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Abstract
In theory, customer centricity has been suggested to provide many benefits for the firm. 
Empirically, there is however limited analysis on the factors that might encourage or 
constrain a firm from engaging in customer-centric practices. Less is also known about how 
customer centricity potentially affects firm performance. In response to these research gaps, 
this paper focuses on the external factors affecting customer centricity and its implications on 
the firm. This research relies on surveys gathered from micro-sized firms operating in 
Nigeria. Notably, emerging pattern from the analyses indicates that industry competition and 
technological turbulence are a force for good given their predictive impact on the adoption of 
customer centricity, whereas demand uncertainty was found to be unrelated to customer 
centricity. In addition, there is a consistent pattern that customer centricity not only 
significantly leads to marketing innovativeness, but indirectly affects financial performance 
through the marketing innovativeness process.
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1. Introduction

In recent times, the term customer centricity has emerged as an important priority for
firms. Indeed, for most business leaders today, one of their key roles is to ensure that
their organisations are strongly perceived as customer-centric. In theory, customer
centricity centres on ‘understanding and satisfying the needs, wants, and resources of
individual consumers and customers rather than those of mass markets or market
segments’ (Sheth, Sisodia, & Sharma, 2000, pp. 56–57). The notion of customer centricity
has been long considered to provide many benefits for the firm (Gebauer, Gustafsson, &
Witell, 2011; Shah, Rust, Parasuraman, Staelin, & Day, 2006; Sheth et al., 2000).

Empirically, there is however limited analysis on the factors that might force or even
constrain the firm from engaging strongly in customer-centric practices. Firms in highly
resource constrained environments, for example, may find it extremely difficult to signifi-
cantly invest in customer centricity programmes. Instead external pressures, particularly
prevailing local market conditions are more likely to explain the decisions of the firms
towards the practice of customer centricity. And this is where it becomes important to
understand the role of market conditions in fostering and/or constraining the practice of
customer centricity. Research, meanwhile, has suggested that local market conditions



(competitive intensity among them) can affect corporate behaviour’s attitude towards the
development and/or implementation of strategic activities (Griffith, Kiessling, & Dabic,
2012), and in this case customer centricity. A recent study in the emerging market context
has also described that local market conditions (including industry competition, technolo-
gical turbulence, and demand uncertainty) affect the implementation of market-oriented
activities in the firm (Guo, Kulviwat, Zhu, & Wang, 2017).

Therefore, building upon past research (most notably Griffith et al., 2012; Guo et al.,
2017), it is proposed that local market conditions (alternatively, external marketing
stimuli) are important for understanding the practice of customer centricity in the
context of domesticated firms located in many emerging markets today.

Similarly, on surveying past research (aided by the Scopus database), this author finds
that the assumption concerning the link between customer centricity and organizational
outcomes such as financial performance has been rarely tested. Indeed, previous research
has suggested that customer centricity is a vital ingredient of organizational financial
performance (Frankenberger, Weiblen, & Gassman, 2013; Lamberti, 2013; Ross, 2009;
Smirnova, Rebiazina, & Frösén, 2018). Nevertheless, most of this suggestion has been rarely
tested in empirical research, meaning that our knowledge about this important issue is, at
best, theoretical. Similarly, an explanation of how customer centricity effectively contributes
to the financial performance of the firm is an important omission that requires to be
addressed in the literature. This paper, therefore, responds to this significant omission in
marketing/organisational research by proposing that marketing innovativeness could assist
in explaining the link between customer centricity and financial performance (cf. Nieves &
Diaz-Meneses, 2016); beyond the often-simplified approach that customer centricity and
financial performance are highly correlated.

It has also been recently noted that ‘the process of implementing customer centricity
throughout the entire organization tends to be poorly understood in practice’ (van den
Hemel & Rademakers, 2016, p. 212). This alone suggests the urgency in addressing this
important issue. Therefore, investigating the effect of local market conditions on custo-
mer centricity as well as the link between marketing innovativeness, customer centricity
and financial performance is critical for developing a rich understanding of this impor-
tant research issue in firms.

