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“A Customer is the most important visitor on our premises. He is not dependent on us. We are dependent on
him. He is not an interruption in our work. He is the purpose of it. He is not an outsider in our business. He is
a part of it. We are not doing him a favor by serving him. He is doing us a favor by giving us an opportunity to do
so.”

SAM WALTON

“The customer has all the answers......

.. and all the money...”
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® |t is 6-7 times more expensive to gain a new customer than retain an existing customer.

Harvard Business Review

® A five percent improvement in customer retention rates can vyield a 25 percent to 100 percent
increase in profits.
®  Corporations lose  approximately  half of their customers within five vyears.

The Loyalty Effect
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‘CHANGE BEFORE YOU HAVE TO"
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