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A growing literature shows that positive customer experience 
is essential for achieving customer satisfaction, word-of-
mouth communications, loyalty, and competitive advantage 
across the globe.

Net Promoter Score, a metric for measuring customer loyalty to help businesses scale what works, is increasingly 
being used and tracked. Besides measuring customer loyalty, Bain and company research shows that NPS scores 
predict between 20% and 60% of revenue or market share trends, depending on the company. Additionally, to be able 
to measure the effectiveness of interactions between the business and its customers at each touch point requires a 
measure that is simple to use and communicate to a variety of stakeholders, ranging from frontline staff to company 
directors and shareholders. NPS provides both rigor and simplicity.

Additional Net promoter research by NICE Satmetrix, the co-developer of Net Promoter Score, shows that companies 
with scores higher than their competitors grow faster and are more successful

The NPS has gained popularity in many industries not only because the measure is indeed simple to calculate, but it 
has face validity and intuitive appeal to managers and stakeholders, and it is a comparable metric which companies 
can (and often do) include in their reporting.

Despite businesses being clear on their own performance, establishing the industry benchmarks and who they are up 
against in providing the best customer experience remains unclear.

Stages of the customer journey vary by the type of business, sector, and product or service. Those who deliver 
customer experience and change in organizations, i.e. the frontline management, understand their own business, 
products/services and customers and should therefore be able to identify the key points where interactions between 
the business and the customer occur. NPS benchmarks also vary across industries, thus need sector context in 
measurement and evaluation/comparison.

Background

Ajua, in addition to providing a platform for integrated customer experience 
and loyalty in the country to measure and track NPS at each customer touch 
point, aims at providing industry and top brand Net Promoter Scores to help 
businesses make comparisons and set improvement goals.
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Objectives

To establish the 
Net Promoter Score 

benchmarks for various 
industries in Quarter 4, 

2020 and to compare the 
performance with that of 

previous periods

Identify the best 
performing companies 
within those industries 

in Quarter 4, 2020

Assess the impact 
of COVID-19 on 

customer experience 
across all industries

Is great customer service really worth the effort? 

The rewards of great service

81% of companies with strong capabilities 
and competencies for delivering an excellent 
customer experience are outperforming their 
competition.

The high cost of bad service

91% of customers will not do business with 
you a second time if you botch the first 
encounter.

Q4 '19 Q1 '20 Q2 '20 Q3 '20 Q4 '20

0

10

20

30

40

50

35

32

27 26

17

14

19

25

29

18

30

33

39

28

31

27

17

14

20

24

27

18

30
32

40

32

26

29

19 18

23 23

30

19

32

28

42

34

29
31

20
22

27
25

30

39 38

30

25

19

14

18

22

30

Alternative 
Energy

Mobile 
phone 
brands 

Renewable 
Energy

PharmaciesFood & 
Beverage

Mobile 
money

 lenders 

HealthcareInsuranceBankingTELCORetail/
Modern trade

Energy



Customer Loyalty Industry Benchmark Report Q4 2020 5

Surveys on 12 industry sectors:

Q4 '19 Q1 '20 Q2 '20 Q3 '20 Q4 '20
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Methodology

Brand level NPS only reported for brands with 
a significant market share. Where market share 
information is not available, reported brands are only 
those that had a significant level of response from the 
sample (n>50).

Generally, there was a decreasing trend was observed 
in the NPS for most industries.

TELCOs

Alternative 
energy

Renewable 
energy

Banking Mobile phone 
brands

Insurance Healthcare

Retail/
Modern trade

Mobile money
lenders

Food &
Beverage

Pharmacies Energy

1,000
Number of respondents for every 

industry drawn from Ajua’s audience 
of 250,000 – 4% Margin of Error at 

95% confidence Interval. Each sample 
was representative of the Kenyan 

general population in terms of age, 
gender and region

2020 NPS benchmarks by industry
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What is happening in these 
industries?

Who are the industry 
leaders?

And how has it changed in 2020?
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Telecom

Telecoms have continued to experience an increase in the use of 
their services as a result of reduced movement brought about by 
government restrictions during the pandemic. This has led to an 
increase in calls, SMS’s, data and most importantly mobile money. 
Cashless payments have become the preferred mode of payment with 
some establishments going as far as having no cash policies.

2020 in summary

Q3 NPS

31
Q4 NPS

27
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“The increase of low contact services as a result of the pandemic has led to an increase of mobile money payments.”

Telecoms in Kenya ended 2020 on a high note after recording the best customer experience in Quarter 4. Although 
the NPS score dropped slightly in Q2 of 2020 due to adjustments brought about by the pandemic, there was great 
improvement in service in Q3 of 2020 and as a result customer experience improved from 26 to 31.  The industry NPS 
generally remained consistent in 2020 despite the effects of the COVID-19 pandemic.

Safaricom customers enjoyed free transactions, great 
offers and cheaper rates. Speaking on transactions, one 
customer shared: “The amount charged to transfer cash 
from one person to another was reduced. There were more 
valuable and great offers which made me love the network 
more.” Speaking on offers, another customer added: “I 
liked the free offers that helped  us call our relatives and 
families through video call.” In addition, they also gave 
positive feedback on Safaricom’s online services, great 
offers on internet bundles and improved internet 
speeds on home fibre internet. Safaricom’s customers 
also reported better network strength, consistent 
sensitization on COVID-19, a high appreciation for 
Bonga points and ability to make multiple Okoa Jahazi 
requests.

