

urement offers a value added compared to the previous measurements 

and allows you to better understand “what pleases” or “what does not 

please” your customers in order to undertake improvement actions. 

The satisfaction questionnaire that you have completed will no longer be 

administered at time T, but can be completed at any time. Do your cus-

tomers really want to express themselves when you send them a ques-

tionnaire every six months? Here at Critizr, we believe that customers 

must be able to express themselves in as simple a manner as possible, 

and whenever they want to do so. Continuous measurement offers op-

timal reactivity. It allows you to follow the day-to-day changes in the sat-

isfaction of your customers, thus enabling you to implement corrective 

actions in real time. This type of method requires a flexible tool that can 

easily be integrated into your ecosystem. It is an undeniable advantage 

in a world where instantaneousness is increasingly the norm.

3. How to construct and structure a satisfaction 
questionnaire?

Whether ad hoc, barometric, or continuous, you have now defined the 

type of study that you will deploy in your environment in order to meas-

ure the satisfaction of your customers. Now, you have to build and struc-

ture your customer satisfaction questionnaire. This step must be taken 

in full knowledge of the different types of questions, scales of measure-

ment, and general good practices. The stakes are high, and you must be 

able to meet your starting objectives and problems in order to remove 

the brakes to customer expression, as well as any potential biases.
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Les différents formats de questionnement

La qualité des réponses que vous obtiendrez dépend, souvent, de la qual-

ité de la question ! Dans la construction de votre questionnaire, le choix 

des questions n’est donc pas anodin.

Les questions fermées offrent au répondant une ou plusieurs répons-

es possibles parmi des réponses préétablies. Pour que cette démarche 

soit pertinente, soyez sûr de connaître ou d’avoir identifié l’ensemble 

des possibilités. Cela vous permettra d’obtenir une réponse précise et 

immédiate. En revanche, les questions fermées ne permettent pas au 

répondant de s’exprimer complètement sur le contexte.

Il existe différents formats de questions fermées :

Deux modalités exclusives de réponse (exemple : oui ou non). Cela à 

l’avantage d’être simple, mais apporte peu de nuances à la réponse. Il est 

donc déconseillé de l’utiliser sur des questions faisant appel à un juge-

ment.

Ce type de question est très répandu et très pratique si vous souhait-

ez utiliser cette donnée dans votre segmentation marketing (exemple : 

statut marital). 

L’individu peut sélectionner plusieurs réponses parmi les modalités 

proposées. Cette méthode est réservée à certaines questions où le choix 

peut se porter vers plusieurs réponses à la fois.

Les questions fermées

Les questions à choix dichotomique

Les questions à choix multiples mais à réponse unique

Questions multi-dichotomiques
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The different question formats

The quality of the answers you will get depends often on the quality of 

the question you ask! When building your questionnaire, your choice of 

questions is therefore significant. 

Closed questions offer the respondent one or more possible answers 

among a series of pre-determined responses. In order to ensure that this 

method is relevant, make sure that you know and have identified all of 

the possibilities. This will allow you to get an accurate and immediate 

response. On the other hand, however, closed questions do not allow re-

spondents to express themselves fully on a topic. 

There are different types of closed questions:

These have two exclusive response modalities (e.g. yes or no). They have 

the advantage of being simple, but allow for few nuances to an answer. 

As such, it is not advisable to use them for questions involving judgment.

This type of question is very widespread and very useful if you would like 

to use this data in your marketing segmentation (e.g.: marital status).

 

The respondent can select several responses from among the proposed 

modalities. This method is reserved for certain questions in which a 

choice can be made for several answers at the same time.

Les questions fermées

Les questions à choix dichotomique

Les questions à choix multiples mais à réponse unique

Questions multi-dichotomiques
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Closed questions

Dichotomous choice questions
Yes

No

Answer 1

Answer 2

Answer 3

Multiple choice, single answer questions

Answer 1

Answer 2

Answer 3

Multi-dichotomous questions



Les questions ouvertes : utilité des verbatims

Ce format de question permet de créer un lien avec le répondant en re-

cueillant son avis de manière détaillée. En récupérant le verbatim, vous 

engagez un dialogue et pouvez créer une relation de proximité. Très com-

plémentaires aux questions fermées, les questions ouvertes permettent 

de faciliter l’expression client et de mieux comprendre certains résul-

tats. Dans un questionnaire de satisfaction, il est aujourd’hui nécessaire 

de donner la parole au client en posant une seule question ouverte afin 

de maximiser la longueur et la précision du verbatim.

