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Abstract 

Customer centricity is an approach undertaken by a firm or organization, thus catering to the 

customer's specific needs and wants. The paper aims to identify various trends upon how the 

research is being carried out and possible gaps by analysing different tabular and visual sets of the 

findings from multiple works of literature in customer-centricity. The analysis has resulted in giving 

1886 articles using various electronic databases from 1972 till 2020. The result has clearly shown 

that customer-centricity has been widely discussed in different forms using many synonymous 

words like customer orientation, customer mindset, customer focus and market orientation. It has 

also shown that it has been widely addressed across multiple contexts and by using various kinds of 

mythologies. The study could help the future researcher get insights and analyse the core areas 

where various past researchers have extensively done the work. The future researchers would get a 

scope to explore the key areas which have remained unaddressed and fields that have not been 

linked thoroughly by understanding the evolution of the past work.   

Keywords: Customer centricity, Customer orientation, Market Orientation, Review, Bibliometric 

analysis  
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Introduction  

In the growing global market scenario,  when several new products and services emerging to meet 

the customer demands and expectations, it is essential for a firm to simultaneously focus on 

itssustainability (Kumar et al., 2012). Firms shut down due to the inability to meet the needs & 

demands of the customer (Christensen, 1996). The shutting down of firms has questioned various 

firms' sustainability strategies, as there are many stakeholders affected due to it. All aspects of 

consumer needs and demands like production concept, product concept, selling concept, marketing 

concept, and societal marketing concept are affected in a firm due to lack of sustainability (Kumar 

et al., 2012). Thus Sustainability is essential for firms to have a competitive advantage, 

differentiation advantage & also better financial performance (Bharadwaj, Varadarajan, & Fahy, 

1993).  

A customer-centric approach can be used by organizations to attain Sustainability (Sheth, Sethia, & 

Srinivas, 2011). The customer-centric approach provides a broad scope by integrating various 

marketing activities to profitability and Sustainability (Sheth, Sisodia, & Sharma, 2000). The 

customers are the key focus and foremost priority for an organization. A firm must ensure customer 

satisfaction and customer loyalty. Customer retention leads to improved market share and ensures 

long term sustainability (Shah, Rust, Parasuraman, Staelin, & Day, 2006).   

In the extant literature, customer centricity has been discussed widely through many synonymous 

words like customer orientation, customer mindset, customer focus and market orientation 

(Smirnova, Rebiazina, & Frösén, 2018 ; Spottke et al., 2015 ; Saad, Hassan, & Shya, 2015). 

According to(Rindfleisch & Moorman, 2003),customer centricity is an organizational approach 

focused on understanding the needs or demands of the customers to offer a customer-focused 

solution. The customer-centric approach helps the firms to understand the crucial aspects such as 

what a customer wants, where a customer wants, and why a customer wants. An in-depth 

understanding of customer requirements helps the firms restructure and strategize themselves 

(Rapp, Trainor, & Agnihotri, 2010). The basic premise of the customer-centric approach is to 

understand, analyse and act to meet the customer expectations for delighting (Vlašić & Tutek, 

2017).   

This paper utilises a bibliometrics method to search and analyse customer-centricity research filed 

concerning scientific actors like authors, sources, documents, and keywords. Bibliometric analysis 

is very informative and used to measure the progress and growth of the research field. The 

bibliometric method is a form of data management to draw rich insights from the available literature 

(Dehdarirad, Villarroya, & Barrios, 2015 ; Spottke, Wulf, & Brenner, 2015 ; Tahaei et al., 

2018).The significant advantages of bibliometric analysis are that it helps validate the centrality of 

work and explore new research frontiers. The technique allows researchers to view the past, present 

and future possibilities of specific areas within the broader topic, thus helping researchers to focus 

on particular aspects and subsequently understand various serious effects.      
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Previous researchers attempted literature reviews in the customer-centricity domain, but 

comprehensive analysis using bibliometric analysis is missing. It is also seen that the previous 

reviews have focused on a specific aspect of customer centricity rather than giving a holistic picture 

of the research done in the area of customer-centricity. There have been many review papers such 

as (Hennig-thurau, 2004), (Sören Salomo*, 2003), (Madsen, 2012), (Talukdar, Gulyani, & 

Lawrence, 2005), (Wang & Lo, 2003), (Cross et al., 2007), (Ishmael P. Akaah, 1983), (Auh & 

Menguc, 2007), (Polo Peña, Frías Jamilena, & Rodríguez Molina, 2016), (Majchrzak, 2006), 

(Smirnova et al., 2018), (Gummesson, 2008a), (Lamberti, 2013), where the researchers have widely 

reviewed customer-centricity individually across various contexts. There have been reviews 

focusing on different antecedents and possible consequences of customer centricity that has been 

discussed. Researchers have seen the effect of customer-centricity externally: the end consumers of 

the products or services, and internally that is the ones who ensure an organisation's operations for 

better performance. It was crucial to analyse researchers keen on customer-centricity, giving a 

broader view of the topic focusing on various trends and mapping the future directions for more 

exceptional contribution in this area.      

This paper is expected to help future researchers to evaluate various aspects of "customer-

centricity", published by different researchers from 1972 – 2020. This study aims to review the 

studies on customer-centricity and related aspects such as trending topics, utilization of the research 

and emerging patterns of the publications.  

This paper attempts to answer the following three primary research questions: -  

RQ1: What is the current status of research in the area of customer-centricity?  

RQ2: What are the various subfields of the customer-centricity research field? 

RQ3: What are future directions for customer-centricity research?  

This paper makes an essential contribution for researchers interested in customer-centricity as it 

outlines the key scientific actors like journals, articles, authors and countries. This paper synthesizes 

and provides valuable input on the past, present and future of customer centricity research. This 

paper acts as a brief and fast reference for researchers willing to work in customer-centricity, which 

helps them understand the future research direction. This paper would subsequently help business 

consultants, marketers, practitioners from across various firms get familiar with customer-centricity 

and how it can help while being implemented. 

This paper has been organised into five sections, where Section 1 provided the introduction. Section 

2 deals with the literature review, and Section 3 focused on research methodology. Results and 

finding are discussed in Section 4, followed by the conclusion in Section 5.   

Literature Review  

Customer centricity is an emerging term that has been into practice in various ways but has been 

theoretically discussed in recent years by multiple researchers (Gummesson, 2008a). In the book by 
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Ducker (1954), "The practice of management" stated what a business is, what it should produce and 

if the business would flourish, is entirely determined by a customer. The firms should primarily 

focus on fulfilling the needs and wants of the customer rather than selling their products (Sturdy, 

2001). Firms are making many promises in being customer-centricbut eventually fail to bring into 

practice effectively through the needful strategy, which creates an organization truly customer-

centric(Shah et al., 2006). A firm needs to know the needs of its profitable customers (Sheth et al., 

2000). A customer-centric firm enhances its productivity by effectively focusing on valuable 

customers and simultaneously reducing the subsidization of unprofitable customers (Sheth et al., 

2000). It is also believed that the cost of serving the most profitable customers are less compared to 

unprofitable customers (Sheth et al., 2000). For example, banks worldwideinvest a lot by providing 

various schemes and offer to their most profitable customers. This again leads to a thought where 

we realize that the profitable customers are willing to avail more services, which is an essential 

focus for the banks to retain. 

The cost of retaining an existing profitable customer would be cost-effectiverather than acquiring a 

new customer (Blattberg & Deighton, 1996). Thus, an organization must understand the existing 

shift from being product-centric to being customer-centric while giving more importance to the 

customer's choice or preference (Gamble, 2009). The extant literature indicates sparse studies on 

focussed customer-centricity,and there are many unexplored aspects of customer-centricity yet to 

researched (Gummesson, 2008a). Customer centricity is focused uniquely on every individual need 

(Shah, Rust, Parasuraman, Staelin, & Day, 2006). This enables a firm to make more individualistic 

products and a marketing plan to serve them better (Shah et al., 2006; Sheth et al., 2000). The 

customer in this process expresses its needs to the firm,and then the firm starts to develop a solution 

of products and services,  as desired by the customer (Lamberti, 2013). It also brings us to another 

thought that customers are individuals. They are people with unique qualities, thoughts, special 

needs & wants, which should be incorporated into one to one marketing (Gummesson, 2008a).        

The approach of Customer centricity helps organizations gain a competitive advantage but are more 

likely to be sustainable (Sheth et al., 2000) and enhance the managerial competence of the existing 

employees in an organization (Siu & Darby, 2006). Thus, a firm needs to acquire knowledge about 

the customers so that the firm can anticipate the needs and wants of the customers. Understanding 

the needs and wants will effectively lead to fulfilling customer requirements, which in turn leads to 

gaining more and more customers. Thus, leading to a competitive advantage also makes a company 

more sustainable while driving sales, profits, and consumer loyalty (Ross, 2009). Customer 

centricity helps firms achieve a competitive advantage that has been confirmed to be sustainable, 

and also, the competition can be countered easily (Shah, Rust, Parasuraman, Staelin, & Day, 2006). 