This study focuses on micro-sized firms in an emerging economy for a reason. Extensive
research has long-documented that this set of firms plays a valued role in the MINT (Mexico,
Indonesia, Nigeria, and Turkey) economies as well as other strongly emerging markets (most
notably the BRICS – Brazil, India, China, Russia, and South Africa). Therefore, investigating this
research issue in micro-sized firms will assist in developing a better understanding of the
predictors of customer centricity practices as well as the implication it holds for this set of firms
located inMINT economies and indeedNigeria. With the resource constraints facing this set of
firms, it therefore becomes significant to understand why some succeed and others continue
to wallow in misery. This paper reasons that the practice of customer centricity can partially
explain significant differences in micro-sized firms’ financial performance.

Altogether, this study makes at least two significant contributions to the emergent
research issue of customer centricity. One is the vital argument that in many resource-
constrained environments, the forces of market conditions are proximate factors for
assessing firms’ attitudes towards the adoption of customer centricity practices, espe-
cially in the case of the domesticated small to micro-sized firms. To the author’s
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knowledge, no other empirical research has explicitly put forward this idea, let alone
empirically validated this idea. Two this study has argued that there exists a complex
relationship between the themes of customer centricity and financial performance and
that this relationship can be better understood by investigating the mediating role of
marketing innovativeness. Indeed, when most scholars and some practitioners think of
the association between customer centricity and firm performance what comes to mind
is the direct benefit that the former brings to the latter. This paper argues that this
relationship is less straightforward, arguing that marketing innovativeness intersects the
link between customer centricity and financial performance. A no less important con-
tribution of this research is also the extension of this research issue to this context. The
unfortunate thing is that, despite the economic significance of micro-sized firms to MINT
economies and elsewhere in the world, these firms are largely overlooked in marketing/
business research; suggesting the requirement for more study like this.

This paper has been arranged as follows. In the following section, this paper presents
an overview of the literature on customer centricity followed by the formulation of the
research hypotheses. Next is a brief report on the research methods and materials
associated with this study. After this is the presentation of the research findings. The
researcher then discusses the research major findings including its relevant contribu-
tions to theoretical knowledge and managerial practice. This paper concludes by sum-
marising the research findings, limitations and opportunities for future research
considerations.

2. Conceptual foundations and hypotheses development

2.1. Conceptualizing customer centricity

Customer centricity is an approach that ‘focuses on the needs, wants, and resources of
customers as the starting point of the planning process’ (Sheth et al., 2000, p. 57). In
addition to this, customer centricity has been defined as an ‘enterprise-wide strategy to
fully leverage consumer insights to drive integrated strategies – across marketing,
merchandising and operations – aligned to priority consumers’ (Ross, 2009, p. 450).
A customer-centric organisation has equally been noted as ‘one which orients its whole
being around customers and their requirements. It ensures that its strategy, people and
processes are all aligned with the needs of the customer. This will affect the organisa-
tion’s systems, its structures, the working environment and the skills and behaviours of
its employees’ (Macaulay, undated, p. 4).

Practitioners indicate that business leaders can no longer afford to take a product-
centric view of their businesses, instead the sharper focus should be on the customer. In
fact, it has been suggested that the customer-centric firm is one that not only seeks to
understand and meet the needs of its customers, but it also consistently offers superior
customer experiences (e.g. Ernst & Young, 2013). From the above descriptions, two
emerging research issues easily come to mind.

One fundamental concerns factors that encourage or perhaps constrain firms particularly
the micro-sized ones to adopt customer centricity practices. Bearing to note that micro-
sized firms are seriously hampered by very limited resources, ranging from limited market-
ing budgets to a lack of skilled human resources (also see Sternad, Krenn, & Schmid, 2017).
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Therefore, examining the factors affecting the implementation of customer centricity
practices in micro-sized firms will increase our understanding of this complex phenomenon
and its influencers. Indeed, the reasons why the firm may adopt customer centricity
practices are multiple and complex (Lee, Sridhar, & Palmatier, 2015; Sheth et al., 2000).

