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PREFACE

Fred Bronner

Prof. dr. University of Amsterdam
Department of Communication
Science

“Customer Centricity requires a multi-
channel approach”

My view on Customer Centricity can be summarized as follows:

1. Customer Centricity is not a luxury but a necessity

2. Several concepts in this field have a research history

3. Customer Centricity is more important than ever because of the
recent empowerment of the consumer

A broad range of academic research shows that Customer Centricity is a
profit strategy. Positive effects are found on retention rates, repeat pur-
chases, lower propensity to switch, more new customers, more insula-
tion from price competition and lower marketing costs. What many for-
get: it also leads to higher motivation and job satisfaction of employees.
An adequate Customer Centricity strategy requires personalization at
an individual level and usage of a broad range of channels.

Some concepts in this field are not new. Service quality dimensions,
critical incidents, customer loyalty and moments of truth are concepts
already studied in the seventies and eighties of the last century. The
difference between now and then is that internet technology has
empowered the consumer. From negative rumors at a birthday party
to the possibility of reaching millions (potential) customers. This has
made Customer Centricity and the creation of a mutually beneficial
relationship between organization and customer more important than
ever before. Let’s look in more detail to this recent process of empower-
ment.
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We moved in the academic discipline of Communication Science from
WOM to eWOM: from Word-Of-Mouth to electronic Word-Of-Mouth.
A variety of eWOM channels developed: blogs, virtual communities,
Facebook, Twitter, instant messaging, online review sites and hate
sites. Some are used to send each other private messages. Others are
used to discuss brands, services, strong and weak points of products.

During the last five years our research has shown that brand and pro-
duct related eWOM has a strong influence on consumers’ product
and brand attitudes and purchase behavior. The persuasive aspect of
eWOM is often attributed to the perceived non-commercial nature of
their authors. Consumers are believed to have no vested interest in re-
commending a brand or product and their assumed independence ren-
ders reviews more credible. But of course ‘not all reviews are created
equal’ as we showed at the University of Amsterdam. Perceived use-
fulness of online reviews is dependent upon factors like expertise
claims made by the poster, review valence and argumentation style
used by the poster.

The increasing importance of eWOM calls for a more agile and flexible
marketing strategy, requiring ongoing monitoring of eWOM. Monito-
ring is a first preliminary phase of adequate Webcare; reacting to nega-
tive reviews of consumers and providing information. However reinfor-
cing positive information is just as important and is often forgotten in
the marketing strategy.

We can conclude that the recent consumer empowerment requires ade-
quate Webcare. At the other hand we have a long history in customer
satisfaction research and we learned that a more holistic approach is

' necessary that takes into account all channels of customer service. ‘Cus-

tomer Centricity has to go beyond the web’.

The challenge for commercial management the coming years is to
create a symbiotic relationship between advertising, the marketer ge-
nerated website, consumer-generated sources and personal contacts
either by phone or faceto-face. Research carried out by academic and
commercial institutes into customer perceptions and evaluations can
help to steer this creative process.
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