
NOTES

C H A P T E R T H R E E:  T H E COS T O F L OS I N G A C U S T O M E R

	 1.	“Historically, banks spend a significant sum of money on acquiring new cus-
tomers—approximately $300 per account.”: Ron Lee, Onboarding New Bank 
Customers: Here Today But Gone in 90 Days? Apr. 28, 2009. https://www.sun 
doginteractive.com/blog/onboarding-new-bank-customers.

	 2.	“In reading the Corporate Executive Board report ‘New Customer Onboard-
ing Programs in Service Industries’ . . .”: Corporate Executive Board, Market-
ing Leadership Council Issue Brief, “New Customer Onboarding Programs in 
Service Industries,” April 2007; see also Robert G. Markey, “A Four Step Plan to 
Keep New Customers in the Fold,” Bain & Company, June 2003.

	 3.	“That customer pays a monthly account maintenance fee of approximately 
$12.”: “Checking Accounts—Open a Checking Account Online,” Bank of 
America, Sept. 9, 2017, www.bankofamerica.com/deposits/checking/checking-
accounts/.

	 4.	“In fact, 20 percent of the customers who leave in the first year do so without 
ever having conducted a single transaction.”: Markey, “A Four Step Plan to 
Keep New Customers in the Fold.”

	 5.	“A shocking 50 percent of the customers who leave in the first year quit doing 
business with the bank in the first 100 days!”: Harte Hanks Research, Deluxe 
Presentation, 2006, www.deluxe.com/miscfiles/whtk/deluxe‑fi‑‑welcome-home 
-toolkit.html.
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338� Notes

	 6.	“Despite the fact that cellphone contracts are notoriously draconian and require 
you to give up your firstborn child to break them, 21 percent of cellphone cus-
tomers break the contract within the first 100 days.”: Accenture, “2012 Global 
Consumer Pulse Research Industry Results,” www.accenture.com/t20150527 
T210356__w__/mx‑es/_acnmedia/Accenture/Conversion-Assets/DotCom/Docu 
ments/Local/es‑la/PDF/Accenture-Global-Consumer-Pulse-Research-Mexico 
-Retail-Banking-2012.pdf.

	 7.	“Between 60 and 70 percent of car owners go to an auto repair shop once and 
will never visit that shop again because the first experience is so poor.”: Au-
thor interview with Ron Ipach, Repair Shop Coach, LLC (aka “Captain Car 
Count”) marketing consultant for auto repair services, September 6, 2017. “The 
bar is set so low, a crappy experience is unfortunately the norm in the repair 
shop industry. The reason customers hop from shop to shop comes down to two 
things: (1) The shop owner assumes that simply performing the service properly 
is enough to get the customer to come back again, and (2) total lack of follow up. 
It’s not the quality of the service that will win a repeat visit, it’s what ELSE the 
shop will do for the customer.”

	 8.	“Restaurants live or die based on their ability to keep customers in the seats—
and yet 46 percent of new customers to a Chuck E. Cheese’s pizza restaurant 
will never visit a Chuck E. Cheese’s again after their initial visit.”: Randy 
White, “Chuck E. Cheese’s Leaking Bucket.” Leaky Bucket Survey by Restaurant 
Marketing Group (RMG) at ZenMango Research Firm, May 24, 2011, https://
www.whitehutchinson.com/blog/2011/05/chuck-e-cheese%E2%80%99s-leak 
ing-bucket/.

	 9.	“Twenty percent of newly acquired customers don’t make the 100-day anni-
versary before leaving.”: “Op Ex Engine 2010 Industry Report Overview,” 
Scribd, www.scribd.com/document/37048875/Op‑Ex‑‑Engine-2010-Industry 
-Report-Overview.

	10.	“While most companies are unwilling to share these rates publicly, defection 
rates of greater than 30 percent during these first few months are not uncom-
mon”: “The Truth About Customer Experience,” Harvard Business Review, 2013.

C H A P T E R F O U R: C U S T O M E R D E F E C T I O N: A S T R U C T U R A L A N D C U LT U R A L 

PR O B L E M

	 1.	“As if this didn’t stack the deck enough, the leaders of most companies usually 
came up through the ranks of marketing or sales.”: Presentation by Steven 
Anderson, Frank Germann, and Rajesh Chandy, “Marketing CEOs: Where Are 
They, and How Are They Different?” American Marketing Association Winter 

01
02
03
04
05
06
07
08
09
10
11
12
13
14
15
16
17
18
19
20
21
22
23
24
25
26
27
28
29S
30N

9780735220034_NeverLose_TX.indd  338� 2/7/18  7:23 PM



Notes� 339

Educators’ Conference, Orlando, FL, February 2017. https://www.ama.org 
/publications/eNewsletters/Marketing-News-Weekly/Pages/quarter-ceos-have 
-marketing-sales-background.aspx.