Nevertheless, our key concern here is on the role of local market conditions (including
industry competition, demand uncertainty, and technological turbulence) in influencing
the enactment of customer centricity practices in this context. Insights borrowed from
previous studies, especially the research stream of market orientation (Avlonitis &
Gounaris, 1999; Guo et al., 2017; Wang, Deming, Di Benedetto, & Song, 2013) provide
a basis for the paper’s argument that local market conditions will predict customer
centricity practices in micro-sized firms (see also Griffith et al., 2012).

Another emerging issue worth investigating is how customer centricity potentially
affects firm performance. Worth mentioning is a new publication that says customer
centricity directly, significantly predicts financial success of the firm (Smironova et al,
2018). In contrast to this new study, this article proposes that customer centricity alone is
inadequate for superior financial performance. Following this, this article draws from prior
studies that are at the interface ofmarketing and organisational innovations to propose that
marketing innovativeness is a salient construct for understanding the impact of customer
centricity on the complex matter of financial performance (cf. Han, Kim, & Srivastava, 1998;
Mahmoud, Blankson, Owusu-Frimpong, Nwankwo, & Trang, 2016).

2.2. Link between local market conditions and customer centricity

In line with Guo and colleagues research, we define demand uncertainty as the degree of
[frequent] change[s] in customer preference toward products in a given industry, [industry
competition] is the intensity of competition among firms in a given productmarket [whereas] [t]
echnological turbulence is the speed of change in technology embedded in products (Guo et al.,
2017, p. 4). This study argues that many micro-sized firms would not want to implement
customer centricity, mainly due to the costs involved, but because of prevailing local market
conditions (including industry competition and technological turbulence), they may be
forced to do so.

Early research has proposed that technology applicability (sufficiently similar to the
construct technological turbulence) and market diversity, like industry competition,
precede the intervention of customer centricity (Sheth et al., 2000). Furthermore, the
supplementary analysis of Chovancova, Osakwe, and Ogbonna (2015) suggests that
market conditions particularly industry competition influences customer performance
metrics of the small-sized firm. What is not clear however is whether higher levels of
demand uncertainty will significantly predict customer centricity. All this implies that
both technological turbulence and industry competition are triggering factors for the
practice of customer centricity among micro-sized firms.

Interestingly, some market orientation investigators such as Guo et al. (2017) have
demonstrated that market (demand) positively but weakly predicts market orientation
practice. In contrast with Guo et al.’s paper, this study contends that high demand uncer-
tainty may diminish the customer-centric capability of micro-sized firms, partly because of
their reactor approach to marketing. This contention comes from the empirical research of
Wang et al. (2013) which revealed that demand uncertainty negatively predicts proactive
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market orientation practices (e.g. customer centricity). Taking everything into consideration,
this paper predicts that:

H1a. Industry competition significantly and positively relates to the implementation of
customer centricity practices.

H1b. Technological turbulence significantly and positively relates to the implementation
of customer centricity practices.

H1c. Demand uncertainty significantly and negatively relates to the implementation of
customer centricity practices.

2.3. Link between customer centricity, marketing innovativeness and financial 
performance

Marketing innovativeness refers to the extent to which the firm experiments with new
ideas and introduces new products and/or services to cater to market demand (Baker &
Sinkula, 2009; O’Dwyer, Gilmore, & Carson, 2009). Interestingly, a new study in the
Nigerian context claims that micro-sized firms, unlike bigger enterprises, are more likely
to be more market innovative (Abdu & Jibir, 2018). It, therefore, makes empirical sense to
examine the correlates of marketing innovativeness by testing the argument that
customer centricity potentially correlates with marketing innovativeness. In short,
related studies have previously theorized that being customer-focused enhances the
firm’s innovative outcomes (Baker & Sinkula, 2009; Han et al., 1998; Mahmoud et al.,
2016). Indeed, it seems conceptually sound to predict that:

H2. The implementation of customer centricity practices significantly and positively
relates to marketing innovativeness of the firm.