The greatest asset of a firm is its customers. More the number of customers more significant is the 

competitive advantage for the firm (Ross, 2009). Firms can slowly incorporate customer-centricity 

in their emerging practices to meet the customers' demands and subsequently stand stable with 

increasing competition. Thus ensuring that a firm enhances its customer service by ensuring a 

healthy relationship with the customer, which leads to high customer retention. Thus also ensuring 

enhances the sales growth.This helps to achieve market share with time (Namhee Kim & Mclean, 
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2007).  There are various ways how customer centricity can be categorised. One way is total 

customer-centricity. The organization makes considerable efforts to understand the customer, serve 

the customer, and satisfy the customer, regardless of its association with various buyers or sellers. It 

is important to note that if a firm is customer-centric, it needs to fulfil the needs of the buyer and 

seller. Whereas customer-centric asymmetry focuses on understanding, serving and satisfying only 

one side that is either the buyer and seller only, deepening on the efforts being made by either of 

them in the marketplace (Chakravarty, Kumar, & Grewal, 2014).  

Customer centricity involves understanding & satisfying the needs, wants or expectations of the 

customer or consumer's needs, wants, or expectations rather than focusing on the mass markets or 

cluster of market segments (Sheth et al., 2000). Customer centricity is focused on the customers' 

needs, wants, and resources to develop an effective marketing plan. Customer-centric firms can 

easily stand ahead of the competition, and it has also proven to be a sustainable approach, which 

makes sure that a firm attains a competitive advantage (Shah, Rust, Parasuraman, Staelin, & Day, 

2006). (Gummesson, 2008a) believes that as long a firm or organization strives to enhance the value 

being provided to the customer in exchange for the money paid, a firm shall be termed as a 

customer-centric firm. It is also believed that a firm can achieve customer-centricity if the firm is 

customer-focused from all aspects of the organization itself, which improved metrics can attain, 

process, structure and culture of the firm (Gummesson, 2008b). Moreover,(Gummesson, 2008b) 

also believed that the need is to satisfy both the customer's value chain and even the value chain 

from the firm's perspective towards the value been provided. The idea of (Gummesson, 2008b) was 

to be customer-centric and beyond, by being balanced centric where all the needs and wants of the 

stakeholders involved in the transactional process are satisfied equally, which is the right of every 

stakeholder.         

Customer centricity is an essential factor for researchers and practitioners to believe that it is crucial 

to be sustainable in the marketplace by anticipating its needs(Balachandran, 2007). Once the firm is 

fulfilling the customer's anticipated needs, it will help the firm perform in a unique way (Shah, 

Rust, Parasuraman, Staelin, & Day, 2006).  In the times to come, it is harder to generalise customers 

as the needs and wants of a customer are prone to multiple changes and shifts. Homogeneity of 

products was a thing of the past (C. W. L. Hart, 1995). Customer centricity believes in catering to 

customers with customized or personalized products and services, as per the best interests of the 

customers (Lamberti, 2013). Customer Relationship Management(CRM) is one of the essential tool 

used today to analyse the needs and wants of the customer, which helps to personalize the 

touchpoints of the customers (Shah, Rust, Parasuraman, Staelin, & Day, 2006). Also, techniques 

such as 'Just in time' and 'flexible manufacturing system' helps firms to customize the products with 

better quality at a lower cost by acknowledging the needs and wants of the customer (Sheth et al., 

2000).              

Customer centricity is also seen as a mediator between internal marketing and external marketing. 

Internal marketing includes people, process, and resources interlinked to external marketing aspects 

such as various product, pricing, promotion, and distribution activities. It can also be said that better 

is implementing internal marketing practices, more enhanced would be the customer-centric 
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approach, leading to better performance due to external marketing (Saad et al., 2015). The 

customer-centric approach of an employee in the organization mediates the overall relationship of 

the customer-centric approach of an organization and an employee's performance. It is essential to 

ensure the wellbeing of employees, who are the critical aspects while implementing the customer-

centric strategy for an organization. The employees must have a customer-centric mindset, which 

would help an organization attain better performance (Cross et al., 2007). The perception of 

employees atdifferent levels of origination has played a significant role in taking a customer-centric 

decision, and this also varies concerning the firm's size. There are majorly three stakeholders who 

are affected positively or negatively in the account of a customer-centric approach. They are the 

customers, employees at different levels, and the firm owners(Liow & Yeow, 2015). There are 

various factors upon which internal and external customers can ensure customer-centricity in 

multipleoperations units in an organization. This would help an organization analyse, design, 

critique, and implement as part of a solution for better performance. Customer centricity can be 

measured quantitively by researchers about an employee in an organization individually, which can 

help an organization for self-evaluation by an aggregated form of the data (Kennedy, Lassk, & 

Goolsby, 2002).   

Most of the firms view the customer-centric approach as one of the most crucial factors for better 

performance in the marketplace. There are various challenges associated while building the 

customer-centric strategy, implementing the plan, and improving it with the customers' changing 

needs. The significantproblems while implementing a customer-centric approach in any 

organizations are mainly the availability of the data from retailers, manufacturers and most 

importantly, the customers who avail the services and products of the firm. There is a financial 

constraint, which acts as a barrier while ensuring the customer-centric approach is in place (Ross, 

2009).     

Related Work  

Much literature has given the researchers a brief and clear idea of various marketing concepts. The 

main aim of the review literature is to understand the actual work that has been done across multiple 

contexts and critically review to show the path for future researchers to work. Some of the most 

prominent literature review such as (A. Kumar, Paul, & Unnithan, 2019), (Gul, Zhang, Paul, & Gul, 

2019),  (Canabal & White, 2008), (Kahiya, 2018), (Paul, 2017), (Paul & Rosado-Serrano, 2019), 

(Paul & Benito, 2018) and (Rosado-serrano, Paul, & Dikova, 2018) has seen no prominent literature 

review which would help researchers critically analyses and help to give direction to their future 

work. These articles were review's which were one of its kinds as it has discussed marketing related 

to various contexts such as internationalization, foreign direct investments, emerging markets and 

franchising. The review also provided insight into what research gaps existed in the past and present 

literature and the possible means to which the researchers could contribute. Few of the review 

papers could provide a theoretical framework supported by the existing literature, thus helping 

future researchers with a brief idea about the current research gaps.  
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The method of literature review that is focused here is a bibliometric method, which concentrates 

primarilyon evaluating a large number of resources through various means and statistically analyses 

with the help of bibliographic data (Randhawa, Wilden, & Hohberger, 2016 ; Reddy, Haque, 

Schramm, & Kummer, 2018 ; Firdaus, Faizal, Razak, & Feizollah, 2019 ; Fahimnia, Sarkis, & 

Davarzani, 2015). The methodology upon which a bibliometric analysis is being done mainly 

comprises of two kinds of mapping. The first kind is performance mapping that includes evaluating 

the past and present published research concerning the sources, authors, countries and keywords. 

The Second kind of Research field structure network mapping majorly focuses on the bibliometric 

representation of networks to understand and interpret the interrelation between various authors, 

research papers, fields and specialities. This kind of mapping also focuses on co-citation and 

bibliographic coupling analysis, reflecting the qualitative aspect of the existing research and 

quantifying them for better understandability for future research(Cobo & Herrera, 2011 ; Ruggeri, 

Orsi, & Corsi, 2019).  The technique of bibliometrics is majorly used to search, analyze and 

visualize various forms of trends and happenings of the scientific fields (Koskinen, Isohanni, 

Paajala, & Miettunen, 2008). The purpose is to present the various forms of development in a 

particular area or topic of interest in a descriptive way (J. Liu, Tian, Kong, Lee, & Xia, 2019). This 

form of analysis enables the researcher to evaluate the publications in terms of the citations, 

publishers, countries and authors impact. (Lee, 2019 ; Docampo & Cram, 2019 ; Iefremova, 2018 ; 

Firdaus, Faizal, Razak, & Feizollah, 2019) 

Much research or work has applied this method across various areas of interest or areas of 

knowledge. This study is the first of its kind to present a bibliometric analysis of "Customer 

Centricity". This would help us understand the past and the ongoing trend and subsequently help 

future researchers understand the area better and fruitfully work on this topic.     

METHODOLOGY 

As shown in Figure 1, there are four essential parts upon which the mythology is being divided. The 

first involves searching for relevant literature. The second part involves the result derived from the 

search. The third part involves various findings emerging from the result of the search. The Fourth 

part involves the analysis of the findings from the search. The methodology begins with the first 

step that is searching the primary keyword "customer-centricity" and similar words like customer 

orientation, consumer orientation, customer mindset, consumer mindset, customer focus and market 

orientation from the Scopus database (Smirnova, Rebiazina, & Frösén, 2018 ; Spottke et al., 2015).    

The main objective of the search is to understand in-depth various research direction and multiple 

interests of the authors in the area of customer-centricity. The Scopus database is used here 

primarily to search the relevant research because the Scopus database consists of both ISI and 

Scopus indexed ranked papers. However, other electronic-based sources were also used to search 

for the literature. Subsequently, after the searching part, the result part could help us fetch 1886 

document from over 519 sources that were published from 1972 to 2020. The analysis of the 

documents was done from 1972, as the researchers wanted to get every possible understanding of 

the topic that is customer-centricity since its inception. The researcher needed to understand in-
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depth the topic, which could help to give a good understanding even for the future researchers to 

focus. Gradually in the next part, the primary focus on decoding the information gathered. The 

bibliometrics analysis in this study was performed using the R and Vos Viewer software. The 

findings from the report are crucial, as they help get bibliometric information that is then used to 

understand the prominent research and its impact better and build knowledge in customer-centricity.    