	 2.	“The 2017 edition of annual CMO Survey (conducted by the Fuqua School of 
Business at Duke University, Deloitte LLP, and the American Marketing As-
sociation) found that the average business spends 6.9 percent of total com-
pany revenue on marketing—and yet less than one fifth of that total spending 
is dedicated to customer retention activities.”: The CMO Survey, conducted by 
the Fuqua School of Business at Duke University, Deloitte LLP, and the Ameri-
can Marketing Association, August 2017, p. 29.

	 3.	“In many companies, these customer-facing employees are actually incentiv-
ized to spend less time with each customer, with bonuses paid for how quickly 
they process inbound customer calls.”: Fred Reichheld, “Prescription for Cut-
ting Costs,” Bain & Company (www.bain.com/publications/articles/prescrip 
tion-for-cutting-costs-bain-brief.aspx). See also Chuck Ciarlo, Performance 
Metrics and Agent Incentives, September 8, 2014 (www.monetsoftware.com 
/blog/performance-management/post/performance-metrics-and-agent-incen 
tives); Incentive Program Success: Call Center Reduces Agent Average Handle 
Time, November 28, 2016 (www.snowfly.com/incentives/incentives-contact 
-center-aht/).

	 4.	“Or so says Frederick Reichheld in his book The Loyalty Effect.”: Frederick F. 
Reichheld and Thomas Teal, The Loyalty Effect: The Hidden Force Behind 
Growth, Profits, and Lasting Value (Boston: Harvard Business School, 2008).

	 5.	“In most businesses, the cost of customer acquisition falls in the top three 
most expensive line items in the budget.”: David Cummings, “The 3:1 Customer 
Acquisition to Engineering Spend Ratio,” April 25, 2011 (www.davidcummings 
.org/2011/04/25/the-31-customer-acquisition-to-engineering-spend-ratio/).

	 6.	“This has been proven time and time again, in a variety of industries.”: Reich-
held, “Prescription for Cutting Costs.”

	 7.	“According to Marketing Metrics, when selling to a new prospect there is a 5 
to 20 percent chance of making the sale. When selling to an existing cus-
tomer, that probability skyrockets to 60 to 70 percent.”: “75 Customer Service 
Facts, Quotes & Statistics You Can’t Afford to Ignore,” HelpScout, www.help 
scout.net/75‑‑customer-service-facts-quotes-statistics/.

	 8.	“The lifetime value of a loyal customer can be greater than ten times the value 
of their first purchase.”: Ibid.

	 9.	“It is six to seven times more expensive to acquire a new customer than it is to 
keep a current customer.”: Ibid.
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340� Notes

	10.	“When asked about their spending habits, seven out of ten Americans said 
they were willing to spend more with companies they believe provide excel-
lent customer service and nine out of ten would pay more to ensure a superior 
customer experience.”: 2010 Customer Experience Impact Report, commis-
sioned by RightNow and conducted by Harris Interactive (media.stellaservice 
.com/public/pdf/Customer_Experience_Impact_North_America.pdf). See also 
“RightNow’s Annual Research Shows 86 Percent of U.S. Adults Will Pay More 
for a Better Customer Experience,” January 11, 2012 (www.businesswire.com 
/news/home/20120111005284/en/RightNow%E2%80%99s-Annual-Research 
-Shows-86-Percent-U.S.).

	11.	“In an example offered by Gainsight, two companies with different churn 
rates have a very similar valuation in year one:”: Todd Gardner, “The Incred
ible Impact of Churn on the Value of Your Company,” Slideshare by Gainsight 
and SaaS Capital, March 19, 2015 (www.slideshare.net/GainsightHQ/the-in 
credibleimpactofchurnonthevalueofyourcompany).

C H A P T E R F I V E:  W H AT I S  C U S T O M E R E X PE R I E N C E ?

	 1.	“The kaizen movement focused on total quality management and the stan-
dardization of programs and processes with the goal of eliminating defects 
and waste.”: Masaaki Imai, Kaizen: The Key to Japan’s Competitive Success 
(New York: Random House, 1986).

	 2.	“When Jack Welch made it central to his business strategy at General Electric, 
this approach quickly took over American big business.”: Peter S. Pande, Rob-
ert P. Neuman, and Roland R. Cavanagh, The Six Sigma Way: How GE, Motor-
ola, and Other Top Companies Are Honing Their Performance (New York: 
McGraw-Hill Professional, 2001).

	 3.	“In the 1990s, Dell Computer Corporation popularized ‘just-in-time’ manu-
facturing.”: Jonathan Byrnes, “Dell Manages Profitability, Not Inventory,” June 
2, 2003, hbswk.hbs.edu/archive/dell-manages-profitability-not-inventory. See 
also Marc Songini, “Just-in-Time Manufacturing,” Computerworld, Nov. 20, 
2000, www.computerworld.com/article/2589691/vertical-it/just-in-time-manu 
facturing.html. Dell, “Going Public and Going Global,” www.dell.com/learn/
us/en/uscorp1/going-public-and-global.