Airtel customers particularly commended the free 
money transfers, enhanced offers on calls, internet 
bundles and improved network strengths. A happy  
Airtel customer remarked: “At least their charges on calls 
were cheaper. Sending money to the same network was 
free. They reduced all call and data rates and improved the 
network speed generally.“ Telkom customers particularly 
liked the free bundles, cheaper rates and awareness 
creation on COVID-19.

“The amount charged 
to transfer cash from 
one person to another 
was reduced, there were 
more valuable and great 
offers which made me 
love the network more.”
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W H A T  H A P P E N E D  I N  Q 4  O F  2 0 2 0 ?

I N D U S T R Y  S C O R E :  2 7

Telkom reported the best customer experience in 
Q4 2020 and was the most improved brand with an 
NPS of 35. Telkom customers were delighted by their 
cheap bundles and low call rates. A notable area of 
improvement for Telkom is their network coverage. 
One customer said: “Their network coverage is not as wide 
as expected. Some areas it’s 3G. Others it’s 4G, and I am 
located in the 3G area so network is poor, as much as I want 
to use it.”

Safaricom followed closely with an NPS of 28. 
Safaricom’s customers recommended the brand for 
its good network coverage, great network speeds and 
excellent internet speeds. They particularly appreciated 
their excellent mobile money services, reliable service 
and good customer service.  Customers however do not 
like the high cost associated with the service.

Airtel customers mainly recommended the brand for 
their affordable data bundles, lower call rates and 
numerous offers. Their customers however have also 
challenged them to work on their network coverage.

mentioned that they would like to increase the limits on 
T-Kash mobile money transactions for their business.

Safaricom customers would also like an extension on 
the free transactions on M-Pesa. In addition, customers 
also hope for more promotions and offers as well as 
better value for their Bonga points. One customer 
shared:  “I expect Safaricom to come up with other offers 
that encourage customers to use their service.  Otherwise 
customers will be using Safaricom for MPESA services while 
using other operators for making calls.“ Airtel customers 
are also looking forward to the introduction of home 
fibre. 

In 2021...

Customers in this industry are looking forward to 
more efficient customer service, more sensitization 
on COVID-19 and enhanced network connectivity 
especially in rural areas. Speaking on Airtel’s network 
coverage, one customer said: “My expectation is that 
2021, let it be the year they make some improvement in 
their network since it’s the only problem.” 

Customers expect better internet speeds,  lower call 
and internet rates and the introduction of the 5G 
network. Speaking on what they needed most, one  
Telkom customer shared: “Improvement in the 3G and 4G 
networks in the rural regions.” Another Telkom customer 

What are the main drivers of customer 
experience in Telecoms?

12%Customer service

12%Speed/efficiency

8%Bundles and internet

7%Products and offers

5%Mobile money

4%Reliability

3%Convenience

2%Accessibility

2%Availability

Network 31%

14%Rates
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Retail chains have also begun to go digital with companies like 
Carrefour recently launching virtual shopping apps that allow 
customers to shop and have products delivered to their houses. 
This is due to people being uncomfortable getting into crowded 
supermarkets and would prefer to use an online shopping alternative. 
Companies also reported that they have experienced a significant 
increase in online shopping since the beginning of the pandemic.

2020 in summary

Retail/Modern trade
Q3 NPS

28
Q4 NPS

32
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The retail/modern trade industry experienced a decreasing trend in NPS scores from Q1 to Q3 with an increase 
occurring  in Q4 2020. The same observations were made for individual brands. 

Customers were asked what they love most about the service they received from their favorite supermarket. Some 
of the notable responses received were; strict observance of COVID 19 guidelines: “They were very cautious about 
the social distance and they truly follow COVID-19 rules”, with others reinforcing this point: “I liked how they embraced 
measures to prevent the spread of COVID-19. They ensured that there was social distancing by putting markers. Availability 
of sanitizers was also on point. Also, they ensured our masks are worn correctly.” Another customer spoke about lower 
prices on commodities: “They had a lot of offers and reduced the price of their commodities by a certain percentage.” The 
introduction of online shopping and home delivery service was also a welcome addition: “They provided the online 
shopping and delivering service.”  Faster service at cashier desks, cashless payments and free masks and sanitizers were 
also mentioned as other favourites.

The retail/modern trade 
industry experienced 
a decreasing trend in 
NPS scores from Q1 to 
Q3 with an increase 
occurring in Q4 2020. 
The same observations 
were made for individual 
brands. 
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W H A T  H A P P E N E D  I N  Q 4  O F  2 0 2 0 ?

I N D U S T R Y  S C O R E :  3 2

The industry’s score improved from 28 in Q3 2020 to 
32 in Q4 2020.

Carrefour had the best NPS. Customers gave high 
scores for great customer service, quality goods, 
variety, fair prices and great offers: “It has a lot of quality 
things and affordable.” “Their customer service is really 
good.“ “It has the best customer service, has good pricing 
on goods, and is located at a prime location near the 
residence.“

Naivas scored the second best NPS and was applauded 
for friendlier prices, good customer service, easy 
accessibility, friendly staff, product variety, good quality 
products and availability of products: “The customer 
service is awesome; the packaging of goods is also great, 
and their goods have no dust.” “Its products are cheaper 
compared to other supermarkets.”