TCCM Framework  

There were many frameworks such as TCM Framework (Paul, Parthasarathy, & Gupta, 2017), 

TCCM frame work (Paul & Rosado-Serrano, 2019), ADO framework (Paul & Benito, 2018) and W 

framework (Rosado-serrano et al., 2018),  which we had come across to understand various existing 

work, the research gaps existing and subsequently suggest new directions for the future researchers 

to work. The TCCM framework was one such suitable framework, which was bought into adoption 

in this paper as it provided a holistic and robust outlook towards understanding the existing 

publications. In the frame, T stands for Theory, which discusses various theories that have been 

used popularly as a base to discuss customer-centricity. The C stands for context, which helps in 

identifying multiple areas where customer-centricity related research is being most performed or 

applied. The following C stands for the characteristics or constructs, which helps us gain insides on 

various antecedents that act as an enabler for customer centricity and, subsequently, outcomes 

resulting froma customer-centric approach. The M stands for the methodology, where various 

methods that is being popularly being used as a tool to evaluate various constructs of customer 

centricity or customer centricity itself. This framework would help researchers to explore new 

avenues of research in the area of customer centricity. In this paper as shown in Table 7 and in 

Table 8, we have used 10 most cited review papers and the 10 most recent papers related to 

customer centricity. The reason of the selection was to understand both the aspects with a rigour for 

better outcomes by the future researchers. This would also help us understand the trend in which 

researchers have been evolving.    

Co-Citation Analysis  

Co-citation analysis is a technique that is used in a bibliometricstudy whose primary purpose is to 

chart the complete structure of the research that has been done through the analysis of the 

documents that are cited together in common by various authors (Braam, Moed, & Raan, 1991 ; 

Small, 1973 ; Gghe & Ousseau, 2002 ; Cobo & Herrera, 2011). When a document has two 

documents commonly cited in their reference list, then the two materials are said to be co-cited. The 

more the number of papers cites two or more common documents, the more critical the papers in a 

particular field would be. The co-citation method is used to picture a sophisticated and holistic 

historical view of the research done in a specific field of study. The co-citation analysis provides 

papers representing common areas or themes where most of the research is being undertaken by the 

researchers. The co citation network would help a researcher to identify the possibilities of context 

in order to conduct research in a particular field and also help to keep up the novelty of the research. 

Co citation also gives an idea where the researches are majorly focusing on and how repetitive or 
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saturated the work is, which would help the future researchers to choose the less explored areas of 

research  (Alon, Anderson, & Munim, 2018).    

 

Bibliographic Coupling  

Bibliographic coupling is an exciting method where a single research paper is cited by two other 

research papers, which increases the researcher's work in a particular field and shows the 

similarities in the research area. It can also be told as the opposite of co-citation analysis. 

Bibliographic analysis can be used to understand and view the recent trends that various researchers 

are exploring. More is the number of references shared by two or more publication in stock; more 

effective would be the bibliographic coupling matrix between the papers. Bibliographic coupling 

focuses more on the recent trends or documents that are very recently cited, as most of the current 

research cite papers that are most trending and evolving as per the researchers focus and subsequent 

market demands (Zhao, 2014 ; Yan, 2012 ; MU-HSUAN HUANG, LI-YUN CHIANG, 2003 ; 

Bichteler, 1979 ; Jarneving, 2007 ; WEINBERG, 1974 ; Biscaro & Giupponi, 2014 ; Zhao, 2008 ; 

Boyack, 2010 ; Gghe & Ousseau, 2002).   

 

This paper will consider both the co-citation method and the bibliographic coupling method. We are 

keen on emphasising the research that is being done earlier,which is ongoing, keeping into 

consideration the evolution of customer-centricity. The methods would help investigate research 

publications that have been discussed across the span of years by various researchers worldwide. 

This would help to group the papers in the form of themes that will be emerging, giving the possible 

areas where the research has been done extensively and where possible the researchers could further 

explore. The mapping was done using VOS viewer software that  detects the documents across even 

the minutest way, where two or more documents showcase the resemblances. These documents are 

then categorised into a cluster by looking upon the linkage in their citations.  These clusters would 

then signify the solid intellectual base that has been created across different contexts or research 

related to customer centricity (Eck & Waltman, 2010).   

 

 

 

 

 

 

Figure 1: - Different steps of the Methodology 
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DESCRIPTIVE ANALYSIS 
Table 1 clearly shows the extensively searched documents in the area of customer centricity in a 

quantitative way. It is seen that there are a total of 1886 papers in a whole where general articles 

were 1761 and review based papers were 125, published between 1972 to 2020. The average 

citations per document are 29.21. There has been a good amount of research being done in customer-

centricity by many authors to both small and large extent which can be inferred from the table below. 

Summary of the Searched Documents 

Description Results 

Documents 1886 

Sources (Journals, Books, etc.) 519 

Keywords Plus (ID) 1402 

Author's Keywords (DE) 3732 

Period        1972 - 2020 

Average citations per documents 29.21 

Authors 3610 

Author Appearances 4452 

Authors of single-authored documents 392 

Authors of multi-authored documents 3218 

Single-authored documents 449 

Documents per Author 0.522 

Authors per Document 1.91 

Co-Authors per Documents 2.36 

Collaboration Index 2.24 

Document types   

ARTICLE 1761 

REVIEW 125 

 

Table 1: - Complete quantified summary of the searched Documents    

Annual Scientific Production 

There has been significant growth and interest in customer-centricity, which is evident from figure 

1. From early 2000, customer centricity has been highlighted a lot more though the studies have 

been happening since 1972. It is also fascinating to note that irrespective of whether the economic 

or global situation was over the years, the interest in the area of customer centricity has been intact 

and throughout. The annual scientific production is expected to grow in this area, likely due to the 

immense interest in application both by academicians and practitioners.   
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Figure 2: - The growth trends of "Customer Centricity" publications 

Most Relevant Authors 

In table 2, it is shown that the most relevant authors concerning the most significant number of 

articles published in the area of customer-centricity. These authors have a high interest in customer-

centricity, but these authors may not be the most influential ones. The table below clearly indicates 

the quantity produced rather than the kind of impact it is creating in customer-centricity.      

Most Relevant Authors  

Author Number of Articles 

YAVAS U 14 

BABAKUS E 12 

KARATEPE OM 9 

PETTIJOHN CE 8 

WALSH G 8 

ASHILL NJ 7 

BROWN TJ 7 

HOMBURG C 7 

JARAMILLO F 7 

EGGERS F 6 

 

Table 2: - Ranking of the ten most relevant authors 
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Most Relevant Affiliations 

There have been many universities across various countries that have been working upon in the area 

of customer-centricity. Table 3 below shows the most relevant affiliation concerning the number of 

articles being published by the university in the field of customer-centricity. Though this topic holds 

utmost importance across various countries, most of the research is being done by universities of the 

USA, UK and Australia.    

Most Relevant Affiliations 

Affiliations Number of Articles 

OKLAHOMA STATE UNIVERSITY 28 

MONASH UNIVERSITY 25 

GRIFFITH UNIVERSITY 22 

EAST TENNESSEE STATE 

UNIVERSITY 

20 

ISLAMIC AZAD UNIVERSITY 17 

LOUGHBOROUGH UNIVERSITY 17 

KARLSTAD UNIVERSITY 15 

UNIVERSITY OF MELBOURNE 15 

EASTERN MEDITERRANEAN 

UNIVERSITY 

14 

MICHIGAN STATE UNIVERSITY 14 

PENNSYLVANIA STATE UNIVERSITY 14 

UNIVERSITY OF ALABAMA 14 

CARDIFF UNIVERSITY 13 

CITY UNIVERSITY OF HONG KONG 13 

GEORGIA STATE UNIVERSITY 13 

UNIVERSITY OF GEORGIA 13 

UNIVERSITY OF MANNHEIM 13 

UNIVERSITY OF TENNESSEE 13 

UNIVERSITY OF NEW SOUTH 

WALES 

12 

UNIVERSITY OF STRATHCLYDE 12 

 

Table 3: - Top 20 most relevant affiliations in "customer centricity" research 

Country's Scientific Production 

The number of articles or the amount of scientific production in customer-centricity, as shown in 

Table 4, has been from the USA, UK and Australia, also evident in table 3. The growing scientific 

production in these three countries may be due to the diversity in the industry and population. It is 

one of the driving forces due to which few of the country's scientific production in customer-

centricity is high. The countries with lesser scientific production are perhaps due to the lack of need 
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to explore customer-centricity presently. The countries could likely be focusing on other topics of 

high importance and interest. 

 

Country Scientific Production 

Country Frequency 

USA 1098 

UK 403 

AUSTRALIA 233 

INDIA 147 

GERMANY 138 

TAIWAN 103 

SWEDEN 96 

SOUTH KOREA 92 

CHINA 88 

CANADA 76 

FINLAND 71 

NETHERLANDS 68 

SPAIN 68 

MALAYSIA 49 

TURKEY 49 

FRANCE 42 

ITALY 41 

INDONESIA 39 

SWITZERLAND 38 

GREECE 33 

 

Table 4: - Top 20 most productive countries and institutes in "Customer Centricity" research 

Most Cited Documents 

Table 5 below, as shown, gives the publications along with the title, which is most cited globally in 

the area of customer-centricity. These documents have acted as a seminal paper that has indeed 

given a significant contribution to this topic. The interest of the researchers has been extensively 

high among these papers and is expected to grow throughout concerning the area of customer 

centricity or issues related to it.   

Most Global Cited Documents 

Publications Title Total Citations 

HAN JK, 1998, J MARK Market Orientation and Organizational 

Performance: Is Innovation a Missing 

Link? 

