
CHART 1 Percent Totally Satisfied for Each Attribute of the Major Customer Segments
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Customers Segmented By Overall Satisfaction Level
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Step 1 of the ProfitMax analysis is to 
chart out existing levels of satisfaction 
with the performance categories 
measured in the survey.  Customers are 
broken into three groups - those who love 
you, those who are sitting on the fence, 
and those who are at imminent risk of 
loss - and their collective opinions with 
the various survey categories are then 
charted.  