“I expect a full online shopping and delivery system.” – A 
Quickmart customer
“Good customer relations, including being issued with 
Naivas card to earn points.” – A Naivas customer

“I would want to experience the best quality service such 
that when I think of shopping, I know where I want to go.” – 
A Quickmart customeR

“I expect them to have found a solution to the MPESA 
payments delays.” – A Carrefour customer

Customers also mentioned that they would like to 
have a channel where they could share feedback. One 
customer said; “To continue to serve well and provide a 
suggestion box, where the customer can express themselves 

In 2021...

Customers have expectations of better online and 
delivery service, more offers and discounts on 
goods, great ambience, good shelf arrangement, a 
reward system for frequent customers as well as a 
larger variety of goods. Friendlier staff, expansion of 
supermarkets, faster service, more cashiers to ease 
congestion and reduce queuing time, observance of 
COVID-19 guidelines, easy identification of items 
on shelves and better customer service were other 
expectations customers shared. 

A few customers gave their suggestions on what they 
expected from the modern trade sector:

“More smiles and more customer interactions from their 
workers.”  

What are the main drivers of customer 
experience in Modern Trade?

12%Products/variety

12%Quality

5%Convenience/Accessibility

4%Discounts/Offers

4%Speed/Efficiency

2%Staff

1%Reliability

1%Hygiene/Shelf arrangement

1%Availability

Price 30%

28%Customer service
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Mobile money lenders

The mobile money lending industry is one of the hardest hit by 
the pandemic. As shown by the data, the industry score has been 
consistently decreasing since Q1 of 2020. To understand what led 
to this trend, 1000 customers were asked what they liked about the 
service they received from their favorite mobile lenders in 2020.

2020 in summary

Q3 NPS

20
Q4 NPS

19
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M-Shwari customers mentioned extended repayment durations, no penalties after late repayment, lower interest 
rates on loans, continuous lending of money, fast processing of loans and consistent service as their reasons for liking 
the service. The M-Shwari NPS score was also consistent throughout the year. Some customers had the following to 
say: “Very convenient. No interest rollover in case of late payment. They never had to put anyone on CRB and on top of it, they 
even gave discounts to their customers if they paid their loans within a specified period of time.” “Despite the challenges of the 
COVID-19 pandemic, M-Shwari still gives loan to their clients.” “Their services remained unchanged.”

“Very convenient, no 
interest rollover in case 
of late payment,they 
never had to put anyone 
on CRB and on top of it, 
they even gave discounts 
on their customers if 
they paid their loans 
within a specified period 
of time.”

In 2021...

Customers are looking forward to higher loan limits, 
reliable service, more favorable repayment periods and 
lower interest rates. One customer said: “I expect them 
to keep giving us quality services and increase our loan 
limits.” Another customer remarked: “They should be 
more friendly like the way they were in 2020.” 

KCB M-PESA customers loved the longer repayment 
periods, lower interest rates on loans, lack of penalties 
on late repayment, continuous lending of money 
despite the effects of the pandemic, fast processing of 
loans, accessibility and reliable service: “They were very 
considerate, since they relieved us of the burden of interest 
and a long payment term.” “They continued giving me loans 
even though I had lost a job and they gave me a long period 
to repay the loan.”
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W H A T  H A P P E N E D  I N  Q 4  O F  2 0 2 0 ?

I N D U S T R Y  S C O R E :  2 6

The industry score decreased from 27 in Q3 2020 to 26 
in Q4 2020.

M-Shwari had the best customer experience in the 
industry with an NPS of 26. Customers gave high 
scores for low interest rates, consistent service, long 
repayment periods, faster processing of loans, growth 
of loan limits and easy accessibility. Customers also 
noted that they do not harass customers due to failure 
to repay loans on time: “They charge the lowest interest 
rates. Their repayment period is 30 days, of which you can 
repay and get an instant loan again.” “When in need of cash, 
you can rely on M-Shwari.”  “M-Shwari has low interest 
rates with manageable repayment plans. If one fails to 
repay the loan, it is rolled over and not threatened with CRB 
listing.”

KCB M-PESA had the second best NPS. Customers 
liked the low interest rates, favorable repayment 
period, speedy processing of loans, high loan limits and 
friendly terms and conditions. “They never call me to 
remind me that I need to pay the money. Because I already 
know I have a debt, I pay as soon as I can.” “The interest 
rates are low, and they have a three month grace period for 
defaulters.” 

KCB M-PESA customers are looking forward to 
lower interest rates, increased loan limits, favorable 
repayment periods and better customer experience. 
A customer commented: “Lower interest based on the 
repayment duration, for example: if I repay the loan in a 
space of, say, 10 days, just like M-Shwari does.” 

Tala customers were also pleased about the extended 
repayment periods and low interest rates. However, 
they noted that the service was not reliable since the 
lender stopped giving loans until late 2020. Customers 
expect more reliable service, higher loan limits, lower 
interest rates, lenient repayment periods, faster 
processing of loans, better customer relationship and 
better marketing from the company in 2021.

Branch customers liked the extended repayment 
period, lower interest rates and issuance of multiple 
loans. “I liked the extended loan repayment period and 
reduced interest rate by 2%.” ”They lent me money twice 
without payment and I also received very low interest 
specifically due to COVID-19.”  Customers would have 

been more pleased if the loans were processed faster 
and if the lender was more lenient with defaulters 
considering the economic situation. Going into 2021, 
Branch customers look forward to great improvement 
in customer service, faster processing of loans, higher 
loan limits, lower interest rates, flexible payment terms, 
offline borrowing services and better communication. 
One customer said: “I am expecting the interest on loans 
to remain the same, loan limit to increase and additional 
perks or discounts on early payment of loans like free 
airtime.”