1384 
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VANDERMERWE S, 1988, EUR 

MANAGE J 

Servitization of Business: Adding 

Value by Adding Services  

1014 

ANDRIOPOULOS C, 2009, ORGAN SCI Exploitation-Exploration Tensions and 

Organizational Ambidexterity: 

Managing Paradoxes of Innovation 

692 

SLATER SF, 1998, STRATEGIC 

MANAGE J 

CUSTOMER-LED AND MARKET-

ORIENTED: LET'SNOT CONFUSE 

THE TWO 

607 

DUNCAN T, 1998, J MARK A Communication-Based Marketing 

Model for Managing Relationships 

518 

BROWN TJ, 2002, J MARK RES The Customer Orientation of Service 

Workers: Personality Trait Effects on 

Selfand Supervisor Performance 

Ratings 

505 

CHEN IJ, 2003, BUS PROCESS 

MANAGE J 

Understanding customer relationship 

management (CRM) People, process 

and technology 

468 

LUKAS BA, 2000, J ACAD MARK SCI The Effect of Market Orientation on 

Product Innovation  

449 

SCHNEIDER B, 2005, ACAD MANAGE 

J 

UNDERSTANDING 

ORGANIZATION- CUSTOMER 

LINKS IN SERVICE SETTINGS 

445 

CHENHALL RH, 2005, ACCOUNT 

ORGAN SOC 

Integrative strategic performance 

measurement systems, strategic 

alignment of manufacturing, learning 

and strategic outcomes: an exploratory 

study 

401 

 

Table 5: - Ranking of the ten most globally cited publications 

Most Relevant Sources 

The contribution by researchers has been published across various journals. Table 6 gives the 

journals publishing research in customer centricity and ranking concerning the number of articles 

being published on the topic. From 1972 to 2020, the "Journal of marketing" has seen the highest 

number of research contributions in customer-centricity followed by "Industrial marketing 

management". Most of the journals where researchers target are business management journals, 

marketing journals, and there is seen interest by a health care journal. Every journal has a different 

interest and genre of research they wish to publish, depending upon the topic and likelihood of its 

impact on future researchers, which is considered by all the journals.   
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Most Relevant Sources 

Sources Number of Articles 

JOURNAL OF BUSINESS RESEARCH 53 

INDUSTRIAL MARKETING MANAGEMENT 46 

JOURNAL OF BUSINESS AND INDUSTRIAL MARKETING 40 

JOURNAL OF THE ACADEMY OF MARKETING SCIENCE 36 

JOURNAL OF PERSONAL SELLING AND SALES MANAGEMENT 32 

JOURNAL OF STRATEGIC MARKETING 31 

MANAGING SERVICE QUALITY: AN INTERNATIONAL JOURNAL 31 

EUROPEAN JOURNAL OF MARKETING 30 

SERVICE INDUSTRIES JOURNAL 26 

INTERNATIONAL JOURNAL OF BANK MARKETING 25 

JOURNAL OF SERVICES MARKETING 25 

JOURNAL OF MARKETING 23 

TOTAL QUALITY MANAGEMENT AND BUSINESS EXCELLENCE 23 

INTERNATIONAL JOURNAL OF HOSPITALITY MANAGEMENT 22 

STRATEGIC DIRECTION 21 

INTERNATIONAL JOURNAL OF PRODUCTION ECONOMICS 19 

MARKETING INTELLIGENCE AND PLANNING 19 

JOURNAL OF PRODUCT INNOVATION MANAGEMENT 18 

INTERNATIONAL JOURNAL OF CONTEMPORARY HOSPITALITY 

MANAGEMENT 

17 

JOURNAL OF CONSUMER MARKETING 17 

Table 6: - Ranking of the most relevant sources 

WORD ANALYSIS 
Most Frequent Words 
The most frequent words that have emerged from the analysis are shown in figure 3. It is seen that 

customer orientation is the most frequent word that has been used as it is synonymous with 

customer-centricity. It can also be said that most of the researchers use the word customer 

orientation instead of customer-centricity. Marketing concepts such as customer satisfaction, 

product development, consumerbehaviour and sales have been used, which shows that the 

significant application of customer centricity is being applied in marketing. It has been entirely 

Figure 3: - Most Frequent words 
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Referred to along with quality control management and service industry, where its application must 

have seen immense interest among the researchers. Two sectors where the amount of work on 

customer-centricity is being done profoundly would be the health care and IT industry. It is seen 

that words like patient satisfaction and information technology have been used quite a lot.        

Trend Topics 

There has been quite a lot of topics that have been discussed throughout in association with 

customer-centricity. The trending topics in figure 4 have been viewed from 1988 to 2018. We can 

observe how independently these topics have been discussed in association with customer-

centricity, and few of these topics have been intercorrelated and debated. A few of the most 

trending topics between 1988 and 2018 are the United States, where most of the research is taking 

place as shown in table 3 and table 4, industrial management, strategic planning, competition, 

project management, quality control, service sector, commerce, innovation and human consumption 

behaviour. This kind of trend allows us to see the evolution of the interest of the researchers in a 

long span. Figure 4 would help future researchers focus on less explored areas and can be of 

significant relevance.       

 

Figure 4: - Trending Topics 
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TCCM Framework  

Theory development (T) 

Several theories have been discussed across the ten most reviewed papers, and the ten most recent 

papers used as a theoretical platform to discuss customer-centricity concerning Table 7 and Table 8. 

Some of the most disused theories are   

Resource-based View theory 

The resource-based theory (RBV) enables a firm to look at its existing resources and the potential it 

has already built for a long time to gain a competitive advantage in the market, instead of just 

looking at the competition (Helfat & Peteraf, 2003 ; PETERAF, 1993). This theory also believes 

that it is effortless for an organization to look for new opportunities with the existing resources and 

capabilities rather than building new skill sets or acquiring training or resources for every new kind 

of opportunity (Barney, 2001). These resources should focus on the organizations while building a 

strategy to deal with the ever-increasing competition (Hart, 1995).   

Marketing theory 

Marketing is about creating, communicating, and delivering value to the organization for products 

or services (Day & Wensley, 1983). This theory consists of various ways: products, pricing, 

promotion, communication, competition and merchandising (Murray, 1991). Firms have used this 

theory to reduce uncertainty among the customers and gain a competitive advantage (Grönroos, 

1974). It can also be said that marketing theory varies across different kind of organization's and 

concerning their customers (Hunt, 1990 ; Hunt, Muncy, & Ray, 1981).    

Dynamic capabilities theory 

The purpose of this theory is to integrate, bring together, rebuilt and restructure both the internal 

and external structure of the firm in terms of the capabilities and resources, which would then help 

the firm to stand strong in the ever-changing competitive atmosphere (Wheeler, 2002). This theory 

mainly focuses on the employee's welfare, which is the skill set that the employees are equipped 

with and the skill set the employees could acquire to help the firm gain a competitive advantage 

(Teece, 2014). This theory also focuses on the rate at which the firms restructure themselves 

concerning the ever-changing market dynamics and business requirements. A firm with a robust 

dynamic capability would not just gain a competitive advantage but also help achieve long term 

returns in the marketplace (Teece, 2014).    

Context (C)  

The researchers have focused on employees from all kinds of management levels like CEO, store 

manager, research and development executive and marketing managers as inferred from Table 7 

and Table 8. The researchers have focused on different sectors which includes manufacturing and 

service industry. This has been seen across the organization from various countries. Some 

researchers focused on seeking insights from the customers of the organization. The interest of the 
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researcher lay both internally and externally with the organization, which means that the researcher 

was keen on the functionality of organizations from various possible sectors and firmly believed 

that it was crucial to understanding the topic of customer centricity from the inter-firm perspective, 

intra-firm perspective and also the perception of the customer about the organizational efforts.     

Constructs or Characteristics (C) 

Antecedents: - Various factors have been discussed in both the review papers and the recent 

trending papers, as shown in Table 7 and Table 8. The antecedents here are moreover enablers that 

help to enhance the customer-centric approach. It can be seen clearly that the review papers have 

focused more on discussing the enablers or antecedents of customer-centricity. The researchers 

would have been keen or felt the importance to address such factors, which would likely have been 

of high interest for future researchers and practitioners.   

Outcomes: - The outcomes of the customer-centric strategies as found by the researchers across the 

review and trending papers, as shown in Table 7 and Table 8, has been towards the performance of 

the firm and satisfaction of the customer. The firm's performance is undoubtedly crucial as, in the 

end, and firms spend a lot while practising customer-centric strategies and go through a lot of 

internal changes to enhance their performance through both monetary and non-monetary means. 

Customer's satisfaction would help firms gain market share and create a better reputation in the 

marketplace amongst all the other existing competitors. Hence, the two factors have been emerging 

a lot as an outcome throughout. It is also fascinating to note that recent trending papers have 

focused more on the kinds of results that a customer-centric approach is likely to produce. The 

growing insights about the outcomes in the recent publications would be of much interest to the 

practitioners and likely of high significance to the researchers as the end of the way. It is the 

sustenance of the firm that is of great concern across various stakeholders.    