In addition to the test of direct association between customer centricity and marketing
innovativeness, it is argued that there is an indirect association between customer
centricity and financial performance of the firm such that marketing innovativeness
mediates the association. The premise for this argument is based on recent research
conducted in some emerging markets (most notably Chen, Weng, & Huang, 2018;
Mahmoud et al., 2016). Drawing upon the research of Chen et al. (2018), it stands to
reason that marketing innovativeness intersects the relationship between customer
centricity and financial performance of the firm. Mahmoud et al.’s (2016) paper in the
African context has also demonstrated that innovativeness of the services firm mediates
the link between market orientation practices and business performance.

The reasoning here is that firms can acquire marketing innovations through the
deliberate pursuit of customer centricity. In other words, firms through their deliberate
interactions and co-creation with their customers can easily spot trends that in turn
enables them to become increasingly innovative in the marketplace. With this, the firm
can generate better economic returns than its close competitors. All this has led to the
following prediction:
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H3. The relationship between customer centricity and financial performance is signifi-
cantly mediated by marketing innovativeness of the firm.

Based on the literature and arguments put forward, the conceptual model is presented 
in Figure 1.

3. Methodology

3.1. Measures and analytical approach

Consistent with prior research, this study uses well-established scales in the literature.
There were equally few instances where new additions and/or modifications were made.
The latent constructs and literary sources are reported in Table 1.

In examining the relations among the studied constructs, this study consistent with the
recommendations in the literature uses the PLS-SEM technique (e.g. Hair, Hollingsworth,
Randolph, & Chong, 2017). PLS-SEM is strongly considered appropriate in research situation
like this. More clearly, the overriding goal of this work is focused on theory building in
customer centricity as the research issue remains presently underdeveloped in the litera-
ture. Finally, this study uses the software WarpPLS 6.0 (Kock, 2017).

3.2. Sample data and demographics

This research relies on the dataset collected from a larger survey which targeted
domesticated firms in Nigeria and some of the data was also used in the researcher’s
doctoral thesis. (Data collections took place between the months of February and
June 2016 covering firms located in four out of the six geopolitical zones in the country.)
Because this study’s prime focus is on the micro-sized firm, only completed responses
from business leaders of this set of firms were used in this analysis. In the end, 102
completed responses from these firms were subjected to this study’s empirical analysis.

In terms of demographic details, most of the firms in this study are ICT vendors who
operate in a popular (mid-range) ICT cluster in Lagos known locally as Otigba village.
They were also a few participating firms from the financial/professional consultancy

Figure 1. The conceptual model.
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services industry, agriculture, hospitality and media industry. When asked to indicate the
current phase of their businesses, more than half of them reported their businesses as
being essentially a start-up (i.e. 1–4 years) and a few others stated their business is
currently on a growth trajectory (i.e. above 4 years and the business is still growing).
Unsurprisingly, there are some who stated that despite their businesses being over 4
years old they continue to struggle for survival. At the time of the survey exercise, most
of the firms were, on average, 5 years old.

4. Results

4.1. Measurement model assessment

Consistent with common practices in the measurement literature, item loadings signifi-
cance, composite reliabilities of the study constructs, average variance extracted were all
assessed. Notably, it has been agreed upon that item loadings should be at least 0.6 for
exploratory research. Construct reliability and average variance extracted of latent con-
structs should be 0.7 and 0.5, respectively. The results appear in Table 2. Most important,
the results are consistent with recommendations in the literature (e.g. Hair et al., 2017).

Further, the results of the discriminant validity are presented in Table 3. Based on the
presentations in Tables 2 and 3, this research exceeds the common thresholds in the
literature (for details, see Hair et al., 2017).

