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It costs you five times as much to obtain a new cus-
tomer as it does to retain an old one. Or 10 times as
much. Maybe 30 times as much. Different books on
customer loyalty claim different numbers.

The authors of a new book, Loyalty Myths, point
out that the history of exploration into customer loy-
alty has been “long, if not enlightening.” They cite a
review that found more than 50 different operational
definitions of “loyalty.”

While some of the book’s 53 myths are “straw
men,” unlikely to surprise most marketers, others
are not only counterintuitive, but also run counter
to what you are likely to read in loyalty books writ-
ten by people who do no research. For example,
Myth 42 is: “Loyal customers are less price sensi-
tive.” And Myth 44 is: “Loyal customers are more
profitable.”

The support for some myths is stronger than for
others, and it is a mark of the authors’ confidence
and integrity that they identify the sources of their
claims.

Two of the most useful chapters contain no myths
at all. The book’s introduction presents a brief history
of loyalty thought and a framework for understand-
ing what we actually know about loyalty, whereas
the last chapter switches from myths to truths about
loyalty.

Loyalty Myths is useful if you are a marketing
manager in an organization that has or is considering
loyalty programs, or if you are in charge of the
details of developing and implementing a program.
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For a more focused, tactical book on loyalty, consider
Higher Profits Through Customer Lock-In, by a
German marketing professor, Joachim Biischken. He
dismisses much of customer satisfaction as “a trap,”
and places customer switching costs at the heart of
loyalty. If the costs of switching products exceed the
benefits, customers will remain loyal, at least in a
behavioral sense. They are “locked in.”

The notion of a lock-in is risky because many mar-
keters who think their customers are locked in actual-
ly are on the brink of an arrogance-induced loss of
customers who resent being taken for granted or
treated like captives. Biischken avoids these risks by
providing thoughtful insights into how lock-in hap-
pens, as well as tactics to implement those insights.

Higher Profits is a sophisticated book. It discusses
not just the tactics of inducing buyers to make brand-
specific investments, but also provides information
on the risks and risk-avoidance behavior of cus-
tomers who can be harmed by a lock-in. Suggested
methods of reducing those risks are most useful. And
the section on profitable and unprofitable loyalty
programs should be required reading for anyone
who is considering launching a loyalty program.

You will find Higher Profits useful if you are
involved in designing loyalty programs or develop-
ing loyalty and lock-in strategies, including B2B
strategies often neglected by less sophisticated books.
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