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Customer Satisfaction Index:
What’s Missing in Your Net Promoter Score?
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What were those touch points, and how did they individu-
ally, and in aggregate, drive a customer to be highly or 
poorly satisfied? What if the customer’s accumulation of 
events cannot be easily deciphered or pronounced, even 
by the customer herself? What if a customer’s sentiment 
toward any company is the specific result of a culmination 
of events in specific or non-specific order?

Truly understanding today’s customers requires a 
deeper study into behavior, sequence, and sentiment 
analysis. With this, we can better understand how a 
customer may arrive at her delight, and alternatively 
her discontent, with a company. To gain these insights, 
we apply what we at Teradata call “Customer Journey 
Analytics,” an evolutionary way to study and understand 
the customer journey and drivers of customer sentiment 
and satisfaction.

Customer Journey Analytics: A Day in 
the Life of a Customer

Customer Journey Analytics focuses on two major 
insights: sentiment analysis of text and sequence analysis 
of customer behaviors and events from multiple channels 
or touch points.

These two customer insight methods help to unveil the 
drivers of customer experience. They can be used to 
understand everything from customer purchases to 
customer churn, all while measuring customer satisfaction 
along the way.

Teradata has evolved the way we study the customer 
journey, integrating multiple customer events to build a 
composite sentiment score which yields a more accurate 
view into the day in the life of a customer. This type of 
customer behavioral analysis and sentiment analysis can 
help identify the motivations of promoters and detractors 
within any organization’s customer base. In other words, 
Customer Journey Analytics can provide insight into how 
a customer became a detractor before she responds to 
a survey, the traditional device by which Net Promoter 
Score is measured.

How it Works  
A customer’s delight or displeasure is often cultivated 
over time, across many different touch points. Let’s take 
an example of a telecommunications carrier. If a customer 
needs to resolve an issue with a carrier’s product or 
service, the resolution of this issue will certainly impact 
their perception of the company. First, this customer 
searches through the carrier’s web pages for general help 
and support for a product. When web searches don’t help 
alleviate the issue, she then calls customer service several 
times—in this case, resulting in no resolution. Finally, the 
customer makes an appointment to enter a retail center 
to attempt to resolve the issue. After several attempts 
through several channels, it’s easy to assume that this 
customer could be highly dissatisfied. In this example, you 
see how one issue resolution includes three channels and 
several touch points. 

A survey allows an organization to gain insight into a 
customer’s level of contentment or discontentment. 
Analysis over time may even reveal the drivers of general 
satisfaction—but how can a company understand the 
customer’s attitude towards the company as it is evolving? 
How can the enterprise actually measure a combination 
of events, as they are happening? And, further, how can 
they understand when a customer may be headed down a 
road of detraction before they respond to a survey? 

The company’s objective is not simply to view and track 
customer dissatisfaction to the point of detraction. Rather, 
it is to have the ability to intercept the customer and 

 

The company’s objective is not simply to 
view and track customer dissatisfaction to 
the point of detraction. Rather, it is to have 
the ability to intercept the customer and 
ensure a positive experience.

Net Promoter Score has long been the most common measure of customer satisfaction—and with good 
reason. It can be a simple means of assessing a customer’s aggregate sentiment toward a  company 
based on their interactions across multiple channels. While Net Promoter Score may serve a purpose 
helping companies begin to measure and monitor customer sentiment, at Teradata we provide the solution 
necessary to understand sentiment at a granular level over the entire customer journey.
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ensure a positive experience. Ideally, the company can 
then prevent detraction altogether. Eventually, when a 
survey is taken, the customer will identify as a satisfied 
customer and be included as a promoter.

Customer Journey Analytics enables users to study the 
behavior of customers and sequences of events to design 
customer treatments and operational improvements, 
ensuring the customer has the best experience possible. 

The next question is: how then can we study this over the 
course of a customer’s lifetime to better understand how 
several aspects and touch points influence the customer’s 
sentiment and experience, while it is happening?

Building the Customer Satisfaction 
Index with Teradata Aster

Aster allows companies to study multi-channel data 
within a single environment. For an organization 
attempting to study web behavior, retail behavior, 
customer transaction data, network data from 
smartphone usage, and other various ‘non-traditional’ 
data sources and structures, these efforts traditionally 
have been fraught with complexity. 

Using conventional methodologies, being able to analyze 
multiple channel touch points of the customer journey in 
concert can consume enormous resources, both in human 
capital, as well as infrastructure and analytical capabilities. 
Aster can integrate all of these data sets into one analytic 
environment. It also includes a library of over 100 pre-
packaged analytic functions to yield advanced insight into 
the customer, building a unique Customer Satisfaction 
Index (CSI) for each customer.

CSI on Aster Step 1: Flexible, Rapid Data 
Collection, and Integration
How does Aster turn this theory into mechanics? The 
first step is data sourcing and transformation. The 
difference? With Aster we source and transform data 
in a highly advanced way. And most importantly, these 
steps are rapid.

All customer touch-point data—both traditional 
transactional data from an Integrated Data Warehouse 
(think rows and columns) and non-traditional and 
emerging data structures (think of data that is not 
designed to fit into rows and columns)—are sourced and 
transformed into events and interactions to describe 
the everyday journey of a customer. This is one of the 
fundamentals of customer sentiment analysis—the ability 
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to integrate and store data that can reflect behavior and 
sentiment. Through the transformation and persisting 
of this data, it becomes an event- and sentiment-driven 
dynamic data model. 