	 4.	“In the 2000s, as manufacturing costs declined and global shipping and logis-
tics management improved, the average cost of products in all categories 
dropped.”: Michael Silverstein, Neil Fiske, and John Butman, Trading Up: Why 
Consumers Want New Luxury Goods—and How Companies Create Them (New 
York: Portfolio/ Penguin, 2008).
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Notes� 341

	 5.	“Walmart, with its motto ‘Always Low Prices,’ expanded dramatically, bring-
ing low-cost goods to every corner of the world.”: By 2005, Walmart had $312.4 
billion in sales, more than 7,600 facilities around the world (including 3,800 
stores in the United States and 3,800 outside the U.S.), and more than 1.6 mil-
lion associates employed worldwide. Sherif E. Hegazy, Mr. Asda: Part of the 
Walmart Family (Lulu.com, 2012), 40.

	 6.	“The 2000s saw a major shift in business as the cost to manufacture and dis-
tribute goods on a global scale plummeted and customers began to expect 
many services and products to be available twenty-four hours a day, seven 
days a week, 365 days a year.”: NetCraft Web Server Survey [and its data com-
piled by Pingdom], Netcraft Ltd., https://news.netcraft.com/archives/category 
/web-server-survey/; Robert H. Zakon, “Hobbes’ Internet Timeline—The De-
finitive ARPAnet & Internet History,” www.zakon.org/robert/internet/time 
line/; “How We Got from 1 to 162 million Websites on the Internet,” Pingdom 
tech blog, Apr. 4, 2008, http://royal.pingdom.com/2008/04/04/how‑we‑‑got 
-from‑1‑to‑‑162-million-websites‑on‑‑the-internet/.

	 7.	“The assistance and advice provided by a company to those people 
who  buy  or  use its products or services.”: Oxford Dictionaries | English, en 
.oxforddictionaries.com/definition/customer_service.

	 8.	“How customers perceive their interactions with your company.”: Harley 
Manning, “Customer Experience Defined—Forrester,” Forrester, July 12, 2017, 
go.forrester.com/blogs/10‑11‑23‑customer_experience_defined/.

	 9.	“According to research by Bain & Company, when asked, 80 percent of com-
panies say they deliver ‘superior’ customer service.”: James Allen, Frederick F. 
Reichheld, Barney Hamilton, and Rob Markey, “Closing the Delivery Gap,” 
Bain & Company, Inc., 2005.

	10.	“Only 8 percent of customers felt the companies delivered ‘superior’ customer 
service.”: Ibid.

C H A P T E R S I X:  YO U O N LY H AV E 10 0 DAYS (I F  T H AT L O N G) T O G E T I T  R I G H T

	 1.	“In his book Duct Tape Selling, my good friend and fellow speaker John 
Jantsch notes that ‘a sale is not a “finished” sale until the customer receives a 
result.’”: John Jantsch, Duct Tape Selling: Think Like a Marketer, Sell Like a 
Superstar (New York: Portfolio/Penguin, 2014), p. 170.

	 2.	“As the world has shifted from agriculture to industry, and the volume of in-
formation, associated time pressures, and variety of choices have increased, 
humans are actually forced to make more decisions—and these decisions 
happen faster and faster.”: Katherine L. Milkman, Dolly Chugh, and Max H. 
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342� Notes

Bazerman, “How Can Decision Making Be Improved?” Perspectives on Psycho-
logical Science, July 1, 2009, Volume 4, Issue 4, p. 379–383.

	 3.	“Research shows we make on average 219 decisions per day related to food 
alone.”: Brian Wansink and Jeffery Sobal, “Mindless Eating: The 200 Daily 
Food Decisions We Overlook,” Environment and Behavior 39(1) (2007): 106– 
23. doi:10.1177/0013916506295573.

C H A P T E R S E V E N: T H E E I G H T PH A S E S O F T H E C U S T O M E R E X PE R I E N C E

	 1.	“In an increasingly digital world, physical communication is more valuable 
today than ever before.”: Rohit Bhargava, Non Obvious: How to Think Different, 
Curate Ideas and Predict the Future (Oakton, VA: IdeaPress, 2015), Kindle Loc. 
1892 of 3661.

	 2.	“Morning, noon, or night, 91 percent of people keep their phone less than 
three feet away from their body (within arm’s reach) at all times.”: “50 Amaz-
ing Facts About Mobile,” HubSpot, Nov. 6, 2013, www.slideshare.net/
JamieTurner1313/50‑‑amazing-acts-about-mobile/2‑Brought_to_you_by_your.

	 3.	“According to the trade association CTIA (which represents the wireless com-
munications industry in the United States), it takes ninety minutes for the aver-
age person to respond to an email—but only ninety seconds for the average 
person to respond to a text message.”: CTIA | Everything Wireless, www.ctia.
org/.

