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Typical differences in propensity to give high scores in customer surveys 
in six industries and three countries

High customer scores are 
often given by:

Low customer scores are 
often given by:often given by:

• Women
• Elderly people
• People in the 

countryside
• People with little 

often given by:
• Men
• Young people
• People in the main 

cities
• Well‐educated 

formal education
• Low income people

people
• High income people
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Italian mobile phone users show the expected gender and age pattern …
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… and the corporate customers of an Italian bank show 
the typical differences between education levels …
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... also Norwegian retail consumers tend to adhere to 
the typical age and gender pattern ...

66-75 years
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... and so do Swedish retail consumers both in regard to age and gender ...
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... as well as in regard to income levels ...

< 10 000 SEK/month

FA
M
IL
Y 
IN
CO

M
E

Good‐Store‐Index

> 50 000 SEK/month

ValueMetrixValueMetrix

... and to the differences between city and countryside ...
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… while hunters renting hunting grounds from a forest company follow the pattern 
for people with different education levels
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… and Swedish restaurant-owners show traits of the expected 
differences between city and countryside …
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… but the customer pattern is less consistent within narrow customer segments, 
such as guests at 4-star hotels in central Stockholm

Women ~ Men! 

Oldest ~ Youngest! 
Women

M

Age 55-64 years

Age 25-34 years

Men

Overall Opinion
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The employee pattern tends to be exactly opposite to the 
customer pattern for age and education …
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… and the pattern is unclear for such indirect stakeholders as 
Orienteers sponsored  by a forest company …
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… as well as for members of a pro bono organization

Born in 1990 or later
Oldest ~ 

Women ~ 
Men! 

Women

Men

Born in the 1950’s

Born in the 1940’s

Youngest! 

Overall Evaluation