En donnant au répondant l’opportunité de s’exprimer, sans cadre restric-

tif (excepté le nombre de caractères), vous allez lui permettre de s’im-

pliquer dans le questionnaire. Les verbatims collectés (commentaires 

en texte libre) auront été un minimum influencé et vous permettront 

d’obtenir un maximum d’informations et de détails. Ce sentiment d’être 

réellement écouté va mettre en confiance vos clients ! Ainsi, même après 

une expérience négative, les répondants auront tendance à formuler des 

recommandations constructives qui vous aideront à améliorer la satis-

faction de votre clientèle. 

À l’inverse des questions fermées, les réponses obtenues ne sont pas 

égales entre elles. Certains de vos clients auront plus de facilité à ex-

primer leur ressenti, leurs réponses seront plus claires et donc plus fac-

ilement exploitables. 
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Les questions ouvertes : utilité des verbatims

This question format makes it possible to create a link with a respondent 

by collecting his opinion in detail. By retrieving a verbatim response, you 

engage in a dialogue and can create a closer relationship. Open-ended 

questions are very complementary to closed questions, and facilitate 

customer expression in order to allow you to better understand cer-

tain results. In a satisfaction questionnaire, today it is necessary to allow 

customers to speak up by asking a single open-ended question in order 

to maximize the length and precision of the verbatim.

By giving the respondent the opportunity to express himself without a 

restrictive framework (apart from the number of characters), you will 

allow him to become involved in the questionnaire. The collected ver-

batims (free text comments) will have a minimum of biases and will al-

low you to obtain the maximum amount of information and details. This 

feeling of being really listened to will give your customers a feeling of 

trust! Thus, even after a negative experience, the respondents will have 

a tendency to make constructive recommendations, which will allow you 

to improve your customer satisfaction. 

Unlike closed questions, the answers you get will not be equal. Some of 

your customers will find it easier to express their feelings, thus their an-

swers will be clearer and more easily exploitable.

17

Open-ended questions: the utility of verbatim

Thank you for visited our company,
do you have any remark or suggestion ?

700 words max.



Les échelles de mesure

Les échelles de mesure permettent d’évaluer la satisfaction de vos cli-

ents à travers des attitudes ou des opinions. Elles permettent d’identifier 

un comportement, une croyance, une importance ou encore une inten-

tion… L’intégration de ces échelles de mesure au sein de votre question-

naire est une étape importante, car elle impacte directement la fiabilité 

des résultats. Le choix du type d’échelle dépend de vos objectifs.

Vous la connaissez très certainement, il s’agit de la plus connue dans le 

domaine des études. L’échelle de Likert est une échelle entre 5 et 7 mo-

dalités (une modalité est un choix). Il s’agit de mesurer le degré d’accord, 

d’intérêt ou d’approbation du répondant : de tout à fait d’accord à pas du 

tout d’accord. Si vous souhaitez ou non autoriser un choix neutre pour 

vos clients, l’échelle peut-être paire ou impaire.

Avec ce type de question, il faut faire attention à être objectif. Il s’agit 

d’une variable supposée métrique, il faut donc prouver la différence 

égale entre 2 modalités.

Échelle de Likert
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Les échelles de mesure

Measurement scales are used to assess the satisfaction of your custom-

ers through their attitudes or opinions. They make it possible to identify 

a behavior, a belief, an importance or even an intention. Integrating such 

scales into your questionnaire is an important step, as it directly impacts 

the reliability of your results. The choice of scale type depends on your 

objectives.

You have probably heard of it. It is the best-known scale for studies of 

this type. The Likert scale is a scale numbering between 5 and 7 modal-

ities (a modality is a choice). It involves the measurement of degrees of 

agreement, interest, or approval by the respondents: from strong disa-

greement to strong agreement. This scale can be either odd or even, de-

pending on whether or not you choose to include the option of a neutral 

choice for your respondents. 

It is important to remain objective with this type of question. Since this 

is a so-called metric variable, the difference between any 2 modalities 

should always remain equal.

Échelle de Likert
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Measurement scales

Likert scale

Strongly disagree

Disagree

Do not agree or disagree

Agree

Strongly agree



This is the generalization of the Likert scale. With it, it is no longer a de-

gree of agreement that you measure, but rather frequencies or evalua-

tions. For example: Very typical; 1 ; 2 ; 3 ; 4 ; 5 ; 6 ; 7 ; Not at all typical.