	 4.	“Attached to your cellphone is a video camera that is more powerful and ca-
pable than the best video cameras on the market twenty years ago.”: “Canon 
Camera Museum: 1997-2000, The Leader in the New Imaging Era, “ accessed 
December 18, 2017 (http://global.canon/en/c-museum/history/story09.html); 
“History of WRAL Digital,” originally published May 9, 1996, revised July 14, 
2014 (www.wral.com/history-of-wral-digital/1069461/); “iPhone X Specs,” ac-
cessed December 18, 2017 (www.apple.com/iphone-x/specs/).

	 5.	“Customers are increasingly consuming information via video on YouTube, 
Facebook Live, and other online video platforms.”: Video in Business Bench-
mark Report 2017, Vidyard, awesome.vidyard.com/rs/273-EQL-130/images/Video 
‑in‑‑Business-Benchmark-Report-2017.pdf.

	 6.	“ ‘[w]e’re entering this new golden age of video. I wouldn’t be surprised if you 
fast-forward five years and most of the content that people see on Facebook 
and are sharing on a day-to-day basis is video.’  ”: Mat Honan, “Why Facebook 
and Mark Zuckerberg Went All In on Live Video,” BuzzFeed News, April 6, 
2016, www.buzzfeed.com/mathonan/why-facebook-and-mark-zuckerberg- went 
-all‑in‑on‑‑live-video.
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C H A P T E R E I G H T:  PH A S E 1:  A S S E S S

	 1.	“According to research by international consulting firm McKinsey, 70 per-
cent of buying decisions are based on how the customer feels they are being 
treated.”: “75 Customer Service Facts, Quotes & Statistics You Can’t Afford to 
Ignore,” HelpScout, www.helpscout.net/75‑‑customer-service-facts-quotes 
-statistics/. See also Marc Beaujean, Vincent Cremers, and Francisco Pedro 
Goncalves Pereira, “How Europe’s Banks Can Profit from Loyal Customers,” 
The McKinsey Quarterly, Web exclusive, November 2005; Scott Magids, Alan 
Zorfas, and Daniel Leemon, “The New Science of Customer Emotions,” Har-
vard Business Review, Nov. 2015 (https://hbr.org/2015/11/the-new-science‑of 
‑‑customer-emotions).

	 2.	“Since then it has grown into a daily message sent to more than 750,000 sub-
scribers in 185 countries!”: Notes from the Universe, www.tut.com/Inspira 
tion/nftu.

	 3.	“Did you know, Joey, that your boldest dreams today . . .”: Note from the Uni-
verse, email received by Joey Coleman, Dec. 4, 2014.

C H A P T E R N I N E:  PH A S E 2:  A D M I T

	 1.	“At this moment of decision, a physiological reaction takes place in the body.” 
Bethany Brookshire, “Dopamine Is ___. Is It love? Gambling? Reward? Addic-
tion?”: Slate, July 3, 2103, www.slate.com/articles/health_and_science/sci 
ence/2013/07/what_is_dopamine_love_lust_sexaddiction_gambling_motiva 
tion_reward.html.

	 2.	“Feeling good about a decision is a way to convince ourselves we made the 
right choice; the fact that the brain assists this process with a healthy dose of 
dopamine is an added bonus.”: W. Schultz, “Neuronal Reward and Decision 
Signals: From Theories to Data,” Physiological Reviews 95(3) (2015): 853–951.

	 3.	“I later discovered this store won the award for ‘Best Attraction Retailing’ in 
2008 in the Retail Store of the Year awards.”: “RIDEMAKERZ Wins ‘Retail 
Store of the Year,’” Business Wire, Apr. 24, 2008.

	 4.	“Since adding the personalized thumbnail, that watch rate shot up to 20.7 
percent—a 5X improvement!”: Author exchange via email with Paul LeBlanc, 
CEO at Zogics, October 14, 2017.

	 5.	“To have a video watch rate of 20.7 percent this early in the customer relation-
ship is unheard of in any industry, let alone first-time e-commerce purchasers 
where click-through rates (let alone watch rates) range between 1.33 and 5.13 
percent depending on the industry.”: Average Email Campaign Stats of 
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344� Notes

MailChimp Customers by Industry, MailChimp, February 2017, https://
mailchimp.com/resources/research/email-marketing-benchmarks/.

	 6.	“K—KISS KISS, BANG BANG! (an inside joke)”: This may or may not reference 
the ridiculousness of the 2005 film Kiss Kiss, Bang Bang, but you’ll need to join 
Maverick1000 to know for sure.

	 7.	“Regardless of age, income, or background, the desire to be part of a tribe is 
irresistible.”: Roy F. Baumeister and Mark R. Leary, “The Need to Belong: De-
sire for Interpersonal Attachments as a Fundamental Human Motivation.” Psy-
chological Bulletin 117(3) (1995): 497–529, http://persweb.wabash.edu/facstaff 
/hortonr/articles%20for%20class/baumeister%20and%20leary.pdf.

