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Abstract - The objective of this study is to measure the level
of customer loyalty toward web hosting services of the case
study company in comparison with the level of loyalty
between customers with 3 years and 1 year in service with
the company. In this study, Net Promoter Score (NPS) is
utilized to measure the level of customer loyalty. The NPS
scores of the company are then compared with industry
standard of web hosting services. The standard is gathered
and conducted by Satmetric Inc.,, USA, a leading NPS
consulting firm. Customers were then classified with
customer grid into 6 groups according to their NPS scores.
There were 450 customers with this case study company
during 2009-2011, and 159 customers in 2011.

From the study, NPS score of 2009-2011 customers and
all customers are 5.27% and 4.48%, respectively, which are
higher than the Satmetric industry standard of 4%.
However, the NPS score of 2011 customers is lower than the
standard with only 2.38%. Classified by the customer grid,
it is found that 2009 - 2011 customers and 2011 customers
are the most populated group, and can be identified as
group B (passive customers) with high profitability. In
contrast, 2011 customers are mostly classified as group C
(promoter customers) with high profitability as well.

Keywords — The level of customer loyalty, Net Promoter
Score, the customer grid, promoter customers.
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