4.2. Structural model assessment

Following Moqbel and Kock (2018) all the necessary model fit indices are reported in 
Table 4. Overall, estimates from Table 4 satisfy the common prescriptions in the 
literature suggesting adequacy of the structural model. (Note the significance 
testing has been implemented using the bootstrapping approach – 1000 
resamples.)

To start with, emerging pattern from the analyses showed that, on average, both
industry competition and technological turbulence positively predict customer centri-
city. Thus, there is support for H1a and H1b respectively. Whereas with reference to H1c

Table 1. Constructs and their sources.
Construct Literature sources Scale

Customer centricity Gebauer et al., 2011; Macaulay, undated; This
study

O (Not at all) to 5 (Very large
extent)

Marketing innovativeness Che- Ha, Mavondo, & Mohd-Said, 2014 Same as above
Demand uncertainty Jaworski & Kohli, 1993
Industry competition 1 (Strongly disagree) to 6

(Strongly agree)
Technological turbulence
Financial performance Reimann, Schilke, & Thomas, 2010 1(Far worse) to 5 (Far better)
Access to affordable financial
resources via formal financial
intermediaries

Gutiérrez, Segura, & Pulido, 2013; This study 1 (Completely disagree) to 5
(Completely agree)

Growth mindset Bradley, Wiklund, & Shepherd, 2011;
Soininen, Puumalainen, Sjögrén, Syrjä, &
Durst, 2013

Same as above
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the study fails to establish significant relationship between demand uncertainty and
customer centricity, though the direction appears to be positive. This mixed evidence
offers opportunity for further investigation.

Table 2. Construct reliability and validity.
Constructs and indicators Loadings

Customer centricity (x̅ = 3.931; SD = 0.748; CR = 0.952; AVE = 0.768; Normal = No)
The Management models the customer-orientated behaviours they require in staff 0.790
Standards of service are set which are meaningful to the customer 0.903
The customer service message is constantly reinforced in our organization 0.886
Our processes are customer-friendly that helps us to quickly address the requests of high-valued
customers and others

0.901

We work to develop long and strong relationships with our customers 0.876
We pay attention to the varying needs of customers and helping them to solve it in unique ways 0.898
Industry competition ( x̅ = 4.623; SD = 1.139; CR = 0.928; AVE = 0.865; Normal = No)
Our business/company operates in a highly intense business environment 0.931
There are many promotional ‘wars’ in our market 0.929
Demand uncertainty ( x̅ = 4.566; SD = 1.143; CR = 0.952; AVE = 0.908; Normal = No)
In the market, customers’ preferences change quickly over time 0.937
Market demand and consumer tastes have been unpredictable 0.969
Technological turbulence ( x̅ = 4.745; SD = 1.222; CR = 0.973; AVE = 0.948; Normal = No)
The technology in our market is changing rapidly 0.974
Technological changes provide big opportunities in our industry 0.973
Marketing innovativeness ( x̅ = 3.810; SD = 0.937; CR = 0.929; AVE = 0.765; Normal = No)
We constantly modify our products and/or services to better serve our customers 0.832
We prefer to be the first in the market with new products/services 0.905
Management rewards individuals for innovative ideas 0.847
Our organization invests in applied research and development 0.913
Financial performance ( x̅ = 3.966; SD = 0.904; CR = 0.963; AVE = 0.896; Normal = No)
Return on Investment 0.937
Profit Growth 0.963
Reaching Financial Goals 0.940
Control factor 1: Growth mindset ( x̅ = 3.958; SD = 0.972; CR = 0.939; AVE = 0.885; Normal = No)
We are going to expand our business to new customer segments 0.909
We are going to expand our product/service offerings 0.972
Aiming for rapid growth is what drives this organization (Item dropped – low loading) –
Control factor 2: Access to affordable financial resources via formal financial intermediaries
( x̅ = 2.697; SD = 1.076; CR = 0.947; AVE = 0.819; Normal = Yes)

There are enough means of financing from private financial entities for our organization 0.914
We think that the banks facilitate granting credit to organizations like ours 0.976
We think that the financial system provides adequate support to businesses like ours 0.968
The bank makes reasonable demand for collateral security 0.743

x̅ = mean; SD = standard deviation; CR = composite reliability; AVE = average variance extracted; Normal = normally
distributed (robust Bera–Jarque). All loadings are significant at the P < 0.001 level.