Fuliza customers were impressed by the fast processing 
of loans, easy access to loans and reliable service. 
Customers expect that the interest rates will be revised 
from daily accrued interest to a fixed interest charged 
monthly and more favorable repayment periods. 
A customer says: “Should stop with the daily interest 
accrued by the loan given...they should impose a fixed 
interest.” Another customer says: “Increase in loan limits 
and reduction in interest on their loans from daily charges 
to either weekly or monthly charges.”

What are the main drivers of customer 
experience among mobile money
lenders?

13%Speed/Efficiency

9%Convenience

7%Accessibility/Availability

6%Reliability

5%Loan limit

5%Customer service

1%Terms & conditions

1%Fines/Penalties

Interest rates 34%

18%Repayment period
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Food & Beverage

The food and beverage industry was greatly affected by the COVID-19 
pandemic. Despite this, there was continuous improvement in the 
NPS from Q2 2020 through Q4 2020. There was only a slight drop in 
the NPS in Q2 2020 as businesses in this industry were adjusting to 
the new normal. The industry was also among the few industries that 
showed improvement in the level of customer experience throughout 
the year. Customers embraced the new normal with gratitude.

2020 in summary

Q3 NPS

24
Q4 NPS

25
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1000 customers were asked what they loved about the service they got from their favorite food and beverage store 
in 2020. Majority of the customers mentioned: strict observance of COVID-19 guidelines, better hygiene, improved 
door-to-door delivery services which made their work easier, easier methods of payment, fair prices, efficient 
takeaway services, more organized service in food and beverage outlets, better seating arrangement, timely deliveries 
and better packaging. Sample comments: “They went digital and therefore you would order the chicken online and it is 
delivered to you promptly.” “Home delivery was the best service.” “Method of payment was simplified and easy order.” “Java 
followed the COVID-19 measures strictly, including social distancing.“

There was only a 
slight drop in the 
NPS in Q2 2020 
as businesses in 
this industry were 
adjusting to the new 
normal. Customers 
embraced the 
new normal with 
gratitude. 
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W H A T  H A P P E N E D  I N  Q 4  O F  2 0 2 0 ?

I N D U S T R Y  S C O R E :  2 5

The industry score improved from 24 in Q3 2020 to 25 
in Q4 2020.

KFC had the best level of customer experience and 
was promoted for: great customer service, high levels 
of hygiene, great ambience and delicious food. Sample 
comments: “Their services were top notch! Also, the place 
is cool. Hygiene guaranteed.” “Their food is always on point 
and delicious. And their services are great.“

Java House had the second best NPS and was rewarded 
for: exceptional customer service,  fast service, 
delicious food, hygiene and fair prices: “Prices of food/
beverages are customer friendly. Food and beverages are 
of standard. Services to clients are faster and they are 
welcoming.” “It is the best outlet that you can eat at and 
relax...everything is awesome.” 

Chicken Inn was promoted for: good customer care, 
delicious food, great ambience, fast service and good 
hygiene. “The environment is lively and cool. The view 
is also interesting.” “They have tasty chicken plus fast at 
serving their clients.”

In 2021...

Customers would love to see more efficient deliveries, 
delivery services in rural and semi-rural areas, more 
space in outlets to accommodate more customers, 
better advertising to encourage customers to order 
online, faster service, better customer service, more 
variety on menus and better food quantities.

They also expect that the service standards set in 2020 
will be maintained and scaled to the next level and the 
prices will not be hiked.

Sample comments: “I expect them to improve on time 
taken to deliver food ordered via WhatsApp.” “I expect them 
to introduce food delivery.” “I believe that they will keep up 
with their service and maybe increase the number of their 
workers to speed up their services.” “They improve their 
portions to the delivery customers.”

What are the main drivers of customer 
experience in Food & Beverage?

11%Quality

7%Speed/efficiency

7%Price

5%Hygiene

1%Staff

1%COVID-19

Customer service 37%

28%Food & drinks
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Majority of the customers preferred to visit pharmacies rather than 
hospitals due to fear of contracting COVID-19. This was especially 
evident in pharmacies found close to or within residential areas that 
receive high traffic. Pharmacies, like most other industries, also went 
digital as a result of the pandemic.

Hospitality was the highlight of customer interactions with their 
pharmacies in 2020.  Pharmacies gave out free masks and sanitizers, 
lowered their prices, gave customers advice on how to protect 
themselves from COVID-19, ensured drugs were available throughout 
and improved hygiene and overall customer service. The following are 
some of the customer comments about what they liked most at their 
pharmacy.

Pharmacies

2020 in summary

Q3 NPS

27
Q4 NPS

29
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“They were always strict on the rules of keeping social and physical distance. And always advised people to wear masks. They 
also lowered the prices.”

“Medicines were available throughout at affordable prices.“

“Social distancing has been considered and hand sanitizing, and free masks have been given to customers and patients.....also 
giving after sale service guidance on the things to do to avoid contracting and spreading of the virus.” 

“Online booking and delivery of drugs.”

“Hygiene was improved and also customer service leveled up so no more taking queues.”

Customers gave 
pharmacies high 
scores due to their 
great customer service, 
quality drugs, adherence 
to COVID 19 guidelines, 
availability of drugs, 
good hygiene, highly 
qualified personnel and 
transparency.