Methodology (M): -  

As shown in Table 7 & Table 8, the methodology across both the review and recent trending papers 

has been mainly the mixed method where both qualitative and quantitative techniques have been 

used. There has been more focus on the quantitative approach concerning various existing scales 

available to measure customer centricity and constructs. Confirmatory Factor Analysis (CFA) is 

another methodology used a lot by many researchers. The method would allow the researchers to 

get a transparent and better inside about the areas the researchers are willing to explore in customer-

centricity. The researchers can focus more on qualitative techniques, which could be of more help 

as it would give real-time and grounded information, thus providing a lot more exciting and unheard 

insights about customer-centricity across various sectors. The researchers could also explore new 

methodologies that have been less used as a matter of triangulation to get more authenticated and 

verified insides on the existing or original research, thus giving practitioners more confidence in 

real-time application. 
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Article TLC Data Source Methodology Theory Antecedents Outcomes 

(Homburg & Pflesser, 

2000a) 

592 Different 

Industries  

Mixed-Method 

(Content Analysis 

and Field 

Analysis) 

Theory of 

organizational 

behaviour 

Social system theory 

Basic values   

(N. A. Morgan, Vorhies, 

& Mason, 2009) 

552 Firms operating 

in consumer and 

business 

markets 

Confirmatory 

Factor Analysis 

(CFA) 

Resource-based theory 

Dynamic capabilities 

theory 

Market intelligence 

generation 

Market intelligence 

dissemination 

Responsiveness to 

market intelligence 

Firm 

performance 

(Schneider et al., 2005) 454 Departments of 

organization 

Quantitative  Theory of leadership 

Social cognitive theory 

Unit service climate 

Unit customer focused 

Unit service leadership 

behaviour 

Unit Customer 

satisfaction 

(Siguaw, Simpson, & 

Baker, 1998a) 

427 Supplier and 

distributor of 

organizations  

Quantitative  social exchange 

theory 

Marketing Theory  

The Commitment- 

Trust Theory 

Distributor trust  

Relationship Cooperative 

norms  

Distributor commitment  

Distributor satisfaction 

with financial 

performance  

(Menguc & Auh, 2006) 320 Manufacturing 

industries 

Confirmatory 

Factor Analysis 

Marketing theory 

 

Resource-advantage 

theory 

Innovativeness  Firm performance  

(G. TOMAS M. HULT, 

DAVID J. KETCHEN 

Jr, 2005) 

307 Single-business 

firms 

CFA Resource-based view Organizational 

responsiveness  

Market information 

processing 

Performance 

(Langerak, Hultink, & 

Robben, 2004) 

282 Multiple Dutch 

Firms  

Mixed Method   The Comparative 

Advantage Theory of 

Competition 

Market testing 

Launch tactics 

Launch Budgeting  

Launch strategy  

Product advantage 

New product 

performance  

Organizational 

performance  

(Hennig-thurau, 2004) 266 Universities  Quantitative  The commitment-trust 

theory of relationship 

marketing 

Technical Skills  

Social Skills  

Motivation  

Decision Making 

Authority  

Customer satisfaction  

Emotional commitment 

Customer retention   

(Shah, Rust, Parasuraman, 

Staelin, Day, et al., 2006) 

230       Product centricity  

Organizational barriers 

Culture 

Structure  

Process 

  

(Rafiq & Ahmed, 2000) 225     Marketing theory  Inter-functional 

coordination and 

integration  

Employee motivation  

Job satisfaction  

Marketing like approach  

Empowerment  

Service quality  

Customer satisfaction  

 

Table 7: - Top ten most cited review papers on theories, context, construct, and measurement used 
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Article Year Data Source Methodology Theory Antecedents Outcomes 

(Carlson et al., 2020) 2020 University  10-factor CFA Social identity theory Social identification 

Brand involvement  

Endorser ambiguity 

Endorser fit  

Endorser expertise  

Altruistic attribution   

Interest  

Favourably use 

(C. S. Liu & Huang, 

2020) 

2020 Cultural and 

creative firms 

Common method 

variance 

Confirmatory 

factor analyses 

Social entrepreneurial 

orientation (SEO) 

Innovativeness  

Effectual orientation 

Risk management 

Proactiveness 

value co-creation 

(Septianto, 2020) 2020     Implicit Person 

Theory 

Reputation 

Perceived Effort 

Admiration 

Mindset 

Charitable Behaviour 

(Syahdan, Djaelani, & 

Ar, 2020) 

2020 SME Partial Least 

Square Structural 

Equation 

Modelling (PLS-

SEM) 

Contingency theory   Performance of SME 

Access to finance  

(Raj, Kwong, & 

Tasavori, 2019) 

2019 Social 

enterprises  

Common method 

bias (CMB) 

Theory of Mission 

drift  

Theory of market 

orientation  

  Economic performance  

Social performance  

(Domi & Musabelliu, 

2019) 

2019 Tourism 

industry  

Structural equation 

modelling (SEM) 

& Qualitative 

    SME performance  

Innovativeness  

Innovation behaviour  

(Behavior, Groth, Wu, 

Nguyen, & Johnson, 

2019) 

2019 Organizations    Hobfoll's (1989) 

conservation of 

resources theory 

(COR) 

Organizational 

citizenship behaviour 

Self-starting 

Long-term-oriented Forward-

thinking approach 

Proactive customer service 

performance 

(Iyer, Davari, 

Zolfagharian, & 

Paswan, 2019) 

2019 B2B firms  Partial least 

squares based 

structural equation 

modelling 

Resource advantage 

theory  

Market orientation 

theory  

  Design-based Differentiation 

Quality-based 

Differentiation 

Brand Image-based 

Differentiation 

Price-based Differentiation 

Undifferentiation 

Brand Performance 

(Yang & Tsai, 2019) 2019 Manufacturing 

firms 

Quantitative  Marketing based 

theory of innovation  

Knowledge-based 

theory of the firm  

Jobs theory  

  Cross-functional integration  

Innovation performance  

(Feng, Wang, Lawton, 

& Nanfeng, 2019) 

2019 Firms  Quantitative  Social learning theory  

Interactional 

perspective  

  Human leadership  

Justice leadership  

Moderation Leadership  
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Table 8: - Top ten most recent trending papers on theories, context, construct, and measurement used 

CO-CITATION NETWORK 

The analysis of the documents in a co-citation matrix studies the co-cited references. It is used to 

collectively build the theme to explain the dynamics and insights if the study emerged from the 

clusters.The information of the top co-cited papers concerning the link strength is shown in the table 

and figure. An individual paper may not be of specific impact here. Still, the cluster can showcase 

where most work is being done and what kind of work influences several researchers to work.    

It can be inferred here that the larger the size of the cluster, the higher would be the number of 

publications that are cited and subsequently closer would be the linkage of the references that are 

mentioned together. The clusters are colour coded as seen in the figure where the colour red denotes 

cluster 1, and green indicates cluster 2, and blue indicates cluster 3. This Co-citation cluster analysis 

was performed using VOS Viewer, and we had considered the top 10 papers with the highest link 

weightage for all the clusters. It was vital to understand the most impactful publications and the 

emerging themes that have been studied so far.     

 

Cluster 1 – Advantages of customer centricity   

In cluster 1, the primary area where the authors have researched is Customer centricity, Customer 

orientation and market orientation, where the authors have focused on various ways how these can 

fetch a firm to attain competitive advantage and subsequently ensure profitability. Also, the authors 

suggest the best measures and drivers for the practitioners to provide market orientation throughout, 

which would enhance the organisation's performance.    

In the study by (Slater & Narver, 1994a), they explore how the competitive environment influences 

the organization's performance in market orientation.  It is also found that there is a long term 

benefit of market orientation across varied environmental conditions that is highly cost-effective. It 

does make a huge difference in the functionality of the organization. It has been reported by (Kirca, 

Jayachandran, & Bearden, 2005b) that market orientation performance is strong in the case of 

manufacturing firms in terms of cultural classification that is low power distance and uncertainty 

avoidance. The market orientation is also highly correlated for both cost and revenue-based 

performance measures in manufacturing-based organizations and relatively less correlated for 

service-based firms(Kirca et al., 2005b). (Narver & Slater, 1990) had built a measure of market 

orientation to analyse its effect on the profitability of the business. The paper mainly focuses on two 

aspects. First, it discusses the kind of relationship existing between sustainable competitive 

advantage and market orientation. It then focuses on the kind of relationship existing between 

market orientation and business profitability. It also helps us understand how superior value for the 

customer is being created, wherein the market orientation is the business culture being followed by 

the organizations (Narver & Slater, 1990). According to (Jaworski & Kohli, 1993), the needs and 

expectations of customers evolve continuously. This enables firms to deliver constantly best quality 

products or services by tracking and responding to the ever-changing dynamics of the marketplace. 
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The research helps to understand the factors which help an organization or harm an organizations 

market orientation. It also helps us understand the kind or magnitude of effect it could create among 

its employees and its business performance. (Jaworski & Kohli, 1993) also helps us think on the 

fact that if market orientation is something that all business should focus upon, as an organization 

invests a lot financially and non-financially while ensuring themselves market-oriented, which 

could be a risk if failed while meeting the organizations prime objective that is profitability. Also, 

constructs or factors that could help managers in their organization modify or build marketing 

orientated strategies benefiting the business were developed by (Kohli & Jaworski, 1990a) upon 

creating an integrated framework from the various existing literature. The author (Day, 1994) has 

discussed the key issues while studying the importance of creating a market-oriented organization. 