C H A P T E R T E N: PH A S E 3:  A F F I R M

	 1.	“The same chemical that produced feelings of euphoria during the Admit 
phase, dopamine, recedes from the brain during this phase, triggering buy-
er’s remorse.”: Martin Lindstrom, Buyology: Truth and Lies About Why We Buy 
(New York: Random House, 2008), Kindle Loc. 922.

	 2.	“Stressed by their purchase decision and the implications it will have for their 
resources, customers usually need to take responsibility for making the deci-
sion while committing to continue with this course of action.”: J. Sweeney, 
Douglas Hausknecht, and Geoffrey Soutar, “Cognitive Dissonance After Pur-
chase: A Multidimensional Scale,” Psychology and Marketing 17 (2000): 369, 
www.researchgate.net/publication/200772678_Cognitive_dissonance_after 
_purchase_A_multidimensional_scale.

	 3.	“In 1997, a musician named Derek Sivers created a website to sell his own 
music that soon evolved into CD Baby, Inc., an online music store specializ-
ing in the sale of CDs, vinyl records, and music downloads from independent 
musicians.”: CDBaby.com About Page. store.cdbaby.com/about.

	 4.	“As Sivers noted in a guest post on Tim Ferriss’s blog in 2012, ‘After a few 
months, that [confirmation email] felt really incongruent with my mission to 
make people smile. I knew I could do better.’”: “The Most Successful E‑Mail I 
Ever Wrote,” The Blog of Author Tim Ferriss, May 31, 2012, tim.blog/2012/05/31 
/the-most-successful‑e‑mail‑i‑ever-wrote/.

	 5.	“If you don’t like it, they will come pick it up and give you a full refund.”: 
Learn more about Casper at https://casper.com and explore its meteoric rise in 
this fantastic article: Jonathan Ringen, “Why Casper Is the $750 Million Startup 
That Just Can’t Rest,” Fast Company, Aug. 7, 2017.

	 6.	“From the beginning, Zappos eliminated this fear with its comprehensive and 
generous return policy. If, for any reason, you are unsatisfied with your purchase, 
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you may return it (in its original condition) within 365 days for a full refund—
no questions asked.”: Zappos.com, www.zappos.com/shipping-and-returns.

	 7.	“CarMax, the United States’ largest used-car retailer and a Fortune 500 com-
pany, not only offers ‘CarMax Quality Certified’ vehicles, but they come with 
a free vehicle history and safety recall report, as well as a 5-Day Money-Back 
Guarantee.”: Homepage. Carmax, accessed September 2017, https://www.car 
max.com/.

	 8.	“Our customers are incredibly loyal, and we have such strong relationships 
with our customers that our return rates are really within an industry stan-
dard,” notes senior vice president of employee and customer services Kelly 
Ritchie. “[I]t is just not a problem.”: “Many Happy Returns,” CBS News, last 
modified April 9, 2017, www.cbsnews.com/news/many-happy-returns/.

	 9.	“Early in the company’s origins, the Coburns identified a small group of en-
thusiastic, highly active members and turned them into the CADRE Member 
Welcome Committee (in full disclosure, I am an active CADRE member and 
a proud participant in the Welcome Committee).”: Yes—I’m a member in a 
networking organization on the other side of the country. I fly in quarterly for 
meetings because I find the group to be so impressive. As a great courtesy to me, 
Derek and Melanie have allowed me to stay a member and continue to serve on 
the Welcome Committee.

	10.	“The new member welcome call from a veteran CADRE member plays an in-
tegral part in helping the organization maintain an incredible 90 percent re-
tention rate on an annualized basis over the last six years.”: The Coburns 
maintain a close watch on the membership and proactively remove members 
(or begin a dialogue that intentionally leads members to resign) who aren’t con-
tributing to the overall value of the membership. Taking into account the mem-
bers they want to retain, the retention rate is 90 percent.

C H A P T E R E L E V E N: PH A S E 4:  AC T I VAT E

	 1.	“Maybe your company made some good impressions in the sales process, but 
this is the first true impression of the product or service.”: Jeff Thompson, 
PhD, “Thin Slices & First Impressions,” Psychology Today, Mar. 24, 2012, www 
.psychologytoday.com/blog/beyond-words/201203/thin-slices-first-impres 
sions?collection= 91040.

	 2.	“Tony Fadell, one of the original designers of the iPod, described the origins of 
the precharged iPod in his TED talk ‘The First Secret of Great Design Is . . . .’”: 
Tony Fadell, “The First Secret of Design Is Noticing,” filmed Mar. 2015 at TED 
2015, www.ted.com/talks/tony_fadell_the_first_secret_of_design_is_noticing.
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346� Notes

	 3.	“According to 23andMe vice president of business development–life sciences Em-
ily Drabant Conley, designing the testing kit to gather a significant sample size of 
saliva ensures that if the first analysis procedure fails, there is enough to run a 
second procedure without going back to the customer to ask for another sample.”: 
Lydia Ramsey, “I Tried 23andMe’s New Genetics Test—And Now I Know Why the 
Company Caused Such a Stir,” Business Insider, Dec. 23, 2015, www.business in-
sider.com/i‑tried-The-new-23andme-genetic-test-2015‑12/#the-takeaway‑at‑199 
‑a‑test‑it‑was‑a‑‑bit-out‑of‑my‑budget‑to‑give‑as‑‑holiday-gifts-but-ill-definitely 
‑be‑‑encouraging-friends-and-family‑to‑try‑it‑if‑‑nothing-else-contributing‑to‑.