In 2021...

Customers hope that the quality of service given in 
2020 will be maintained and scaled in 2021. Customers 
are looking forward to better online and home delivery 
services to reduce congestion in pharmacies, more 
pharmacists to speed up service, spacious pharmacies 
and automatic sanitizers and hand washing machines.  
A few customers gave the following suggestions: “To 
come up with a mobile app where someone can order 
medicine online and get it delivered.”

“Reduce physical contact with customers by introducing 
online purchase and delivery of drugs.”

“Create a website to allow more customer conversations 
with the pharmacists.“

“They should keep up the spirit of customer friendliness 
and also implement wearing of gloves when handling their 
clients.” 

“To put up an online platform where you can inquire about 
availability of medications without necessarily having to be 
there physically.“

W H A T  H A P P E N E D  I N  Q 4  O F  2 0 2 0 ?

I N D U S T R Y  S C O R E :  2 9

The industry score improved from 27 in Q3 2020 to 29 
in Q4 2020

Customers gave pharmacies high scores due to their 
great customer service, quality drugs, adherence 
to COVID-19 guidelines, availability of drugs, good 
hygiene, highly qualified personnel and transparency. A 
happy customer said: “He’s very clean. Before he gives you 
meds, he asks how you feel. He doesn’t just give you meds 
randomly.  He expounds on the side effects and when you 
don’t have enough cash, he gives you an alternative option 
of which he’ll inform you if it’s generic or not. Transparency.”

What are the main drivers of customer 
experience in pharmacies?

13%Price

9%Quality

8%Staff

5%Speed/Efficiency

4%Availability

2%Hygiene

2%Prescription

1%Accessibility

1%Convenience

1%COVID-19

Customer service 32%

20%Drugs
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Energy

The energy industry recorded a steadily decreasing overall NPS score 
throughout the year 2020. The energy sector has been significantly 
affected by the pandemic. Fluctuations of fuel prices caused by both 
global availability of crude oil and government directives may have 
played a part in the industry’s overall score.

2020 in summary

Q3 NPS

39
Q4 NPS

35
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Customers were asked what they loved most about their favourite petrol station.  Among the responses given, 
customers mentioned cashless payments, strict observance of COVID-19 guidelines, free masks and sanitizers and 
faster service as some of their favourite features. Better prices and offers, online services and constant supply of fuel 
were answers that were also given.  

“Well, they really observed the regulations like ensuring we sanitized on arrival and had our masks on,” a Total customer 
said. “They ensured faster service to their customer by increasing their workers despite the keep distance rule,” another Total 
customer mentioned. “They had better prices and better offers,” a Shell customer shared.

Most customers preferred cashless payments and hoped that the cashless payments would be more widely used and 
accepted going forward. One customer said: “Complete cashless payment would have been better, but it was optional.” 
Another customer remarked: “We should go cashless for good and introduce smart pay.” Another customer agreed with 
this sentiment saying: “With digitalization, everything is faster and prompt to clients.”

Most customers 
preferred cashless 
payments and 
hoped that the 
cashless payments 
would be more 
widely used and 
accepted going 
forward.
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The industry NPS score was 35.

Shell recorded the highest NPS in the energy sector 
with 45. Customers gave high scores for: friendly 
service, easy accessibility, friendly staff, high quality 
fuel and products and great after sale service. Sample 
comments: “Their petrol is of good quality... And they 
have good customer relations. Their fuel products are 
incomparable. The best.” “Shell offers the best car services 
and is very customer friendly,. The fuel is always clean.” 
“The employees are very social and friendly. They serve 
their clients well. They give extra services like cleaning the 
car screens.” 

Total had the second-best NPS score in the energy 
sector and was lauded for: quality products and fuel, 
good customer service,  easy accessibility, fast service,  
friendly attendants and good after sale services.
“They are well-organized and customer-oriented. Any 
customer visiting them will not be disappointed but rather 
satisfied.”

In 2021...

Some of the recommendations made by customers 
were online booking services, sanitization booths, 
computerized equipment to avoid touching and self-
service fuel points. Customers also hoped for offers 
and discounts on products such as oil, home delivery 
services for lubricants, customer loyalty cards and 
ample parking space in petrol stations. They hope these 
recommendations will be considered in 2021 alongside 
more efficient customer service. 

Customers applauded the quality of service received 
and hope that it will be maintained and scaled in 2021.

A few customers gave their suggestions on the changes 
they would like to see: 
“The machine should be automatic to allow self-service. “

“Offering or delivering services at home, like oil changing.“

“Introduction of self-service booths.”

“They should ensure their cards are usable in all their 
stations. At least to enroll for points.”

“Expansion of stations to allow social distancing.”

“I would wish for expansive penetration to the rural areas.”

What are the main drivers of customer 
experience in Energy?

18%Quality

12%Price

5%Speed/Efficiency

3%Reliability

2%Accessibility

2%Availability

1%Staff

1%Convenience

Customer service 37%

19%Products
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Alternative energy

The industry score consistently improved in 2020 despite the effects 
of the COVID-19 pandemic. The individual scores of the brands also 
improved throughout 2020.

2020 in summary

Q3 NPS

32
Q4 NPS

33
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The industry score in Q4 2020 was 33.

Chloride Exide had the best customer experience with an NPS of 37. Customers gave high scores for durability and 
low maintenance costs. Customers had the following to say: “It lasts longer compared to other batteries.“ “They last longer 
and don’t need frequent servicing.“ “Takes a long while before we replace it. Low maintenance. Affordable.”

