User Satisfaction Measurement with the Net Promoter Score (NPS) - a Critical Perspective on a Widespread Metric in Practice

In technology-driven industries, understanding user satisfaction is a central challenge for product teams, UX researchers, and business strategists alike. Among the various instruments available - from multi-item scales such as the System Usability Scale (SUS) or the Customer Satisfaction Score (CSAT) to behavioral analytics - the Net Promoter Score (NPS) has emerged as one of the most widely adopted metrics in practice. Introduced by Reichheld in 2003, it promises operational simplicity and a direct link to company growth through a single survey item measuring the likelihood to recommend. Despite its practical relevance and ubiquity in technology companies, NPS has attracted substantial criticism within the academic community. This presentation offers a comprehensive critical review of NPS, synthesizing empirical evidence from the existing research literature with findings from the author's own studies. The critique spans multiple dimensions, including psychometric shortcomings, the gap between stated intentions and actual behavior, susceptibility to measurement artifacts, non-response and cultural response biases, as well as broader concerns about the metric's validity as a predictor of business outcomes. Drawing on this combined body of evidence, the presentation concludes that the accumulation of methodological flaws renders NPS difficult to justify as a KPI from a scientific standpoint, and calls for its replacement with more robust instruments for user satisfaction measurement.