Osgood’s differential scale is a numerical scale of 5 to 7 degrees which 

allows you to see the perception of respondents with regard to two ad-

jectives having an opposite meaning (for example: available/unavailable). 

We speak of semantic support when each step is assigned an evaluation 

(excellent, good, average, passable, bad).

The modalities of this type of scale are represented by stylized faces 

(smiling faces scale) expressing a gradation. They provide a snapshot of 

a customer’s feelings, but remain very basic. These scales are interesting 

in some special cases, especially if you are dealing with children.

Échelle à support sémantique

Échelle différentielle sémantique

Échelle à support iconique
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Semantic support scale

Semantic differential scale

Useful Useless

Iconic support scale



Structuring a questionnaire: be clear, concise and precise!

The structuring of a satisfaction questionnaire should be seen as a fun-

nel, from the most generic questions to the most detailed, and from the 

simplest questions to the most complicated. 

First of all, the shorter your questionnaire, the higher your response 

rate. Don’t forget that satisfaction measurement is an integral part of 

the customer experience. Put yourself in the shoes of your customer… 

you had a great experience, but in the aftermath you are asked to com-

plete a tedious questionnaire that is several pages long. The impact on 

your overall experience will be terrible. Your customers are giving you 

some of their time, if you abuse this you will increase your drop-out rate.

“ Customers need simplicity to express
themselves. ” 

At Critizr, we recommend that you include a maximum of 5 questions 

to your satisfaction questionnaire, which should not take more than 5 

minutes for your respondent to complete. Your closed questions should 

enable you to capture the key moments of the purchase experience, be-

fore moving on to the verbatim to let the customers say what they want, 

and not what your company wants to hear. 

Secondly, questions that are too long or ambiguous are your enemy. Re-

member that you have to facilitate the expression of your customers in 

order for them to answer all the questions that you ask. How many of 

your customers answered some questions quickly, or even randomly, be-

cause they did not understand what you were asking them? Ask yourself 

if all your questions are really useful. It is not unusual to see many ques-

tionnaires with redundant questions.
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Don’t hesitate to synthesize your ideas! To facilitate the construction of 

your questionnaire, start from the principle that a question should only 

have one measure. Third, be specific with regard to your question for-

mat. For example, questions including measurement scales are particu-

larly suitable if your main objective is to manage your employees. They 

are generally more reliable (they have proved themselves over time), 

and allow for greater nuances in their answers (the Likert scale, for ex-

ample)! Don’t hesitate to pair an open question to your other question 

types. Customer verbatims are very useful for customer knowledge, but 

this requires semantic analysis, since information is more complicated 

to structure than notations.

Which indicators should be used when measuring
customer satisfaction?

The choice of indicators is intimately linked to the objectives behind the 

measurement of customer satisfaction. Want to know if your customers 

appreciated your product/service in order to improve it? Want to know 

if some of your current customers might recommend your brand/com-

pany? The answers to these questions are found in different measure-

ment indicators. As such, you should have a good knowledge of them. 

Let’s look at 5 indicators of customer satisfaction that will enable you to 

meet your objectives. 

Although this is the most basic measure of customer satisfaction, it is 

also one of the most used by companies, since it is simple and intuitive.

What is your level of satisfaction? Are you satisfied?

Customer Satisfaction Score
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Allows you to measure the satisfaction of your customers following a 

precise interaction with your company, such as after a purchase, for 

example. It is a versatile indicator, since the question asked can involve 

both the company in general, as well as a specific criteria of the purchas-

ing process (product, reception, waiting time, etc.).

Although the CSAT often requires a dichotomous question (“yes” or 

“no”) it can also be measured as an attitude (very satisfied, satisfied, etc.) 

or numerical scale (rating from 1 to 5 stars, for example). The CSAT is 

obtained by adding the positive responses (for example: “very satisfied” 

+ “satisfied” modalities) which are then divided by the total number of 

responses, before multiplying the whole by 100 to obtain a percentage. 

When measuring by criteria, this indicator is interesting to determine 

friction points in the customer experience, thus allowing you to act in 

consequence. 

The Net Promoter Score (NPS) measures the propensity of customers to 

recommend your products or brand.

Would you recommend Critizr to those around you? (friends, family)

The NPS is a very interesting indicator, as it allows you to identify who, 

among your current customers, are your brand promoters or ambassa-

dors (brand advocates), or detractors. 