	 4.	“Packages that are well designed (23andMe), easy to understand, and ready to 
use (Apple) make for fantastic first impressions.”: Janine Willis and Alexander 
Todorov, “First Impressions: Making Up Your Mind After a 100-Ms Exposure to 
a Face,” Psychological Science, July 1, 2006, 17(7):592–8 (journals.sagepub.com 
/doi/abs/10.1111/j.1467-9280.2006.01750.x.) (www.ncbi.nlm.nih.gov/pubmed 
/16866745).

C H A P T E R T W E LV E:  PH A S E 5:  ACC L I M AT E

	 1.	“Most people are familiar with the saying ‘No one wants to see how the sau-
sage is made,’ ” and yet research from both Harvard and Stanford shows the 
opposite.”: Michael I. Norton and Ryan W. Buell, “Think Customers Hate Wait-
ing? Not So Fast  .  .  . ,” Harvard Business Review, May 2011, https:// hbr.
org/2011/05/think-customers-hate-waiting-not‑so‑fast.

	 2.	“ ‘Customers want to know every step in the process. When they can see you 
do the things you’ve promised to do (i.e., you’re “working”), it reduces uncer-
tainty and allows them to plan their lives better, and it makes their overall 
satisfaction rate at the end of the engagement significantly higher.’ ”: Elizabeth 
Dunn and Michael Norton, Happy Money: The Science of Happier Spending 
(New York: Simon & Schuster, 2013).

	 3.	“One of the most notoriously painful business activities is a software imple-
mentation.”: Robert Charette, “Why Software Fails,” Institute of Electrical and 
Electronics Engineers (IEEE), Sept. 2, 2005, https://spectrum.ieee.org/computing 
/software/why-software-fails.

	 4.	“Companies have been known to spend hundreds of millions of dollars on 
software that they never use.” Beverley Head and David Walker, “The Enor-
mous Cost of IT Project Failure,” In the Black, Nov. 1, 2016, www.intheblack 
.com/articles/2016/11/01/enormous-cost‑it‑‑project- failure.

	 5.	“Over time, this produced a membership where 8 percent have belonged for 
more than five years, 60 percent for more than three years, and 22 percent for 
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more than two years—incredible retention given that 44 percent of new mem-
bers at the average gym leave within the first six months.”: PTDirect Website, 
quoting IHRSA (The International Health Racquet and Sportsclub Associa-
tion) and The Fitness Industry Association (FIA)) (http://bit.ly/ 2erQGTc).

C H A P T E R T H I R T E E N: PH A S E 6:  ACCO M PL I S H

	 1.	“‘The effort of making the First 100 Days memorable and pleasant puts us in 
a position to be more comfortable when asking for a favor later in the rela
tionship.’”: Kirk Drake, CU 2.0: a Guide for Credit Unions Competing in the 
Digital Age (Austin, TX: Lioncrest Publishing, 2017) p. 163.

	 2.	“‘We spend a lot of time communicating with our clients to make sure they 
understand the process, expectations, results, and anything in between . . . if 
we don’t spend the time during the First 100 Days, we’ve found that customers 
walk out the door at the end of the contract.’ ”: Ibid.

	 3.	“This violates the maxim outlined by business consultant John Jantsch refer-
enced earlier in this book: ‘A sale is not a “finished” sale until the customer 
receives a result.’”: John Jantsch, Duct Tape Selling (New York: Portfolio/Pen-
guin, 2014), p. 170.

	 4.	“ . . . the average Net Promoter Score in the restaurant industry is 0 (yes, you 
read that properly—zero).” “Net Promoter Score by Industry Benchmarks—
Restaurants—Subway,” Customer Guru, 2017, https://customer.guru/net 
-promoter-score/subway.

C H A P T E R F O U R T E E N: PH A S E 7:  A D O P T

	 1.	“Founder and longtime CEO Steve Jobs observed, ‘A lot of times, people don’t 
know what they want until you show it to them.’”: Andy Reinhardt, “Steve Jobs 
on Apple’s Resurgence,” BusinessWeek, May 12, 1998.

	 2.	“Prior to that, the world of headphones could best be described by paraphras-
ing the famous saying by Henry Ford when discussing the Model T: ‘Any cus-
tomer can have any color that he wants, so long as it is black.’”: Henry Ford and 
Samuel Crowther, My Life and Work (Garden City, NY: Garden City Publishing 
Company, 1922), p. 72.