The author also believes that identifying and building specific capabilities that can term an 

organisation unique can help an organization become market-oriented. The research gives insides 

on which aspects and capabilities, if strategized, would enhance the market orientation of an 

organization (Day, 1994). (Slater & Narver, 1995) has well explained the process through which 

new knowledge is being developed within an organization, which reflects in the changing behaviour 

of an organization and helps to understand various other aspects of such knowledge being 

implemented. The researcher also has focused on communicating how, during periods of 

uncertainty, organizations can maintain a competitive advantage while ensuring the knowledge-

driven behaviour change. (Slater & Narver, 1995) has recommended a set of organization 

fundamentals, existing in the existing theory, which consists of the cultural and environmental 

aspect of the learning orientation. The relationship between market orientation and innovation, 

while affecting the performance of an organization, has been investigated well (Namwoon Kim, 

Han, Kim, & Srivastava, 1998). The authors have studied the main components of market 

orientation that impacts innovation. The paper mainly provides a model that throws light on 

organizational performance while linking both the organization and market orientation (Namwoon 

Kim et al., 1998). The author (Noble, Sinha, & Kumar, 2002) has explored various possible 

dimensions of the performance effects to market orientation. The study also emphasizes on various 

implications of the strategic decisions being made by the managers thus reflecting their order of 

priorities.  The author has also viewed organizations innovativeness and learning orientation as a 

mediator towards the relationship of orientation performance. It is seen through this paper that firms 

exhibit greater performance, if and only if the firms have a strong competitor orientation and greater 

selling orientation. The firm should also have a national based brand focus in order to exhibit 

enhanced performance (Noble et al., 2002). The researcher (Grinstein, 2007) could justify that 

market orientation as a component positively influences the consequences of innovation, 

subsequently the competitor orientation depends on a certain aspects of customer orientation. It is 

also seen through this study that the relationship between the consequences of innovation and 

market orientation is very strong in environments which are highly competitive in nature, whereas if 

there is an influence of technology then the relationship is weak or supposedly decreases. 

Furthermore, the paper also could find out that the relationship is strong in the case of large firms, 

various service companies and with countries having high individualism and also high-power 
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distance within their national culture of the population working in that particular country (Grinstein, 

2007). 

 

Cluster 2 – Employee Related Factors  

In cluster 2, the researchers have seen focusing more on an individual level: employees or 

salespersons. The researchers are seen to strongly believe that various non-product-related factors 

could help the employees or salesperson stay highly customer-oriented, which could actively 

enhance the firm's performance overall. The researcher has also emphasized the importance of the 

marketing professionals or managers in looking into various non-product-related factors, which 

could help them make better decisions and ensure they are customer-oriented.    

The researcher has made efforts to find benefits of customer-oriented service worker beyond the 

consequences of their performance (Donavan, Brown, & Mowen, 2004c). The author believes that 

these findings would help find the right set of service workers who would be highly customer-

oriented and subsequently retained. The author also establishes the possible boundary condition that 

influences the customer orientation behaviour of the service worker. The findings from this research 

strongly confirm that individual characteristics and their situational aspects together determine a 

customer-oriented service worker (Donavan et al., 2004c). In the research done by (Brady & 

Cronin, 2001), the author studies the in-depth effect of customer orientation on various behaviours 

and the perception based upon the service performance. The research focuses on understanding the 

major factors that influence the customer orientation of a firm or organization, such as consumer 

quality perception, customer satisfaction, and service value. The paper (Hennig-thurau, 2004) builds 

a four-dimensional framework derived deductively on conceptualizing the customer orientation of 

the service employees, which consists of their technical and social skills, motivation and various 

decision-making power. The model makes an impact by understanding the impact of employees' 

customer orientation on various service marketing aspects. The researcher (Cross et al., 2007) has 

made efforts to understand the possible impact of customer orientation. Two levels majorly that is 

the company and the salesperson on the salesperson's performance in the organization. It is found 

from the study that the customer orientation of the salesperson and the company has a positive 

effect on the performance of the salesperson in the organization. Upon further investigation, the 

author could see that the salesperson's customer orientation acts as a mediator between the 

organization's customer orientation and the salesperson's performance(Cross et al., 2007). 

Moreover, the study emphasises the importance of customer orientation in salesperson's role while 

also being customer-oriented in its approach with its customers. According to this study (Zablah, 

Franke, Brown, & Bartholomew, 2012a), there is a casual relationship that is seen to be emerging 

with the influence of customer orientation mindset between the employee job outcome and 

employees stress and their engagement towards the organization's performance. It is seen that the 

influence of customer orientation on various variables increases the employee's customer 

workloads, and it also gets weaker with the growing needs for customer persuasion.  The job 

outcome of the employees is seen to be increased with the influence of the customer orientation 

mindset among the employees, thus leading to a positive outcome for the business (Zablah et al., 
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2012a). Through this research (Homburg &Klarmann, 2011), the author could find that the sales 

performance with the aspect of customer orientation is relatively higher for sales person selling 

various individualized products, in organizations having a strategy of premium pricing and in 

markets where there the competition is intense. According to (Blocker, Flint, Myers, & Slater, 

2010), proactive customer orientation is an essential enabler to ensure customer value globally that 

is across different countries. The findings have emphasized the synergic effect of proactive and 

responsive customer orientation towards creating superior value. Proactive customer orientation 

within market orientation is a significant factor to be considered by various marketers to understand 

and analyse the customer's voice, which can subsequently lead to superior customer value (Blocker 

et al., 2010).(Saxe, Weitz, Saxe, & Weitz, 1982) had developed a measure to investigate the degree 

to which a salesperson is involved in customer-oriented selling.  The research further explores the 

relationship between the salesperson's performance, the various characteristics involved in the sale 

situation, and customer orientated selling. This author's main purpose(Goff, Boles, Bellenger, & 

Stojack, 1997) is to examine various non-product-related factors on consumer satisfaction at the 

retailing forefront. The research could also help the researchers discover that the salesperson is 

selling orientation- customer orientation would affect consumer satisfaction and the salesperson and 

the dealer and subsequently affect the customer's satisfaction with the manufacturer or its product. It 

is found out that the interaction of the salesperson or any such matters which are directly not related 

to the performance of the product could affect the consumers product satisfaction. The author has 

emphasised on the need of customer-oriented sales person in retailing (Goff et al., 1997). The paper 

(T. O. M. J. Brown, Mowen, Donavan, & Licata, 2002a) majorly looks into how customer 

orientation acts as mediator while personality traits are being influenced by self-rated and 

supervisor rated performance. This helps the author to suggest possible insights which can be 

applicable for marketing researchers and managers while implementing certain strategies for better 

performance of the firm.  

Cluster 3 – Relationship Quality   

In cluster 3, the researchers are seen to have focused upon the various factors that could help build a 

secure link or enhance the quality of a relationship. Marketers must understand ways and means to 

build a reliable buyer and seller relationship. These factors may not be cognitive but highly 

emotional-based, creating a long-term and robust bond.   

(Crosby et al., 1990)The future sales opportunities depend highly on the quality of the relationship 

that involves factors like trust and satisfaction. Trust and satisfaction are abilities that are used to 

convert various opportunities into sales numbers through the existing capabilities and skillset. A 

buyer-seller bond is a string due to three aspects of the relational selling behaviours: intensive 

follow-up, cooperative intentions, and mutual disclosure. (Doney & Cannon, 1997) The trust of the 

supplier firm or salesperson can be developed with an industrial buyer by determining five 

cognitive processes through the developed theory, which can be used across varied areas. The 

researcher also studies the impact of a salesperson's supplier firm and trust on the current supplier's 

existing and future purchase intention. The author could find out that neither the trust nor the 
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influence of the selling firm or salesperson respectively could affect the decision of supplier 

selection. The paper by (Deshpande, Farley, & Webster, 1993) mainly studied the relationship 

between organizational culture, customer orientation and innovativeness of the business 

performance by an organization. It also helps to contribute further by giving various emerging 

insides on customer orientation. (Ganesan, 1994) found out that mutual dependence and trust 

among themselves are the functions that areexistingin the buyer/seller relationship. The long-term 

orientation of the buyer and seller is mainly determined by the existing trust and dependence that 

plays a crucial role in the relationship. (Anderson, Fornell, & Lehmann, 1994a) found out that 

customer satisfaction was positively impacted by the quality, which fetched profitability for the 

organization. The authors also showcased various economic benefits that could enhance the firm's 

performance due to customer satisfaction. Customer's overall satisfaction with the firm is positively 

affected by the market's expectations towards the quality of the output by the firm, wherein the 

expectations are very balanced due to its adaptive nature. In this paper (Robert W. Palmatier, Rajiv 

P. Dant, Dhruv Grewal & Factors, 2006), the author makes an effort to find out that relationship 

marketing strategies are of utmost importance for effectively building customer relationship. The 

author also finds out which possible outcomes are mostly affected by customer relationships. The 

paper also looks forward to discussing how relationship marketing strategy plays a key role while 

linking various factors related to it. New ways of viewing things are meeting to build a dominant 

logic in marketing as discussed in the paper (Vargo & Lusch, 2004) while ensuring a fair economic 

exchange in return for goods and services. The paper studies the evolving logic and the continuous 

change in marketing stakeholders like scholars, educators, practitioners or implementers. The paper 

(Kelley, 1992) tests and recommends a framework that acknowledges the customer orientation of 

the service employees. Moreover, the framework is proposed to understand the impact of 

socialization in an organization and the selected socialisation outcomes on customer orientation. 

The outcomes of the socialization are the perception of the employees of various aspects of the 

organization, such as the atmosphere of the organization, the different forms of motivation and the 

commitment of the organization towards their employees and other related stakeholders. (R. M. 