Table 3. Inter-construct correlation matrix and discriminant validity.
1 2 3 4 5 6 7 8

Demand
uncertain.

Industry
compete.

Tech.
turbulenc.

Cust.
centric.

Mkt.
innovat.

Fin.
Perform.

Fin.
access

Growth
orient.

1. 0.953
2. 0.783 0.930
3. 0.724 0.837 0.974
4. 0.387 0.592 0.564 0.876
5. 0.409 0.586 0.602 0.755 0.875
6. 0.483 0.561 0.533 0.499 0.535 0.946
7. 0.003 0.108 0.240 0.181 0.254 0.223 0.905
8. 0.220 0.209 0.203 0.385 0.356 0.071 0.109 0.941

Square roots of average variances extracted (AVEs) shown on diagonal.
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Concerning the relationship between customer centricity, marketing innovative-
ness and financial performance, the study finds support for H2 and H3 after control-
ling for the factors of access to affordable credit via financial intermediaries and
growth mindset. Put more clearly, there is a consistent pattern that the implementa-
tion of customer centricity positively relates to marketing innovativeness. The link
between customer centricity and firm performance is partially mediated by marketing
innovativeness.

Concerning the two control factors, analyses show that they had little or no influence
on the model. As such the results are not presented here. Finally, the results of
hypotheses testing are summarized in Table 5.

4.3. Robustness check on mediation analysis and post-hoc power assessment

To ensure robustness of the finding from the mediation analysis, the result of the PLS
analysis using WarpPLS was complemented using the SPSS macro designed by Hayes
(2013: Model 4) with 5000 bootstraps resamples. The results are generally consistent
with what has been reported in Table 5. The indirect effect estimate was 0.320 with
confidence intervals ranging between 0.102 and 0.553. The ratio of indirect to total
effect was 0.498 indicating partial and complementary mediation between customer
centricity and financial performance. All this offers valid support for H3.

Consistent with the recent reasoning in the literature (Kock & Hadaya, 2018, p. 246),
this study finds the required minimum sample size with a statistical power of 0.85 and
alpha-level of 0.05 to be between 71 and 86 responses. This is based on the minimum
absolute significant path coefficients of 0.29, i.e. the path between technological turbu-
lence and customer centricity. Because the research sample size exceeds the minimum
requirements, this, therefore, implies that the research estimates approximate to the
true population values.

5. Discussion and contributions to research

The goal of this study was to increase research comprehension on customer centricity.
This paper has identified the significant external forces that could affect the practice of
customer centricity in micro-sized firms. Furthermore, the paper identifies the mediating
mechanism between customer centricity and financial performance. Specifically, the
study demonstrates that local market conditions (including industry competition and

Table 4. Model fit indices.
Index Value Interpretation

Average path coefficient (APC) 0.307 P < 0.001
Average R-squared 0.463 P < 0.001
Average block VIF 1.846 Acceptable if ≤5
Average full collinearity VIF 2.743 Acceptable if ≤5
Tenenhaus Goodness-of-fit 0.630 Small ≥0.1, medium ≥0.25, large ≥0.36
Standardized root mean squared residual 0.078 Acceptable if ≤0.1
Standardized mean absolute residual 0.063 Acceptable if ≤0.1
Stone-Geisser Q2 0.362–0.608 Acceptable if >0

0.362 (Financial performance); 0.387 (Customer centricity); 0.608 (Marketing innovativeness).
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technological turbulence) contribute to the practice of customer centricity among
micro-sized firms.

