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CSP Awareness and NPS Satisfaction Survey 

Executive Summary 

A total of 298 (5.16% out of 5786) respondents (legacy Constellation customers) completed the CSP survey over a one week period. 

Key Finding: CPower customers are not fully aware that CPower is their CSP.  
89% of the respondents recognize C-Power (46%) and Constellation (43%) as  
their current CSP.  In this survey ALL respondents are CPower customers, yet  
only 46% seem to understand this to be the case based on their response.   

Key Finding: While just over half of the respondents have a good impression of  
CPower, many “don’t know” what their impression of CPower is. 
Only 55% of the respondents have a mostly good to very good impression of C-Power while 84% had a mostly good to very good impression of 
Constellation. 
What these two data sets may indicate is that most people recognize Constellation as their service provider and have a positive opinion. Those that do not 
recognize Constellation as their CSP also generally have a positive opinion. Those that identify as C-Power customers are less likely to have as positive 
opinion of C-Power than they do of Constellation and those that do not identify as a C-Power customers are also less likely  to have as positive opinion of C-
Power as the will of Constellation.  

Key Finding: CPower’s NPS is low. 
The overall NPS score for CPower is -7. 

While this NPS score is rather low, and there are more detractors than  
promoters, the results are not indicative of a significant number of detractor  
responses (0-6). The number is primarily driven by a large number of passive  
responses (7-8). In 298 responses, 108 (36%) were passive responses (7-8). While  
28% were promoters and 36% were detractors.  

Respondents that identified as C-Power customers gave an overall higher NPS  
than respondents that identified as Constellation customers, which seem  
contradictory to the bullets in key findings however, this was driven by a clearly  
defined detractor vs promoter group and not large numbers of passives. 

Key Finding: The high number of passive customers (7-8 NPS) indicate an opportunity for CPower.  
These are the customers who are one the fence, whom we should be targeting and for whom a superior CX with CPower can turn them into promoters.   



This report covers the general findings and 

provides brief recommendations based on the CSP 

Awareness and NPS Satisfaction Survey conducted 

by Grownman Brand from June 8 to June 12, 2015. 

This is report is a summary and additional data and 

analysis is available for review upon request. 
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Summary
A total of 298 (5.16% out of 5786 total) respondents completed the CSP survey 
over a one week period. Of the sample groups, 206 completed an incentivized 
version of the survey while 92 completed a non-incentivized version of the 
survey. The incentive to complete survey was a $20.00 Starbucks gift card.  

In the survey sample set, New England (ISONE) was the largest representation 
of respondents (43%), followed by PJM (24%). ERCOT of Texas, NYISO of New 
York and CAISO of California made up 11%, 10% and 8% respectively. The 
remaining 3% of respondents made up the Mid-Content ISO or other*.

*	Total	of	99%	is	the	result	of	rounding	numbers	to	the	nearest	whole	number.
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Key Findings

**Based	on	the	Net	Promoter	Score	Community:	h@p://www.netpromoter.com/why-net-promoter/compare	

• Respondent results were not significantly positive, negative nor were their notable 
percentage of response differences in either of the respondent groups, incentive or 
non-incentive, in any of the questions.  

• ISONE and PJM represented nearly 70% of the respondents.  

• 89% of the respondents recognize CPower (46%) and Constellation (43%) as their 
current CSP. However, 73% of all respondents are very aware of Constellation, while 
only 48% of all respondents are very aware of CPower. This indicates that if a 
respondent is a Constellation customer, they are less likely to be aware of CPower, 
but if they identify as a CPower customer, they are likely to be aware of Constellation. 
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Key Findings
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• Only 55% of the respondents have a mostly good to very good impression of 

CPower while 84% had a mostly good to very good impression of Constellation. 

What these two data sets may indicate is that most people recognize Constellation 

as their service provider and have a positive opinion. Those that do not recognize 

Constellation as their CSP also generally have a positive opinion. Those that identify 

as CPower customers are less likely to have as positive opinion of CPower than they 

do of Constellation and those that do not identify as a CPower customers are also 

less likely to have as positive opinion of CPower as the will of Constellation.



Brand Identity and NPS
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The results of two questions regarding brand identity and NPS raise concerns on how people identify with CPower’s 
brand, show loyalty, and measure their satisfaction.  

•  In question four, “Based on your experience or what you have heard/read, what is your impression of the following CSPs,” more than 
half, (59%) had no opinion positive or negative.  

• The overall combined NPS score for all groups is -7.  

• While this NPS score is rather low, and there are more detractors than promoters, the results are not  
indicative of a significant number of detractor responses (0-6). The number is primarily driven by a large  
number of passive responses (7-8).  

• In 298 responses, 108 (36%) were passive responses (7-8). While 28% were promoters and 36% were  
detractors.  

• Respondents that identified as CPower customers gave an overall higher NPS than respondents that  
identified as Constellation customers, which seem contradictory to the bullets in key findings however, this was driven by a clearly 
defined detractor vs promoter group and not large numbers of passives.  
 
The concern with this NPS score and how it was calculated is that there is not a clear problem. In fact, most of the free text responses 
are generally positive. More than one-third of the respondents have a generally good attitude of their CSP, but are not very likely to 
recommend them. Combine this with the fact that more than 59% of no opinion of any of the named CSPs, and the results indicate a 
weak brand identity and customer disconnection or lack of loyalty. When customers are not generally loyal to the brand, there is no 
competitive advantage and the service can commoditize making customers vulnerable to competitors.  
When the NPS calculation is dissected further, 49 of 298 (16%) respondents indicated their likelihood to recommend their CSP as an 8 
of a possible 10. To put this in perspective, if this group increased their NSP score by 1 point, the overall NPS would go from -7 to a 
positive 10, which is in line with average NPS**.  

	 .	 *	Total	of	99%	is	the	result	of	rounding	numbers	to	the	nearest	whole	number.  
**Based	on	the	Net	Promoter	Score	Community:	h@p://www.netpromoter.com/why-net-promoter/compare	  



Recommendations 
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• Compile more survey data from additional ISO region to obtain a better balance of responses.  

• Benchmark and continue to measure NPS at a regular interval and segment NPS by ISO, customer 
type, length of customer lifecycle and brand identify (who is your CSP). This should be done at the 
end of the current season.  

• Build a solid brand awareness program and internal culture to build more solid identity amongst 
employees, customers, industry influencers and competitors. In other words: we must work to win 
over the passive customers and convert them into promoters by delivering a fabulous CX.   

• Identify customer pain points via NSP responses and look to reduce detractors by prioritizing issues 
and addressing.  

• Identify brand advocates (long term customers with an NPS of 10) amongst the customer database 
and work to make them brand spokespersons through content, webinars and social media. 



Appendix
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Data table of company awareness:



Appendix
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CSP Impression: Based on what your experience or 
have heard or read, what is your impression of the 
following CSPs? 



Appendix
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NPS Calculation:  
To calculate your company's NPS, take the percentage of customers who are Promoters (9,10) and 
subtract the percentage who are Detractors (0-6).  

(Passives (7,8) are part of the total of responses but are not part of the % of detractors nor promoters.) 

NPS Formula: 