AutoXpress was rewarded for durability and affordability.

Durability continues to be the main driver of customer experience in this industry.

What are the main drivers of customer 
experience in Alternative Energy?

9%Price

7%Customer service

5%Reliability

1%Maintenance

1%Efficiency

1%Availability

1%Warranty

1%Speed/Efficiency

Durability 63%

10%Quality
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Renewable energy

The industry NPS for Renewable Energy was generally consistent 
throughout 2020. Solar power continues to increase in popularity due 
to Kenyans moving away from sole reliance on Kenya Power. Despite 
government intentions to regulate the sector, solar power is on the 
rise and this has pushed KPLC to consider entry into the sector.

2020 in summary

Q3 NPS

18
Q4 NPS

18
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M-Kopa Solar had the best NPS Score in Q4 2020 and was also the most improved brand. Customers applauded 
M-Kopa Solar for its affordability, convenience and bright lighting: “They save time. They are bright. They can be used 
in a remote areas.” Durability: “The solar panel can collect a lot of power and the battery is strong”, and flexible payment 
arrangements. 

One customer said: “For the period that I have interacted with Mkopa solar, it’s the best in terms of its quality and 
performance is good.” 

Dlight Solar was lauded for its affordability, bright lighting,  good customer service, flexible payment arrangements 
and efficient solar that works even with minimal sunlight. “Their lighting system is very bright. They have very reliable 
and good customer care services. Easily available. Easy to connect and use.” Another customer simply said: “Dlight solar is 
sustainable and reliable at all times.” 

Customers gave Chloride Exide Solar high scores for durability, affordability and reliability: “Long lasting, durable and 
stronger than others.” Another customer echoed these sentiments: “I have used them for 3 years now and it is good... 
Lasting solar and battery.“

What are the main drivers of customer 
experience in Renewable Energy?

10%Payments

9%Reliability

8%Convenience

7%Customer service

6%Lighting

1%Accessibility

1%Maintenance

Durability/Efficiency 30%

28%Price

NPS Score
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Banking

In 2020, the banking sector’s digital readiness was put to test. Majority 
of the banks focused on improving their digital platforms to improve 
their customer experience. Kenyan customers are increasingly 
favouring online services in the banking sector, particularly mobile 
and internet banking. This has increased convenience to customers, 
allowing them to make cashless payments and reduce contact and 
time spent in banking halls.

2020 in summary

Q3 NPS

27
Q4 NPS

26
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KCB customers enjoyed the bank’s free digital transactions, consistent service, adherence to COVID-19 guidelines, 
easy access to loans and lenient repayment terms. They also found KCB’s mobile banking service to be reliable and 
efficient. One customer shared: “I liked the mobile banking services they provided because most transactions didn’t’ require 
me to go to the bank during this period.“ Many other customers commented on their great online customer care service. 
One customer mentioned: “They were very vigilant in terms of keeping the COVID-19 measures, even in the ATM machines.“ 
KCB customers were also delighted by constant communication about their services, awareness against conmen and 
sensitization on COVID-19.

Kenyan consumers expectations for 2021 in 
banking

Customers have great expectations for KCB in 2021. 
They look forward to continued customer friendly 
service,  improved digital banking, quicker service 
provision and more tellers in banking halls. They would 
also like to get easier access to loans, constant timely 
communication and better customer service. One 
customer said: “I expect a 21st-century banking system. 
Virtual banking hall”. “I expect KCB to take the quality of 
service to another level,” another added.

Equity Bank’s customers were impressed with the 
paperless transactions, extension of loan repayment 
period and free mobile banking transactions. Many 
reported improved online services. One customer 
shared the following remark concerning their efficient 
mobile banking: “I liked the online mobile banking services. 
It was easy and accessible all the time. All services were 
available online there was no need to go to the bank.” They 
also commended the bank for lowering interest rates 
on loans and extending repayment periods as well as 
their impactful corporate social responsibility activities. 

Speaking on Equity Bank’s CSR, one customer said: “It 
was among the front-line partners that worked immensely 
in food donation to the affected families. Clothing and 
moral guidance in curbing COVID-19.” “I hope they will 
maintain and improve, especially on embracing the new 
technology.” 

Equity customers shared that they would like more 
customer-focused services and improved digital 
banking. They are also requesting the bank to lower 
interest rates on loans and consider better loan policies 
and procedures. One customer said: “ I expect the bank 
to cut down on the requirements to enable one to be given 
a loan. Several salaried employees informed me that they 
left the bank because of the fact that the process of loan 
application is tiresome”. Equity customers would also 
like to have better customer care and faster service 
in 2021. One customer elaborated: “I expect the bank 
to improve their services to digital to avoid long queues to 
avoid spread of corona.”
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Q2 '20
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KCB had the best customer experience overall and was 
mainly recognised for lowering their interest rates on 
loans, convenient digital banking, fast processing of 
loans and efficient digital banking services. They were 
also recommended for their low transaction costs, 
security and good customer service: “KCB is a safe and 
secure bank, and they make it easy for one to access their 
funds conveniently,” one customer said. “KCB has one of 
the best services. It doesn’t matter the time you stay away 
from your account. You will always find your money intact. 
Lots of transactions can be done via KCB without strain,” 
another added.

