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Did you know that 8 out of 10 new businesses fail? 
Yes, like a doomed airplane, a whopping 80% crash 

and burn within the first two to five years!

Business experts who research these kinds of 
things give lots of reasons that all boil down to 
something very simple:

Failed businesses may have had fantastic ideas and tre-
mendous knowledge. They may have charted a course of 

But they forgot just one “little” thing. The customer!
While the leaders of failed businesses may have thought they knew 
what customers wanted, they probably were wrong. Dead wrong.

Most people who start businesses do so because they want to make 
money. Unfortunately, that’s the wrong reason. And if that’s their 
goal, businesses are doomed for disaster from the very beginning. 

operations that they thought would lead to great financial success. 
After all, isn’t that the reason anyone goes into business—to make 
money?
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On the other hand, the goal of businesses that succeed—those 2 out of 10 that don’t 
fail—were started to serve the customer. If you forget the customer, and focus on pri-
marily on yourself making money, forget it.

Yes, of course, any business wants and 
needs to make money, but if that is the pri-
mary purpose, the people behind the busi-
ness are sadly mistaking. 

The fact is that making money will take 
care of itself IF the busi-

ness exists to serve and 

care for the all-important 

customer! “Oh fine, 
now you tell me!”

So, then customers are the most important thing a business has. 
The customer is king. The customer must be the entire 
purpose of any business (and also the people associated 
with that business) if they want to stick around very long.

FACT #1: 
Any business exists only 

because it has customers.
1.They are the source of income. Income is 
the money that a business makes. This is the 
same money that pays all expenses including 
the wages of people who work for the business. 
That includes our valued cleanologists at White 
Glove! A worker’s salary, bonuses, and raises 
all come from the money that customers give 
to a business for products or services it sells. 
Every penny.

Why is the so valuable? 

2. Customers—at least those who are pleased—
recommend businesses to their family and 
friends. In a service business like White Glove, 
word of mouth can be not only the best advertising, 
it can also attract more customers than any other 
way.  
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Aren’t Customers Easy To Get?2
Every day and everywhere you are bombarded by ad-

vertising. Everywhere you look—television, the In-
ternet, even your smart phone—businesses are trying 
to get you to be their customer. It’s expensive to ad-
vertise, but advertising is one of the best ways that 
businesses can get new customers. 

In the previous section we said customers are the source 
of every penny that a business makes. And if it’s expen-
sive to get customers, doesn’t it make sense to do what-
ever you can to keep every customer instead of going 
out to get new ones?

FACT #2: 
It costs much less to keep a 
customer than it does to get 

a new one.

It’s very costly to a business to lose a customer. Why? First 
that business loses income from that customer. Whatever 
money that the business made with the customer is gone. 
Second, if a business advertises to replace lost customers, 
that’s expensive as we’ve seen. Here’s another fact:

Does it make sense to allow customers to drop and then try to 
get new ones? Of course not! It’s not only expensive, it’s deadly: 

A business that cannot keep customers finds it 
harder and harder to attract and keep new ones be-

cause their customers are not being satisfied. 
Eventually the business dies.

And that brings us back to the reason for the 80% failure rate for new businesses: cus-
tomers are NOT being served in the ways they want and expect. 

Why worry about customers? 
Why not just advertise and get as many as you want?
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A business that puts profits over serving the cus-
tomer is flirting with failure. 

That’s a good question. 
There’re many reasons, but it probably boils down to this: 

Lots of businesses think they are doing a good job, and if a custom-
er isn’t happy, it’s the customer’s fault, not the company’s!

Or if they want to build customer loyalty...

Businesses may not know how.

But if they know how...

Businesses may not want to make the effort. It’s too hard.

Goal:  Customer Loyalty3
OK, we’ve learned a lot. But what has it 
taught us?  In other words, what 
lessons can we take with us? 

Since customers are so important to a business, and since re-
placing lost customers with new ones is expensive, businesses 
should do whatever they can to keep customers.

Keeping customers is called “customer loyalty.”  If 
it’s so important why don’t more businesses do 

more to keep their customers?
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It’s hardly “top,” but there is a secret to cus-
tomer loyalty. 

Keeping customers really isn’t hard if a business is willing to work 
at it. Most businesses think that merely “satisfying” their custom-

The Secret To Customer Loyalty4
ers is enough, which it isn’t. Just satisfying customers 
won’t cut the mustard.

FACT #3: 
To “satisfy” means to 

appease, gratify, placate, 
and so on. Satisfaction 

does not mean “loyalty.”
While satisfied customers may be pleased or happy, it’s only temporary until something 
better comes along. And when it does, they’ll disappear.  Businesses that go beyond 
just satisfying customers are the ones with strong customer loyalty, and the ones that 
will grow and succeed.

So, what is customer loyalty built upon that is so different from just satisfaction? Let us 
ask you, “What is the world’s largest retail business?”  Of course, it’s Walmart.  Let’s 
see what the founder of Walmart--Sam Walton--said about how to create customer 
loyalty:
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Do you know what the best-selling “front-line customer service” book ever published is? 
(Front-line refers to those people who actually deal with customers.)

It’s Delivering Knock Your Socks Off Service. You can 
tell by the title what kind of service is going to impress 
customers so they’ll stay and be loyal. 

When a business knocks their socks off, that means 
customers will be impressed, not just satisfied. 

Now let’s say next time you go to a different restaurant for the same meal. The steak 
comes sizzling right off the grill, and its thick, juicy, and tender! The baked potato is fluffy, 
and the vegetables are hot and cooked to perfection. 

Now let’s get back to Sam Walton, remember what word he used to describe the kind 
of customer service that a business should strive for? The word was “legendary,” which 
means so good that it becomes well-known and lasts forever because it’s a model for 
being the best.

So, what’s the secret to knocking their socks off, to being legendary, 
and building customer loyalty? It’s simple. 

It’s not just meeting customer expectations, 

Let’s say you go out to a steak din-
ner. Let’s say your steak is a bit 
tough, but edible. The baked pota-
to is undercooked, and the vegeta-

Steak Dinner Comparison

bles are luke warm. The dinner is not awful, and you’re 
satisfied. You’re full. 

Compare the second dinner to the first. You were 
satisfied with the first dinner, but the second dinner 
“knocked your socks off!” You’ll probably go back 
to that second restaurant even if you’ve eaten at 
the first restaurant for years. You’re another satis-
fied customer who moved on to something better. 

Satisfied.

Wow!.

Remember, when you expected an average steak your expections were met--you were 
statisfied. But when your steak was sizzling and tender, your exepectations were exceeded.

it’s going beyond their expectations. 
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How about house cleaning? 

A customer may expect a streak on a mirror now and  
.then, or some debris left on the floor from time to 

time. So, their expectations are met when they see a 
mediocre OK job. Maybe they’re satisfied. 

But, if they see only gleaming, polished mirrors, spar-
kling chrome faucets, shiny stainless steel, dustless 
surfaces, and spotlessly clean floors, thier expecta-
tions are exceeded. Their socks are knocked off, and 
the more this happens, the more loyal the customer 
becomes. And loyal customers don’t stray.


