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The Moment 
of Truth

Any marketer worth his or her salt can talk a great game (although this 
issue’s Market Mover Seth Godin might call it something not so nice). 
But once the talking’s done, every idea or campaign faces a point of no 
return, a Moment of Truth, when the potential for success, failure or 
total ignominy are placed squarely in the hands of the consumer.

Some  examples (with names removed — we all know who they are):
• The beverage maker that ‘blinked,’ changing the long-standing formula 
for its product, only to do a 180 and restore the “classic” version when 
consumers rebelled.
• The automaker that thought sponsoring a pre-Super Bowl contest 
featuring lingerie-clad models would drive brand equity, then quickly 
reversed course when it became obvious they’d, ah, dropped the ball. 

Beyond the marketing department, Moments of Truth occur every day in 
business. It’s called the process of decision-making — investing in a new 
printer, training the sales team, hiring a graphic designer.

Now a new piece of independent research shows that millions of busi-
ness people choose not to face the Moment of Truth alone. Instead 
they consult a trusty resource — ‘the library,’ that folder that most of 
us keep near our desk, stuffed with ideas, contact info and product 
details we’ve saved “just in case” for future reference.

Believe it or not, dear reader, we’re much more likely to keep infor-
mation like this in print format. So, as a smart marketer, you’d want to 
send the business decision-maker something they’re likely to keep 
for future reference: a White Paper, a document, a report or a direct 
mail piece with your company’s name and services on it.

Give them the skinny, on paper, and your communication isn’t just a 
momentary blip on the radar (or computer) screen. It’s there when 
they realize they need it – right there at the moment of truth. *

customers
in

captivity

The gig is up. Customers have our number, and they’ve 
had it. It’s just plain too much work to reap the benefits 
of a “loyalty program.” 

THE COMPLEXITY RIGMAROLE
You may find it great that there are 1500 partners you’ve 
gotten free stuff out of to pass on to customers when 
they meet the massive requirements … but who cares? 
Customers get your glossy packages , start reading and 
almost immediately hit information overload. 

GOTCHA! 
Exhausted customers everywhere are dialing for dollars 
trying to use their frequent flier miles. The proliferation 
of rules and regulations on our loyalty programs is like 
making our best customers sign a pre-nup once they 
become worthy enough. “Yes, we’ll be good to you and 
treat you special, but only when it’s good for us and you 
comply with our rules and when it won’t inconvenience 
us too much or cost us too much money.” Yuck. Not sure 
I’d want to enter into that union. Would you? 

CAPTIVATE ME … DON’T HOLD ME CAPTIVE
Loyalty program customers often feel more like the 
captured than the captivated because of the complexi-
ties of “earning” a reward. Ensuring loyalty requires a 
little, dare I say it …“pixie dust” to make it worth it for 

customers to stay. Yoox.com, for example, is delivering 
a captivating experience to throngs of loyal shopaholic 
customers. Their “superstars” (a corny moniker, I must 
admit, but one that I weirdly like) pull customers back 
with regular “star awards” like percentages off orders, 
free shipping and alerts when their favorite designer 
duds hits the warehouse. The key: they take the initia-
tive to send these out … no fine print scrolling required! 

EMOTIONS ... NOT STUFF!
It’s not about the “stuff” we give … more importantly, 
it’s about the way we make our best customers feel 
about doing business with us and about how impor-
tant they are to us.  Building loyalty is about managing 
relationships and emotions, not program components, 
fulfillment houses and the amount of logo-ed stuff we 
can get on their desks. This is where direct marketing 
– online and direct mail – can play a key role – remind-
ing customers how valuable they are and that you want 
their business. *

Jeanne Bliss has been arm wrestling companies for 
25 years on behalf of customers. Her book, Chief 
Customer Officer: Getting Past Lip Service to Passion-
ate Action, passes on her practical and time-proven 
strategies and approaches. She can be reached at 
Jeanne@customerbliss.com

Debunking the loyalty
 program myth
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To find out more, get your copy of the white paper “Mail and the 
Business Decision Maker” by filling out the card on this page.
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