Morgan, Hunt, Morgan, & Hunt, 1994) explored marketing exiting to ensure relationship marketing 

for its success. The researcher finds possible constructs and conceptualizes them while 

simultaneously investigating the nature of relationship marketing throughout. The research (F. 

Robert Dwyer, 1987) has emphasized a framework that has been developed for a buyer and seller 

relationship. This framework that has been developed acts as an ideal point to build various 

marketing strategies and gives new paths towards fresh research ideas. 
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Cluster 1 Link  

Strength 

Cluster 2 Link  

Strengt

h 

Cluster 3 Link  

Stren

gth 

(Narver & Slater, 1990) 934 (Saxe et al., 1982) 640 (R. M. Morgan et al., 1994) 294 

(Kohli & Jaworski, 1990b) 578 (Donavan et al., 2004c) 266 (Kelley, 1992) 243 

(Jaworski & Kohli, 1993) 537 (Zablah, Franke, Brown, & 

Bartholomew, 2012b) 

238 (Robert W. Palmatier, Rajiv P. Dant, 

Dhruv Grewal & Factors, 2006) 

222 

(Kirca et al., 2005b) 437 (Homburg & Klarmann, 2011) 222 (Deshpande et al., 1993) 191 

(Day, 1994) 413 (Blocker et al., 2010) 185 (Crosby et al., 1990) 184 

(Slater & Narver, 1994a) 338 (Hennig-Thurau, 2004) 184 (Vargo & Lusch, 2004) 173 

(Noble et al., 2002) 274 (Jones, Busch, & Dacin, 2003) 172 (Doney & Cannon, 1997) 125 

(Namwoon Kim et al., 1998) 269 (Goff et al., 1997) 161 (F. Robert Dwyer, 1987) 119 

(Grinstein, 2007) 253 (T. J. Brown et al., 2002) 153 (Anderson, Fornell, & Lehmann, 

1994b) 

101 

(Slater & Narver, 1995) 249 (Michael K. Brady & J. Joseph 

Cronin, 2001) 

143 (Ganesan, 1994) 100 

Table 9: - Lead papers of each cluster of the Co-citation Matrix  

Figure 5: - Diagram of Co-citation Matrix 
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Bibliographic coupling  

The bibliographic coupling has a similar structure to that of the co-citation network, which 

comprises three prominent clusters shown in the table and figure. Identical to the co-citation 

network, the bibliographic coupling articles multiple lighted concerningeach publication's link 

strength to enhance the analysis and understand the emerging theme of the cluster.     

The papers and their authors who were seen to have emerged in the co-citation network have also 

seen their presence in the bibliographic network, which shows that they have good command, 

knowledge and contribution in customer-centricity. The clusters are red, dominating out of the three 

clusters, followed by the green cluster and then finally the blue cluster as shown in the figure. The 

Bibliographic coupling analysis was done using Vos viewer. The ten papers with the highest link 

strength were analysed carefully to understand the theme emerging out of the cluster prominently.   

 

Cluster 1- Performance of organizations   

In this cluster, the performance of the organizations has been discussed mainly. Various factors like 

innovation, market orientation and product dynamicshave been studied, which plays a vital role in 

the organisation's performance.  

 According to the research by (Hult, Hurley, & Knight, 2004), the author has focused on seeking the 

importance of innovation across organizations and how innovativeness as a factor can enhance the 

performance of an organization. The researchers have also thrown light on the relationship pf 

innovativeness and business performance, where environmental actors have moderated the 

relationship throughout. New product and various creative marketing programs enhance the 

relationship between market orientation and the success of the new product. There is a role of 

creativity that has been seen, which influences the link between market orientation and new product 

overall success (Jr., 2004). Responsive market orientation and proactive market orientation are 

necessary for new product program performance. These two must be balanced well to ensure the 

effectiveness of the managers (K. Atuahene-gima, Slater, & Olson, 2005). Market orientation can 

be inconsistent when competitors' product innovation and competencies exploit customer 

orientation and competitor orientation. An organization needs to ensure market orientation by 

focusing on two aspects that are inter-functional coordination and understanding various market 

opportunities (K. Atuahene-gima et al., 2005). Innovativeness can be one such factor that can 

ensure market orientation to be restructured onto a dynamic capability (Menguc & Auh, 2006). The 

use of a performance measurement system can help build the capabilities and performance of the 

organization system stringer by constantly monitoring and ensuring the direct direction (Henri, 

2006). 

The inclusiveness of market orientation and learning orientation can be used to enhance the firm's 

supply chain performance(Braunscheidel & Suresh, 2009). (G. tomas m. hult, david j. ketchen jr, 

2005) shows interest in studying how market orientation contributes to the overall performance of 

the organization. The role of innovation is due to the higher rate ofadapting innovations by 

successfully implementing them. This involves a participative decision-making culture and a firm's 
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learning and development attitude(Hurley & Hult, 1998). The study by (Edvardsson, Matthing, & 

Sande, 2004) focuses on bringing various learning from the literature of market orientation and 

learning orientation and highlights customer involvement in the process of innovation.  

 

Cluster 2 – Effects of Customer centricity   

The effects that a firm seeks while bringing a customer-centric strategy or approach in a firm's 

processes are being mainly focused in this cluster. There are various outputs of a customer-centric 

approach such as customer satisfaction, profitability and higher market share, which have emerged 

in various studies on customer-centricity.  

Entrepreneurial orientation and market orientation complement each other to enhance the 

performance that is in terms of profitability. This has been effective for small firms, as small firms 

inherit an opportunistic culture through market orientation, which in the long run drives the quality 

and quantity of the firm's innovation. (Baker & Sinkula, 2009). The researcher studies the influence 

of market orientation and entrepreneurial orientation on business performance and clearly shows 

that entrepreneurial orientation influences business performance when mediated by market 

orientation (Matsuno & Mentzer, 2002). The recent Asian crisis has been very devastating, which 

had caused a huge economic loss. The application of market orientation strategy and flexibility in 

strategic decision-making helps enhance the firm's performance after the crisis (Rajdeep Grewal, 

2001). The non-profit professional theatre industry’s performance is impacted by three strategic 

efforts: customer orientation, competitor orientation, and product orientation. This is mainly 

influenced due to the changing behaviour and preference (Voss & Voss, 1997). Market orientation 

and entrepreneurship also have seen to be positively affecting the firm's product innovation (A. K. 

Atuahene-gima, Ko, Science, Feb, & Ko, 2001). The effect of market orientation and learning 

orientation will help to create a synergetic effect, which would help firms to enhance their 

performance and subsequently attain a sustainable competitive advantage (Baker & Sinkula, 1999). 

Customer orientation increases new products into the world to gain a competitive advantage against 

other competing firms globally, thus reducing the same kind. 

In contrast, competitor orientation helps a firm make similar products to fight the ongoing 

competition of the firms in the marketplace. The inter-functional coordination efforts lead to 

creating new innovative products and fewer products of a similar kind to that of the competitors 

(Lukas & Ferrell, 2000). There is a significant mediating effect of organizational learning and 

innovativeness between the marketing orientation and the strategic orientation, which leads to the 

organisation's performance(Noble et al., 2002). The three aspects of market orientation: customer 

orientation, inter-functional coordination, and competitor orientation, significantly affect the two 

aspects of innovation in an organization: the technical aspect and the administrative aspect of the 

organization (Namwoon Kim et al., 1998). The business strategy moderates market orientation and 

business performance (Matsuno & Mentzer, 2000).  
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Cluster 3 – Firms Internal Aspects  

This cluster focuses on various factors like interdepartmental coordination, organizational culture, 

job fit and job satisfaction which are performed internally within an organization which are vital for 

customer-centric strategies to be successfully implemented by firms  

 The relationship of various layers or aspects of market orientation culture is measured by 

(Homburg & Pflesser, 2000a).The relationship between market orientation and business 

performance was found stronger for non-profit organizations than profit-making organization. This 

relationship was also more significant in service-oriented firms than the manufacturing firms 

(Rodriguez, Carrillat, & Jaramillo, 2004). The market orientation behaviour affects the channel-

related factors that are examined from distributors' view factors like distributor trust, market 

orientation, commitment, and satisfaction concerning the firm's financial performance (Siguaw, 

Simpson, & Baker, 1998b) predominantly. Environmental variables act as a moderator between the 

influence of market orientation on the performance of the firm. Market orientation may not fit right 

in a firm where there is constant technological change and where the market is less driven with 

respect to the customer's demands(Greenley, 1995). The customer orientation of a service worker 

affects many aspects of a job role: the job fit,  satisfaction of the job, commitment towards the firm 

and behaviour of the internal employees towards the organization (Donavan, Brown, & Mowen, 

2004a). The perception of a firm’s performance financially, by introducing new products and 

concerning the customer relationship is an integral aspect of the marketing function. The marketing 

function helps organizations build skillset, which develops specific knowledge to develop a 

connection between the product and the customer. The marketing function plays a significant role in 

driving various aspects and coordinating the service firms (Moorman & Rust, 1999).  In this 

research, the author makes an effort in understanding the mediating effect of customer ordination 

while influencing the role of personality traits on self-rating of performance (T. O. M. J. Brown, 

Mowen, Donavan, & Licata, 2002b). The impact of market orientation on various small business 

and its performance is being studied by comparing to other influencing factors (Pelham & Wilson, 1994).  

