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Warren Buffet and Andy Grove are saying very much the same thing - that just because everyone knows that something must be true, that doesn't necessarily make it so.

In my time as a retail worker in my teens I often saw the effects of the "customer is always right" mindset that seems to be common knowledge today. The idea seems to suggest that a customer can do no wrong, and that every customer complaint needs to be handled no matter how big or small. But as a salesperson in a camera store it became clear that there was a spectrum of types of customers; some who our business needed and some we could do without. There were customers who would come in and only buy a loss-leader, and ask for a discount on top of whatever special price was advertised that week, and then leave. On the other end of the spectrum there were customers who would buy a camera, and a bag, and an extended warranty, and a printer, and paper for that printer, and so on. Clearly these were the customers that we needed to keep happy, and I would have loved to have been able to throw in some free or discounted accessories as a way of saying thank you, but I was bound by policy to treat all customers the same, and refuse discounts to those who I really thought should have gotten them in order to keep their business. I also saw our district manager give in to many customers who complained and wanted something unreasonable, because the "customer was always right". 


Best Buy recently caught some criticism when their method of classifying customers leaked out - they refer to good and bad customers as Angels and Demons respectively, which might be a bit of an extreme way of saying it, but this different way of looking at customers seems to have served Best Buy well. Despite being in a business that has low margins, and a recession that has claimed CompUSA, and Circuit City - two of their biggest competitors, Best Buy is doing as well as ever.
