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(1) Net Promoter Score (NPS) now includes online browsers and car seat installations, as well as in-store 

& online purchases, providing richer qualitative data that is driving our customer value proposition 
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(1) Company estimates
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TKP Baby Bunting Brand Health surveys conducted bi-annually 2015,2017,2019 & 2021

(1) Unaided Brand Awareness: (Q) Thinking about stores that sell baby and children’s products, which store comes to mind first for prams/strollers, car seats, 

highchairs and nursery furniture? And what other stores are you aware of for prams/strollers, car seats, highchairs and nursery furniture? 

(2) Preferred Store: (Q) Still thinking about baby stores, which is your preferred PHYSICAL store for prams/strollers, car seats, highchairs and nursery 

furniture?

(3) We have significantly advanced our measurement process for NPS. We have more responses and greater qualitative insights that will drive our customer 

value proposition going forward. The responses increases are from adding online browsers and car seat installations. These additions to the measure have 

significantly increased the number of passive responses relative to promoters/detractors, which brings down the overall score, noting no increase in the 

number of detractors. 
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