Co- operative Bank came in second best and was 
promoted for low transaction costs, efficient mobile 
banking, fast service and excellent customer service. 
One of their customers remarked: “They have good 
services. They are fast enough. They have enough money in 
the ATMs. Customers are treated professionally.” 

Equity Bank customers gave the bank high scores for 
low transaction rates, friendly customer service  and 
speedy service. Speaking on the same, a customer 
shared: “They have high quality services provided at the 
banking halls and even on their e-platforms.” Equity Bank’s 
customers also appreciated the lowered interest rates 
on loans and efficient mobile banking. One customer 
commented: “Fast loans, accessible mobile banking and 
the bank is remotely accessible. ATMs everywhere. Low 
charges.” 

Co-operative Bank customers noted a huge  
improvement in online banking, free mobile banking 
transactions, strict observation of COVID-19 
guidelines and timely communication of downtimes. 
When asked what made the bank appeal to them, one 
customer shared: “Updates on network interference for 
prior planning. Online banking was greatly improved.” The 
extension of loan repayment periods and easy access 
to loans despite the pandemic was also a huge plus for 

customers: “They could give you loans when in need if you 
were their trusted customer,” one customer shared.

In 2021, Co-operative Bank customers are looking 
forward to experiencing better digital services, better 
loan services and better customer service. “I hope they 
will maintain and improve, especially on embracing the new 
technology,” shared one customer.

What are the main drivers of customer 
experience in Banking?

9%Speed/Efficiency

9%Convenience

7%Accessibility

7%Loans

6%Mobile/Internet banking

5%Safety/Transparency/Credibility

4%Reliability

1%Accounts

1%Savings/Investments

1%Availability

1%Agency banking

1%ATM

1%Staff

Customer service 33%

14%Rates
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Mobile phone brands

The industry score for mobile phones was generally consistent with a 
slight drop in the NPS in Q4 2020. Kenyans have slowly began moving 
away from using Samsung smartphones in favour of other Android 
phones due to lower costs with equal performance thus value for 
money. Phone brands like Oppo have also been aggressively marketing 
their entry-level and mid-level phones which are gaining popularity 
within the country.

2020 in summary

Q3 NPS

32
Q4 NPS

30
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Oppo had the best NPS score among the mobile phones in Q4 2020. It outperformed Samsung which had the best 
NPS score in both Q2 2020 and Q3 2020. Customers gave the company high scores for great features at affordable 
prices, sleekness, long lasting batteries, high resolution cameras, ample storage, high processing speed, fast internet 
speeds and good network connectivity. Customers had this to say:

“It works perfectly. No hanging. Has good features and the camera is so clear.” 

“The cameras are wow. The phone itself is robust. The design is also sleek.”

“It’s a very good phone. Its internal memory is good. Camera is of good quality, even the Android version.” 
 
Samsung was rewarded for long battery life, good camera, high processing speed, large RAM and ROM, clear camera, 
sleekness, great features and friendly user interface. One customer said: “l love their camera. Very clear and suitable for 
people loving selfies. They also offer a warranty for your phone, and even if the warranty has expired, they are always ready to 
fix any problem.” 

Some customers mentioned that battery life was an area that needed improvement. A customer commented; 
“Samsung is durable, fast, efficient and worth the price... I’m using Samsung C5. It has lasted 2 years and is still amazing ... the 
only problem with it is battery capacity but the rest is okay.“

Infinix had an NPS score of 30. Customers gave high scores for: good camera,  good RAM and internal storage, long 
lasting battery, friendly user interface, good network and internet connectivity. A customer compelemented the brand 
saying: “It has a large storage capacity and a clear camera.”
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The industry NPS score dropped in Q4 2020.

Oppo had the highest NPS score in the industry with a 
score of 41 while Samsung came in second with a score 
of 40.

Tecno was rewarded for its affordable prices, good camera, fast internet and network connectivity, good storage, 
durability and easy accessibility to spare parts. Some customers had the following to say: “Tecno is a durable phone. Like 
my Tecno phone has fallen uncontrollable but still ok.” “It is durable unlike others. The motherboard dies while the phone is still 
new.”

Huawei was highly rewarded for its clear cameras, fast internet and network connectivity, great storage, high 
processing speed and long-lasting battery.

What are the main drivers of customer 
experience among mobile phone 
brands?

10%Battery

10%Storage

7%Features

7%Convenience

7%Internet

6%Price

6%Network

4%Quality

4%Efficiency

3%Durability

2%Customer service

2%Accessibility

1%Reliability

1%Effectiveness

Processing speed 17%

12%Camera
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Insurance

The insurance industry underwent a lot of changes in 2020, the 
biggest change being the transition from physical to digital services. 
In addition, trust in the insurance sector declined slightly due to the 
pandemic owing to two main reasons. Firstly, many consumers in the 
market did not have as much money available to spend. The second 
is that the insurance sector fell out of favour with the public due to 
refusal to cover any COVID-19-related complications.

2020 in summary

Q3 NPS

17
Q4 NPS

17
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The sector is in the process of slowly rebuilding trust with customers, though some customers still felt that their 
insurers were going the extra mile to keep them happy. One Sanlam customer remarked: “It insured people continuously 
no matter and did online.” “Liberty Company still provided services according to their terms despite the pandemic,” a Liberty 
customer added.