Cluster 1 Link  

Strength 

Cluster 2 Link  

Strength 

Cluster 3 Link  

Strength 

(Hult et al., 2004) 358 (Baker & Sinkula, 2009) 363 (Homburg & Pflesser, 2000b) 240 

(Jr., 2004) 308 (Matsuno & Mentzer, 2002) 311 (Rodriguez et al., 2004) 218 

(K. Atuahene-gima et al., 2005) 287 (Rajdeep Grewal, 2001) 301 (Siguaw et al., 1998a) 196 

(K. Atuahene-gima, 2005) 274 (Voss & Voss, 1997) 275 (Greenley, 1995) 182 

(Menguc & Auh, 2006) 258 (K. Atuahene-gima, Ko, 

Atuahene-gima, & Ko, 2001) 

263 (Donavan, Brown, & Mowen, 

2004b) 

170 

(Henri, 2006) 247 (Baker & Sinkula, 1999) 255 (Moorman & Rust, 1999) 151 

(Braunscheidel & Suresh, 2009) 226 (Lukas & Ferrell, 2000) 251 (T. O. M. J. Brown et al., 2002a) 125 

(G. TOMAS M. HULT, DAVID 

J. KETCHEN Jr, 2005) 

220 (Noble et al., 2002) 243 (Walsh & Beatty, 2007) 103 

(Hurley & Hult, 1998) 203 (Namwoon Kim et al., 1998) 241 (Sashi, 2012) 40 

(Edvardsson et al., 2004) 187 (Matsuno & Mentzer, 2000) 236 (Pelham & Wilson, 1994) 39 

Table 10: - Lead papers of each cluster of the Bibliographic Coupling 



 

International Journal of Research in Economics and Social Sciences(IJRESS) 

Available online at: http://euroasiapub.org 

Vol. 13 Issue 02  February- 2023 

ISSN: 2249-7382 | Impact Factor: 8.018|   
 (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

 

 

 
International Journal of Research in Economics & Social Sciences 
      Email:- editorijrim@gmail.com, http://www.euroasiapub.org 

  (An open access scholarly, peer-reviewed, interdisciplinary, monthly, and fully refereed journal.) 

81 

 

Figure 6: - Figure of Bibliographic coupling 
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Implications and Future Research Gaps 

The study on customer centricity has been done extensively, but there are still possibilities where 

the researchers can further study customer-centricity. The Implications can be understood in two 

parts: from a theoretical perspective and a managerial point of view.   

Theoretical Implications  

The bibliometric analysis has helped us report various documents and get particular insides that 

have emerged after getting in-depth in customer-centricity. Through multiple studies, it is being 

found that market orientation is the more extensive umbrella in which customer centricity or 

customer orientation is one of the parts. This insight is significant for a researcher to understand and 

analyze while studying further in customer-centricity.  Market orientation consists of three parts that 

are customer orientation or customer centricity, competitor orientation and inter-functional 

coordination (Kim, Han, Kim, & Srivastava, 1998 ; Kirca, Jayachandran, & Bearden, 2005; Slater 

& Narver, 1998 ; Homburg & Pflesser, 2000 ; Morgan, Vorhies, & Mason, 2009; Slater & Narver, 

1994). Customer centricity is an essential aspect as it includes both the internal and external 

dimension of the organization. The end goal of thesethree components of market orientation is to 

ensure the Sustainability and enhanced performance of an organization. Apart from these, there are 

various areas where the researchers can study, such as understanding the customer's mindset, which 

can be both negative and positive, thus finding ways to influence the customer towards the firm’s 

products or services. Secondly, efforts can be made to study the influence of a firm's branding on 

the customer-centric approach, where branding could enhance the customer-centric efforts. The 

third area where the researchers could likely pay more attention is the relationship of customer 

centricity with the performance of SME’s, where the researcher should not generalize the SME’s. 

Instead, the researcher should study the SME’s individually as the dynamics, and working condition 

of SME’s in both emerging and developed economies is different at a great extent. The fourth 

aspect where the researchers could make a remarkable contribution is by bring the role of strategy 

and external forces (political, environmental, Social, technological, economical and Legal) in 

enhancing the customer centric approach of an organization.  

Managerial Implications    

The bibliometric analysis of customer centricity could also show how job fit, job motivation and job 

satisfaction are vital aspects of a customer-centric approach. On another note, the final goal of an 

organization with a customer-centric approach or strategy is to attain higher performance both 

financially and non-financially. The customer-centric approach itself ensures the overall marketing 

coordination, thus leading to a firm's better performance. This coordination is only possible with the 

right set f strategy laid by the senior management of an organization. The managers should work on 

ways to ensure customer satisfaction and retention, which are also critical aspects of an 

organization. The application of customer-centric strategies or approach has no boundaries or 

restrictions. Every organization is a competitor in the marketplace. A moreadvanced and unique 
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customer-centric strategy shall help an organization gain a competitive advantage. Practitioners can 

focus on the stakeholders or B2B partner who can help the firm perform efficiently even in critical 

situations and ensure a customer-centric approach. One of the critical areas where practitioners can 

change or enhance the customer-centric approach is by applyingtheright set of emerging 

technologies for internal and external automation, which could help firms connect with the 

customers more effectively and efficiently. Technologies such as blockchain, IoT, AI and ERP, 

which are emerging and feasible for the organization to afford, should be considered the future of 

the customer-centric approach.       

Future Research Direction                  

Customer centricity has been widely explored through bibliometric analysis, bibliographic coupling 

and the TCCM framework in this paper. There are furthermore areas where the researchers could 

explore further. The researchers could test the interrelationship among the enablers of customer-

centricity and check each factor's strength to be customer-centric. Mediators play a vital role in 

enabling customer centricity, which could be accounted for by researchers while understanding the 

operations of the firm and its interaction with various other external factors. The employees play a 

significant role while implementing the customer-centric strategies of a firm. It is essential to 

understand the vital factors or characteristics which could enhance the salesperson, operations 

executive, marketing head or any employee performance while dealing with the customers. The 

relationship between the stakeholders has not been significantly explored. Researchers could deeply 

understand the B2B aspects while focusing on various nontangible factors such as friendship, trust, 

and honesty. The sole success of the firm while implementing customer-centric strategies lies in 

Customer Experience. The customer's experience should be explored further, keeping in the focus 

of the end customers while understanding its relationship with customer-centricity across various 

industries and regions. The researchers can focus on a comparative study on similar and unique 

factors while exploring the customer-centric strategies of firms across different sectors in both 

developed and developing nations. This could help firm globalize and ensure a better sustainable 

entry strategy into new markets. There can be studies where researchers can understand the 

causality relationship among various antecedents, moderators, mediators and outcomes of a 

customer-centricity. Researchers could also explore the role of ethics in an organization influencing 

their customer-centric strategy across different cultural setting. Studies have examined the 

manufacturing and service sectors individually, but no study could emphasize how customer-

centricity varies across bothareas. Customer centricity could be perceived differently across 

different areas. It depends on the employees, their customer type, the product, the services, the 

organizational structure and many such factors to implement a customer-centric strategy.    

Conclusion and Limitation  

The bibliometric analysis of the literature and the analysis through the TCCM framework has 

highlighted the significant aspects of customer-centricity. Since its inception, customer centricity 

has been studied to understand the evolution and the research that has influenced the researcher’s 
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perspective. Customer centricity is seen as one of the critical strategies that can help an organization 

enhance its performance. The customer-centric approach can streamline both internal and external 

customers. Many factors are seen to be emerging which has directly or indirectly affected the 

customer-centric strategy, and many outcomes have been given rise due tothe proper 

implementation.      

The recent papers on customer centricity have been focusing on emerging areas like SME’s, 

innovation and entrepreneurship and are being further studied. There has been no significant study 

that could give a definitive list of enablers or barriers of customer-centricity even till today, since 

the inception of the topic. Furthermore, no studies have given light to the adverse outcomes in an 

organisation concerning different customer-centric approaches.  

Through the TCCM framework, the co-citation analysis and bibliographic coupling, it was 

effortless to get a more extensive overview of the themes that emerged, along with the theories that 

have been used as a base to study customer-centricity. The various contexts where customer 

centricity has been studied using different kinds of methodologies have been explored too. The 

antecedents and outcomes of customer centricity have been vast and discussed above. Still, no paper 

could focus on specific constructs, and hence the constructs varied across different researches 

seeing very few commonalities.   

Customer centricity is not just an approach or a strategy, and it is an ideology thatlies both in the 

cognitive and emotional aspect of the employees in an organization. It is the firm’s efforts to ensure 

and implement customer-centric strategies. It is vital that the culture of an organization is more 

customer-centric than product-centric to sustain itself in the marketplace. The opinions and 

perceptions of customers also play a crucial role. Most of the studies have been focused on and 

studied from the firm’s point of view. There have been significantly fewer studies considering the 

customer's voice as a key to understanding customer-centricity.    

Bibliographic studies also certainly have limitations. Many authors cite their work in several papers. 

This can hamper the network of citations, and the more impactful articles with fewer citations are 

neglected or given lesser importance. This can also happen with the quantification of the citations 

and the quality of the journal. A lot of relevant papers can be discarded, keeping the lower-ranked 

journals into consideration. The older the papers,the more citations the research would gain, and the 

recent ones will not be able to get justified citations at an early stage and hence regarded less 

importance in the cluster. The VOS viewer accepts journals from limited electronic sources and 

does not consider the non-English based research, which could be more influential for further study. 

The bibliometric tool is one the most regarded tool to explore extensive research work and analyze 

further. This can be highly time-consuming as it requires reading and analyzesmany documents.   
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