	 3.	“The number of robberies increased, and police around the country began 
to warn customers of the consequences of their brand loyalty.”: Crime and 
‘Apple Picking,’ www.sfgate.com/crime/article/Robbers-relish-iPod-craze-Lit-
tle-white-earbuds-2607983.php.

	 4.	“Considered to be a ‘touchstone for a generation,’ the movie explored the 
societal landscape, issues, and tensions in the United States during the 
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1960s.”: Calvin Wilson, “Born to Be a Classic: ‘Easy Rider’ Was a Touchstone 
for a Generation and for American Filmmaking,” St. Louis Post-Dispatch, July 
29, 2001, p. F3.

	 5.	“As John Russell, former managing director of Harley-Davidson Europe, once 
said, ‘Harley Davidson sells to 43-year-old accountants the ability to dress in 
leather, ride through small towns, and have people be afraid of them.’ ”: David 
Fairhurst, “Harley Davidson Is Very Clear About What It Is Selling to Its 
Customers—and It Isn’t Motorcycles,” HR Magazine, Aug. 3, 2011, www.hrma 
gazine.co.uk/article-details/harley-davidson‑is‑‑very-clear-about-what 
‑it‑is‑selling‑to‑its-customers-and‑it‑isnt-motorcycles. See also Susan Fournier 
and Lara Lee, “Getting Brand Communities Right,” Harvard Business Review, 
Apr. 2009, https://hbr.org/2009/04/getting-brand-communities-right.

	 6.	“Unlike the average reader, these individuals are familiar with the phrase 
given their fanatical loyalty to the international music sensation (24 million 
albums sold and counting) Lady Gaga.”: Lady Gaga Album Sale Statistics, 
compiled Mar. 29, 2017, by Statistic Brain, www.statisticbrain.com/lady-gaga 
-career-statistics/.

	 7.	“In Monster Loyalty: How Lady Gaga Turns Followers into Fanatics, customer 
loyalty expert and best-selling author Jackie Huba does an incredible job of 
pulling back the curtain on the loyalty of Lady Gaga’s listeners.”: Jackie Huba, 
Monster Loyalty: How Lady Gaga Turns Followers Into Fanatics (New York: 
Portfolio, 2014).

	 8.	“She’s famous for calling fans’ cellphones from the stage and inviting them 
to come backstage for a drink, as well as creating personalized videos and 
sending them to her most loyal fans.”: Ibid., p. 124; Lady Gaga’s video message 
to depressed fan, Apr. 1, 2015, www.youtube.com/watch?v=ST7O_KPVj5E.

	 9.	“This commitment to delivering a consistent, remarkable experience contrib-
utes to dōTERRA’s impressive customer retention rate, which is nearly seven 
times the industry average.” www.doterra.com/US/en/about-fact-sheet.

	10.	“A customer likely spends extra money for services in order to attend events 
and activities that they could have paid for directly. Despite this fact, the Star-
wood Preferred Guests program has 21 million members worldwide who will 
go out of their way to stay at Starwood properties.”: “Company Overview,” Star-
wood Hotels and Resorts, www.marriott.com/about/corporate-overview.mi.

	11.	“In 1945, William Sianis brought his pet goat Murphy to Game 4 of the World 
Series. When he was asked to leave, Sianis allegedly declared, ‘Them Cubs, 
they ain’t gonna win no more,’ and thus began the Curse of the Billy Goat.”: 
Michael X. Ferraro and John Veneziano, Numbelievable! (Chicago: Triumph 
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Books, 2007), p. 119. The Curse of the Billy Goat was allegedly placed on the 
Chicago Cubs in 1945, when William “Billy” Sianis, the owner of the Billy Goat 
Tavern, attended Game 4 of the 1945 World Series. Sianis had purchased two 
box seat tickets—one for himself and one for his pet goat, Murphy. After several 
fans complained about the unpleasant odor of the goat, Sianis (and Murphy) 
were asked to leave, despite the fact that the Cubs were leading the series 2–1 
and were on track to win. Legend has it that as he was being thrown out of the 
park, Sianis exclaimed, “Them Cubs, they ain’t gonna win no more.” When the 
Cubs lost the game and proceeded to lose the Series, the “Curse” was born.

	12.	“Despite the ensuing years of mediocrity and failure, Cubs fans remained 
exceedingly loyal.”: At times, fan loyalty may have contributed to more losses 
on the field. University of South Florida economist Philip K. Porter analyzed 
twenty-five years of data (1966 to 1990) and found the teams most likely to win 
were not those with loyal fan bases, but those with fickle fans. Given that base-
ball teams make money by filling seats, not winning games, as long as the seats 
remain filled there is little incentive to get better on the field. Enjoy a fantastic 
discussion of this phenomenon in Jerry Useem, “The Curse of the Loyal Sports 
Fan,” The Atlantic Monthly, July/Aug. 2016.