Based on an attitude (very satisfied, satisfied, etc.) or numerical scale 

(ratings from 0 to 10), the NPS allows you to classify your respondents 

into 3 distinct categories:

Net Promoter Score
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LES DÉTRACTEURS

Ce sont les répondants ayant attribué une note allant de 0 à 6. Ils sont 

potentiellement dangereux pour votre entreprise, à l’heure des réseaux 

sociaux et du bouche à oreille  numérique. Déçus ou frustrés, ces clients 

ne manqueront pas de partager leur insatisfaction auprès de leur en-

tourage et plus. L’impact négatif sur votre image de marque peut-être 

considérable, mais leur identification grâce au NPS est une chance. Il est 

primordial de renouer le contact avec vos clients “détracteurs” alors 

n’hésitez pas à déployer des plans d’action et de suivi ciblés avant que 

leur pouvoir de nuisance ne soit trop important. À titre d’exemple, les 

magasins Nocibé, grâce au dispositif Critizr et la mesure du NPS, rappel-

lent par téléphone dans les 48h leurs clients détracteurs afin d’entendre 

et de comprendre leurs motifs d’insatisfaction et d’y apporter des solu-

tions.

LES PASSIFS

Ce sont les répondants ayant noté de 7 à 8. Même s’ils sont générale-

ment satisfaits de ce que vous leur proposez, ils sont encore loin d’être 

des promoteurs. Les risques d’infidélité vers des offres concurrentes 

reste encore important.

LES PROMOTEURS

Ce sont les répondants qui ont attribué une note de 9 ou 10. Véritables 

pépites, les promoteurs sont des clients fidèles et très enthousiaste. À 

tel point qu’ils agissent en véritables ambassadeurs de votre marque. La 

note pour être classifié dans cette catégorie est volontairement élevée 

afin de s’assurer que les clients soient de véritables fans incondition-

nels de vos produits ou de vos services. N’hésitez pas à agir sur ce seg-

ment de client afin d’élever leur voix et leur donner les moyens de vous 

recommander encore plus. Pour obtenir le NPS, il suffit de soustraire le 

pourcentage de promoteurs à celui des détracteurs. On obtient ainsi un 

score entre -100 et +100.
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THE DETRACTORS

These are the respondents who gave you a rating of between 0 to 6. They 

are potentially dangerous for your company, given their reach on social 

network and through digital word of mouth. Disappointed or frustrated, 

these customers will not fail to share their dissatisfaction with their 

surroundings, and even further afield. Their negative impact on your 

brand image may be considerable, but identifying them through NPS is 

an opportunity to remedy this. It is essential for you to reconnect with 

your “detractors.” Do not hesitate to deploy targeted action and mon-

itoring plans before their destructive influence becomes too great. For 

example, the Nocibé stores, thanks to the Critizr system and the NPS 

measurement, give a telephone call to their detractor customers within 

48 hours in order to hear about and understand the reasons for their 

dissatisfaction, and provide solutions to them.

THE PASSIVES

These are the respondents who gave you a rating of between 7 and 8. 

Although they are generally satisfied with your offering, they are still far 

from being promoters. The risks of infidelity from competing offers re-

mains important.

THE PROMOTERS

These are the respondents who gave you a rating of 9 or 10. True gold 

mines, promoters are loyal and very enthusiastic customers. In fact, they 

are so enthusiastic that they act as real ambassadors for your brand. The 

rating to be classified in this category is purposely high in order to ensure 

that these customers are real and unconditional fans of your products or 

services. Do not hesitate to act on this customer segment in order to 

help raise their profile and give them the means of recommending you 

even more. To obtain the NPS, just subtract the percentage of promoters 

from that of detractors. This thus gives you a score of between -100 and 

+100.
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Below 0, the recommendation intention of your respondents is very low. 

However, an NPS is considered as “good” when it is between +45 and 

+60. Spotify, for example, has an NPS of 46, and Nikon has a score of 65 

(NPS Benchmarks).

That said, the NPS remains an indicator that is fairly difficult to meas-

ure and interpret. Well-known to headquarters, the NPS is still used too 

little by teams in the field. And yet, each measurement indicator should 

be able to be used in the field, where the customers are. Communicating 

this indicator, which is very focused on the “customer experience” can 

improve the management of your teams internally. Ask yourself wheth-

er or not the efforts made by your company’s employees improve the 

customer experience and the level of recommendation? 

The Net Promoter Score has other limitations that need to be addressed. 