Rapid deployment of advanced analytics in Aster does 
not require a persisted data model; discovery analytics 
often promote the use of temporary tables and data 
structures. However, to study multiple aspects of the 
customer’s journey and interaction, a persisted data 
model is necessary. Further, in order to ensure this 
persisted data model reflects everyday operations 
of customers’ engagements, a comprehensive data 
discovery engagement with heavy emphasis on business 
uses is recommended. This extends past traditional 
data model exercises and incorporates a data schema 
which closely reflects a thorough understanding of the 
customer’s journey.

This persisted data schema will support the rapid 
analytical functions of Aster that will ultimately serve as 
the building blocks for a CSI score. 

CSI on Aster Step 2: Analytical Methodology 
Once business rules have been established in a data 
model for Aster, its analytical functions can be applied 
to conduct behavior and event sequence analysis, as 
well as sentiment analysis gained from direct customer 
interactions. These insights then come together to provide 
one indicator on the customer’s overall experience.

Let’s continue to build on our example of multi-channel 
touch points for issue resolution in telecommunications. 
Another event could be driven off of CRM campaign offers 
and responses. An instance of customer behavior could be 
the usage of data on customers’ smart phones. Aster can 
incorporate graph capabilities for social network analysis 
to determine influencers of highly satisfied customers (and 
highly dissatisfied customers) based on calling patterns. 

Layering in several aspects of behavior and events, we 
can start to paint the picture of a customer’s interactions 
with the company in real time. By leveraging existing data 
and performing analysis in the Aster analytics accelerator, 
this process can be completed in days, or in some cases 
hours, with the appropriate subject matter experts. Users 
can quickly gain visibility into customer sentiment for 
immediate action.

The other key category of measurement is sentiment 
analysis. This leverages Aster’s suite of sentiment analysis 
functions on text or voice-to-text data. The ability to 
incorporate direct feedback from a customer allows 
issues to be flagged and addressed across the enterprise, 
leading to lower incidences of dissatisfaction and attrition. 

After data sourcing and modeling, Aster’s analytics use the 
persisted data to operationalize the insights. At this point, 
organizations determine which analytics are included in the 
overall customer profile. In fact, the number and types of 
analyses will vary from company to company, or even among 
organizations within an enterprise. Specific treatments of 
these analyses (for example, weighting with thresholds for 
variation) will also take place. The eventual result will be 
the tailored barometer of the customer’s experience and 
satisfaction—the Customer Satisfaction Index.

CSI on Aster Step 3: Deployment 
After Aster’s Customer Journey Analytics are applied, 
the Aster platform’s AppCenter technology enables 
the scoring so your new business objectives can be 
accomplished—not only by data scientists but also by 
business analysts.

Value of Customer 
Satisfaction Index

Incorporate all customer and product/service 
data across all touch points

Guided Development Interface (GDI) for 
web-based rule creation without any SQL

Leverage multiple analytic techniques 
under the hood with ease

Operationalize insights with simple template 
modification and execution in 

Teradata Aster AppCenter

Advanced analytics and insights 
through rapid deployment



The Aster AppCenter allows a business user to modify 
parameters for specific customer events within an easy-
to-navigate, web-based user interface. The user can 
run or schedule the analysis via the AppCenter, then 
explore high-level results from several pre-packaged 
visualizations. Alternatively, AppCenter can integrate with 
third-party business intelligence tools for more detailed 
analysis. It also has the ability to integrate with marketing 
and customer interaction systems to build marketing 
campaigns or customer support rules based on the 
results of the analysis.

How to Operationalize CSI 
in Your Company

Applying CSI in Customer Lifecycle  management 
(often considered the lead part of CRM and campaign 
management) is typically the top priority; however, 
with cross-channel analytics and insight, opportunities 
to implement operational improvements also present 

themselves. Not only do companies have the ability 
to save customers through standard methods and 
procedures designed within their churn management 
and campaign schedule, they also have a new view into 
channel operational touch points of the customers.

Each event in the CSI analytical review can be used to 
set triggers that help engage with a customer. Keeping 
with our telecommunications example, we may 
have a scoring rule that detracts from a customer’s 
score if the customer is passed to more than two 
representatives during a single support call. In this 
case, a business rule can be created where a customer 

High-Level Workflow of Customer Satisfaction Index

The ability to incorporate direct feedback from 
a customer allows issues to be flagged and 
addressed across the enterprise, leading to 
lower incidences of dissatisfaction and attrition.
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loyalty representative is prompted to follow up with 
the customer, apologize for the hassle, and issue a 
small credit to the account. The negative cycle is 
interrupted, and a new event may be triggered to add 
points back to the customer’s score.

Benefits of Teradata Aster CSI

The Teradata Aster CSI solution is integral to Customer 
Journey Analytics and essential for companies looking 
to prevent churn and improve loyalty. This dynamic 
approach can be run daily—or more frequently—to get 
an accurate picture of customer satisfaction in real-time, 
across all touch points.

Common data sources include customer’s web activities, 
call center notes, and product or service usage metrics. 
Rules can cross channels to spot complex paths. The 
solution provides both aggregate and granular results, 
making it easy to spot areas for operational improvement.

Your entire organization can take advantage of the 
solution. No programming knowledge is required, so 
business users can build their own rules or sets of rules 
and execute and explore scores. The solution is part of 
the Teradata Aster AppCenter, and the solution integrates 
with business intelligence, marketing applications, and 
CRM systems. 
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