	13.	“A YouTube video of the first ‘Swiftmas’—Taylor Swift’s Gift Giving of 2014—
has been viewed more than 18 million times and shows Swift personally 
wrapping and packing dozens of Christmas and Hanukkah presents.”: https://
www.youtube.com/watch?v=j3yyF31jbKo.

	14.	“One fan received a check to help pay her college tuition.”: Cindy Clark, “Tay-
lor Swift Sends Superfan $1,989 for Student Loans,” USA Today, Jan. 14, 2015, 
www.usatoday.com/story/Life/people/2015/01/14/taylor-swift-send-superfan 
-1989-for-student-loans/21743251/.

	15.	“During the summer, Swift crashed a fan’s wedding after receiving a hand-
written letter from the bride-to-be’s sister.”: Mahita Gajanan, “Taylor Swift 
Crashes Fan Wedding for Surprise Performance,” Vanity Fair, June 5, 2016.

	16.	“Swift even traveled to visit her ‘oldest fan,’ a ninety-six-year-old World War 
II vet living in Missouri. They took selfies together—of course.”: Hannah Har-
grave, “Taylor Swift Surprises 96‑Year-Old War Veteran with a Performance at 
His Home,” US Weekly, Dec. 27, 2016, www.usmagazine.com/celebrity-news 
/news/taylor-swift-surprises‑96‑year-old-fan‑at‑his-home-w457832.

	 17.	“But Swift insists she does it all herself, noting, ‘I don’t take it to FedEx, but I 
pack the box and tape it—I have so much bubble wrap in my house!’”: Mark 
Sutherland, “Taylor Swift Interview: ‘A Relationship? No One’s Going toSign 
Up for This,’ ” The Telegraph, May 23, 2015, www.telegraph.co.uk/culture 
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/music/rockandpopfeatures/11430433/Taylor-Swift-interview‑A‑relation 
ship‑No‑ones-going‑to‑sign‑up‑for-this.html.

C H A P T E R F I F T E E N: PH A S E 8:  A DVO C AT E

	 1.	“This is incredible and stands far above the average customer review rate of 8 
percent.”: https://sellercentral.amazon.com/forums/message.jspa?messageID= 
2377939.

	 2.	“ ‘unusual or special and therefore surprising and worth mentioning’ ”: Cam-
bridge English Dictionary, “remarkable,” (dictionary.cambridge.org/us/dic-
tionary/english/remarkable).

	 3.	“As part of signing up for a free account, they received 2GB of storage.”: 
Dropbox Launch Announcement, https://blogs.dropbox.com/dropbox/2008 
/09/dropbox-launches‑to‑the-public/.

	 4.	“Roughly a year later, Dropbox had registered over 10 million users  .  .  . .”: 
Founder Stories interview between Erick Schonfeld and Drew Houston of 
Dropbox, TechCrunch, https://techcrunch.com/2011/11/01/founder-storie-how 
-dropbox-got-its-first‑10‑‑million-users/.

	 5.	“Founder Drew Houston once outlined the customer journey in a presentation.” 
Drew Houston, “Startup Lessons Learned,” www.slideshare.net/gueste94e4c 
/dropbox-startup-lessons-learned-3836587/20‑Cost_per_acquisitio_233388_for.

	 6.	“The goal was to make the referral process easy, efficient, and effective. The 
fact that the referral program increased overall Dropbox sign-ups by 60 per-
cent proved that the referral process achieved its goal.”: Houston, “Startup 
Lessons Learned.”

C H A P T E R S I X T E E N: G E T S TA R T E D: H OW T O S T O P L OS I N G C U S T O M E R S T O DAY

	 1.	“Dale Cârnegie is famous for saying, ‘You can make more friends in two 
months . . . ’ ”; Dale Cârnegie, How to Win Friends and Influence People (New 
York: Gallery, 1998), p. 65.

	 2.	“Carnegie noted that ‘[t]he average person is more interested in their own 
name than in all the other names in the world put together.’ ”: Dale Carnegie, 
How to Win Friends and Influence People, p. 73.

	 3.	“ ‘ . . . Remember that a person’s name is to that person the sweetest and most 
important sound in any language.’ ”: Ibid., p. 79.

	 4.	“Research has shown that hearing the sound of your own name being spoken 
lights up unique areas of your brain.”: Dennis P. Carmody and Michael Lewis, 
“Brain Activation When Hearing One’s Own and Others’ Names,” Brain Re-
search 1116(1) (Oct. 20, 2006): 153–58; see also Luke Davis, “The Power of Using 
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Someone’s Name,” The Good Men Project, Aug. 10, 2017, https://goodmenpro 
ject.com/featured-content/the-power‑of‑‑using-someones-name-ldvs/.

	 5.	“In the literary classic To Kill a Mockingbird, the protagonist Atticus Finch 
gives advice to his young daughter in the famous line ‘You never really un
derstand a person until you consider things from his point of view . . . until 
you climb inside of his skin and walk around in it.’”: Harper Lee, To Kill a 
Mockingbird (New York: Lippincott, 1960), p. 33.
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