First of all, an NPS of 65 assigned to two different respondents does not 

mean that they will have the same level of recommendation. Secondly, 

when it comes to calculating the score itself, there is no distinction or 

weighting with regard to ratings from 0 to 6, even though the differ-

ence between them is very important. This means that the same score 

can be obtained several different ways, even though the conclusions to 

be drawn from them might not be the same.

The Customer Effort Score (CES) is an indicator that gives a critical look 

at what is called “customer enchantment.” To summarize the thought be-

hind this approach, the idea is that to retain customers, it is necessary 

to exceed their expectations. Three Americans, Matthew Dixon, Ka-

ren Freeman, and Nicholas Toman, have shaken up this approach. They 

started from the principle that customer loyalty (their intention to make 

more purchases) is rather explained by the low level of effort a custom-

er has to make, rather than by the fact that his expectations were ex-

ceeded (customer enchantment).

Customer Effort Score
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Thus, the question of the CES is essentially “What level of effort did you 

need to make in order for your request to be processed?” To answer 

this question, the customer can give a rating of 1 (for a low level of effort) 

to 5 (for a high level of effort). This is an interesting measurement, since 

the customer does not need to evaluate what he was offered as such, but 

rather his own level of effort. It also allows you to identify the sensitive 

points (points where significant efforts need to be made on the part of 

the customer) throughout the customer journey, and thus the key points 

that need to be optimized. 

This indicator should be measured immediately after a purchase in or-

der to ensure that the consumer remembers the efforts that he had to 

make. Continuous customer monitoring is thus even more relevant in 

these cases. The main limitation that can be highlighted is the fact that 

the CES measures the effort made by the respondent and does not cov-

er all actions initiated by a company to satisfy its customers. It is an in-

teresting indicator that should be used in complementary ways to other 

measures.

Like the NPS, the intention to re-purchase is very centered on the no-

tion of loyalty. This indicator reflects, in terms of percentage, the clear 

intention of a customer to deepen  his relationship with a company – or 

not. It thus expresses the experience felt with regard to your product/

service. The higher its value, the greater the confidence of the consumer, 

which can have ancillary benefits such as re-purchases (and sometimes 

even a higher value basket), and positive word-of-mouth. You should re-

member that customer loyalty seems to be very dependent on their level 

of confidence and satisfaction, two concepts that do not necessarily go 

together. Indeed, customer satisfaction is far from meaning an automatic 

re-purchase. It is thus an indicator which should be relativized and asso-

ciated with other indicators, such as those we have reviewed previously. 

Intention de ré-achat

25

Intention to re-purchase



Today, despite increases in the number of contact points thanks to digital 

technology, customers still lack confidence in brands/companies. 91% of 

dissatisfied customers do not take the time to give feedback to a com-

pany (Understanding Customer). Companies must be able to fully listen 

to their customers and show them all of the efforts that they make to 

satisfy them. It is from this observation that we at Critizr have deployed 

a new indicator specific to our solution: the Customer Relationship Rat-

ing. This rating is calculated on the basis of three criteria related to the 

company’s Customer Centricity:

The response rate to customer messages. Listening to customers is one 

thing, but it is important to create a climate conducive to exchanges by 

responding to feedback from customers. A customer will be more likely 

to express himself if he knows that the brand/company answers 95% of 

customer feedback.

The response time for these messages

The quality of the responses given

The first two criteria are not based on any declaration, but on observed 

performances. This is a measure that values the involvement of all em-

ployees and the company in general. For the third criterion, it is the cus-

tomer who rates the quality of your response and his satisfaction with 

regard to the consideration that you have given him.

La note de relation client
version Critizr
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QUID du Customer Orientation Score (COS®)

Le Customer Orientation Score® est un indicateur encore très récent 

dans l’univers de la relation client. Si ce score ne mesure pas directe-

ment la satisfaction des clients, il se focalise sur l’entreprise elle-même 

et son degré de Customer Centricity, c’est-à-dire sa capacité à plac-

er le client au coeur de ses préoccupations. Daniel Ray, concepteur du 

COS®, explique qu’il est important de vouloir transformer l’entreprise 

et déployer des outils et des KPIs, mais que finalement l’erreur est de 

se focaliser sur la mise en place de normes et de process qui dénaturent 

la relation client. Il parle notamment de « lobotomisation de la relation 

client ». À force de vouloir obtenir de bons résultats dans la mesure de 

la satisfaction client, les collaborateurs en arrivent parfois à perdre ce 

sens du client. Un constat paradoxal que même le management peut dif-

ficilement gérer. 