When 1000 customers were asked what they loved about the service they received from their favorite insurers, 
they mentioned service through online platforms as one of their main reasons for promoting their insurers. NHIF 
customers were particularly delighted by the introduction of online self-service which made it possible to access 
services quickly and anywhere. One customer shared: “We didn’t have to visit the offices since everything went digital. We 
pay through MPESA and receive insurance covers through emails.” One Jubilee Insurance customer shared: “The monthly 
contribution continued to be remitted digitally and the company availed statements on online portal.” Another added: “They 
were still functioning. Could get them via phone or e-mail. It also embraced technology.”

Adherence to COVID-19 guidelines. They were also happy about the provision for flexible payments and rescheduling  
of payment dates. Speaking on their insurer, one ICEA Lion customer remarked: “Caring and understanding that first our 
lives were more important than the monthly premium.” Many felt that customer service was great and were happy about 
the inclusion of COVID-19 in insurance covers, notably from insurers such as UAP/ Old Mutual. Customers also found 
communication shared on COVID-19 to be valuable. “Britam was with me every step of the way... Providing information on 
COVID-19 as a way to sensitive. Payment of premiums was also looked at,” one customer remarked.

Others also felt like customer service had improved with one happy Britam customer sharing: “Their services were 
ever present. Honestly comparing them to others, Britam scores high due to their offers. I recommend their high profile of 
service to the customer focus.” Speaking on their insurer’s personalization of service during this period, a UAP/ Old 
Mutual customer remarked: “It offered personal advice to its members and gave out grace period exemption from premium 
payments.”
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Britam ranked first with the best Net Promoter Score  
in the insurance industry with 27. Jubilee came in at 
second place, followed closely by Sanlam and UAP/ Old 
Mutual both with an NPS of 17. NHIF had an NPS of 9.

Customers recommended Britam for: their great 
customer service, affordable premiums, variety of 
insurance covers and fast processing of claims. Jubilee 
was promoted for: good customer service, speedy 
processing of claims, affordable premiums and good 
policies.

In 2021...

Customers expect that the services they received in 
2020 will be maintained and scaled to the next level.   
The biggest expectation is that COVID-19 will be 
included in the insurance covers. 

Customers also hope that the online services will 
be improved and that all insurance companies will 
embrace digital services. They also expect that the 
policies will be adjustable to cater for emergencies like 
pandemics. One customer shared: “I am hoping that 
they will try to incorporate a number of policies as per the 
market needs and demand. I am also hoping that they will 
at least give a relief package to us, the clients.” In addition 
to this, they look forward to more awareness creation 
on the importance of insurance covers, better customer 
service, better communication and faster service. 

Those with NHIF insurance covers look forward to 
better terms and conditions e.g., removal of the penalty 
policy when one fails to pay for NHIF.

What are the main drivers of customer 
experience in Insurance?

10%Speed/Efficiency

10%Products

8%Reliability

5%Accessibility

5%Convenience

5%Claims

3%Policies

2%Availability

2%Effectiveness

1%Flexibility

Customer service 29%

20%Premiums



Customer Loyalty Industry Benchmark Report Q4 2020 37

Health care

The healthcare industry was on the frontline in the fight against the 
pandemic. The NPS had a decreasing trend since Q1 2020. As seen in 
Ajua’s benchmark data, most people did not visit hospitals over fear of 
contracting COVID-19.

2020 in summary

Q3 NPS

14
Q4 NPS

14
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When customers were asked what they loved about the service they received from the hospital they 
visited, they mentioned: convenient online services, hospitals were well-equipped to deal with COVID-19 
and other illnesses, strict adherence to COVID-19 guidelines, improved hygiene, faster service, awareness 
creation of COVID-19 and availability of medical personnel 24/7. 

Sample comments:

“The services were moved online and this meant safety for everybody.” 

“The services are good and the nurses are ensuring the sick keep a distance of 1m away, The sick are attended to 
quickly to avoid congestion. The building has been expanded and there is enough water for cleaning and sanitizers 
for cleansing.” 

“The doctors take you under their wing no matter how minor your problem is. I also saw them attending to the 
corona patients with a lot of care.”

“The service was a little faster than the normal pace.” 

“The hospital was opened 24/7 and nurses/doctors were readily available despite the risks associated with the 
pandemic.” 

“The doctors take you 
under their wing no 
matter how minor your 
problem is. I also saw 
them attending to the 
corona patients with a 
lot of care.”
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The industry score was 14.

Nairobi Hospital and Gertrudes had the best NPS.  Moi 
Teaching and Referral Hospital and Mater had the 
second best NPS. Kenyatta hospital had an NPS of 13.

Nairobi Hospital was promoted for: highly qualified 
staff, high levels of hygiene, high quality equipment, fast 
service and good patient care.  Sample comments: “The 
doctors are qualified. The hospital is clean. No queuing for 
long.“ “Have the best facilities.“

Gertrudes Hospital was promoted for: speedy service, 
qualified medical personnel and quality service. A 
customer says: “They offer their services at a faster rate.”

What are the main drivers of customer 
experience in Healthcare?

12%Speed/Efficiency

10%Quality

8%Cost

4%Drugs

4%Equipment/Facilities

3%Hygiene

2%Accessibility

1%NHIF

Customer service 42%

12%Staff

In 2021...

Customers look forward to: more online services, 
spacious wards, more hospital personnel, free masks and 
sanitizers and better patient care. Sample comments:

“Provision of online consultations between doctors and 
patients and improved guidance and counseling.”

“Have high hopes for better quality and service delivery 
to patients and creating awareness to help curb the risk of 
spreading COVID-19”  

“Digitalization of all hospital records which will help and 
enhances the delivery.”
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