L’idée générale du COS® est d’évaluer le niveau de culture client. Mal-

gré tous les process déployés pour satisfaire vos clients, est-ce que les 

attitudes et comportements de vos collaborateurs reflètent une réelle 

préoccupation de vouloir satisfaire le client durablement ? Son diagnos-

tic permet de s’assurer que les collaborateurs privilégieront toujours la 

satisfaction client. Un indicateur qui peut être intéressant à analyser 

en amont de la mesure de la satisfaction client. Si votre niveau de cul-

ture client est élevé, vous devriez pouvoir satisfaire vos clients, car cela 

montre que vous les considérez et que vous les placez au centre de votre 

activité. 
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QUID of the Customer Orientation Score (COS®)

The Customer Orientation Score® is an indicator that is still very new in 

the world of customer relations. Although this rating does not directly 

measure customer satisfaction, it focuses on the company itself and on 

its level of Customer Centricity, namely its ability to place customers at 

the heart of its concerns. Daniel Day, the creator of the COS®, explains 

that although it is important to want to transform your company and de-

ploy both tools and KPIs, at the end of the day, focusing on the implemen-

tation of norms and processes that will distort the customer relation-

ship is a mistake. In particular, he talks about the “lobotomization of the 

customer relationship.” By wanting to achieve good results in customer 

satisfaction, employees sometimes lose their customer sense. This is a 

paradoxical observation that even management has difficulty managing. 

The overall idea of the COS® is to assess the level of customer culture. 

Despite all of the processes deployed to satisfy your customers, do the 

attitudes and behaviors of your employees reflect a real concern to sus-

tainably satisfy customers? Its diagnosis ensures that employees will 

always focus on customer satisfaction. This indicator can be interest-

ing to analyze upstream of the customer satisfaction measurement. If 

your level of customer culture is high, you should be able to satisfy your 

customers, because it shows that you take them into account and place 

them at the center of your business.
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CONCLUSION

In an increasingly competitive economic environment in which compa-

nies lose an average of half of their customers after five years, putting 

the customer back at the heart of your business is essential. Measuring 

the satisfaction of your customers is thus essential. 

By assessing the satisfaction of both your customers and non-custom-

ers, you will be able to identify their real needs and sources of dissat-

isfaction. This is valuable information that will allow you to give a new 

impetus to your offering or to optimize your customer experience, as 

well as implement corrective actions that will improve the overall satis-

faction of your customers and improve their level of satisfaction. 

“ The measurement of customer satisfaction 
helps a company to rethink its business, optimize 

its customer experience, and drive its internal 
teams to focus on Customer Centricity. ”

Although there is no single way to measure customer satisfaction, we at 

Critizr are convinced that customer satisfaction must be measured con-

tinuously. Listening to customers must be done on a day-to-day basis, 

and not on an ad hoc basis in the manner of ad hoc or barometric studies. 

For the most representative results possible, customers must be able to 

express themselves simply and whenever they want, through clear, con-

cise, and precise satisfaction questionnaires. Unfortunately, these tools 

are too often an impediment to customer expression, because they are 

either too long or not well-adapted to their needs.
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In order to get the most accurate picture possible of your customers’ lev-

el of satisfaction, you will need to integrate several additional indicators 

to meet your objectives. Among the most interesting measurement in-

dicators is the NPS, which measures your customers’ recommendation 

intention, the CSAT, which measures the overall satisfaction of respond-

ents with regard to your business, and the CES, which gives a critical 

look at “customer enchantment” through the level of customer effort 

and their intention to re-purchase. It is a good idea to add a couple of 

customer verbatims to these indicators in order to confirm or invalidate 

the conclusions and analyses which they draw. 

Don’t forget that customer satisfaction is a great resource for manage-

ment. Communicate your indicators to all of your employees, because 

it is a crosscutting project. Do not hesitate to democratize the use of 

certain indicators by the field teams, such as the NPS, for example. In 

this sense, you will valorize the work of your employees and will initi-

ate a virtuous circle around a strong customer culture. Do not forget 

to communicate externally as well: rich snippets, press relations, social 

networks, etc. 

Now that all of your employees have access to the right information 

and are grouped around the satisfaction of your customers, the hard-

est remains to be done: building an action plan. You can decide to act 

on your promoter customers, in order to cultivate their recommenda-

tions, or on the contrary, to act on your dissatisfied customers through 

contextualized and reactive marketing campaigns. Measuring your 

customers’ satisfaction will give you better customer knowledge that 

you will have to exploit to improve the experience of your customers, 

retain them, and win over new ones.
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