Although many micro-sized firms as well as other small businesses in Nigeria are
persistently faced with resource shortages, this set of firms, as this study has shown,
continues to be resilient in the face of extreme market conditions. Surely, customer
centricity is at best modestly implemented in Nigeria’s micro-sized firms; it has
a mean value of 3.93 out of a possible 6 (see Table 2 for details). But what is far
more instructive there seems to be that greater intensity of industry competition
(x̅ = 4.62) as well as that of technological turbulence (x̅ = 4.75) necessitates the
adoption of customer centricity in this context. This initial finding, the author
believes, can be cautiously exported to many African business environments where
competitive rivalry among private businesses has increased sharply since the turn of
the century. Thus, making the practice of customer centricity an important tool for
survival and possibly long-term success.

In fact, it can be argued that many firms today would not want to implement
customer centricity, mainly due to the costs involved, but because of environmental
pressures (including industry competition and technological turbulence) these firms are
now increasingly forced to invest resources in customer centricity practices. As such, for
micro-sized firms that want to sustain their long-term survival in the market, it seems
that local market conditions predict their adoption of customer centricity. Empirically,
this study lends some weight to claims that were made in prior related studies (e.g.
Avlonitis & Gounaris, 1999; Chovancová et al., 2015; Sheth et al., 2000). Thus, widening
our understanding of the importance of external marketing stimuli such as the degree of
industry competition to the cultivation of customer centricity as well as other important
marketing practices.

In addition to the above, the empirical finding that customer centricity is an impor-
tant source of marketing innovativeness indicates the value of constantly engaging with
customers and co-creating with profitable customers. With this, the micro-sized firm,
despite its limited resources, stands a chance of making incremental marketing innova-
tions over time. In fact, a new study has found that micro-sized firms are more market
innovative than the domesticated large enterprises in Nigeria (Abdu & Jibir, 2018). This
paper, therefore, advances theoretical discussion on marketing innovativeness by pro-
viding initial evidence that customer centricity enhances the capacity of the (Nigerian)
micro-sized firm to innovate. Overall, the theoretical insights shared in this paper can
help firms overcome some of the barriers hindering their capacity to innovate. One
practical solution, among others, is for business leaders to deepen their conversations
with customers and co-create with some of their more profitable customers whenever
possible. In short, leaders of micro-sized firms are strongly advised to partner more with
their most profitable customers.

Furthermore, there is a consistent pattern that marketing innovativeness mediates
the customer centricity-performance nexus. This finding is compatible with two
studies that were recently carried out in a closely related domain (for details see
Chen et al., 2018; Mahmoud et al., 2016). Most important, the study has contributed
to the debate on customer centricity as it has unpacked how this important issue
contributes to improved firm performance via the intervening factor of marketing
innovativeness. To the researcher’s knowledge, this is among the first, if not even the
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first paper, in the scientific literature to find evidence that marketing innovativeness
mediates the customer centricity-financial performance link. This finding has shown
that the route between customer centricity and firm performance is less straightfor-
ward in practice. At the same time, it reinforces the idea put forward in prior research
that the implementation of customer centricity practices holds immense value to
firms (Lamberti, 2013; Ross, 2009; Sheth et al., 2000; see also Smirnova et al., 2018). In
short, the evidence drawn from this research apparently suggests that the practice of
customer centricity is orthogonal to firm size, meaning that it is pivotal for all
businesses.

As this study has demonstrated, the implementation of customer centricity can assist
the firm in upgrading its marketing innovation capabilities which in turn improves
financial performance.

6. Concluding thoughts

Although this study has genuinely sought to improve our understanding of the research
issue of customer centricity in the context of micro-sized firms, we should discuss its
limitations. One important limitation concerns the fact that this study was undertaken in
a single country which makes it harder to generalize the research findings across countries.
As such, additional research is needed to be able to draw strong conclusions from this study.

Furthermore, this paper encourages investigators to properly scrutinise the concep-
tual model guiding this work. To extend research in customer centricity, it is reasonable
to consider the link between organisational learning and customer centricity. Additional
research could consider local market conditions as contingencies in the suggested link.
Similarly, the role of organisational culture (e.g. clan-based and adhocracy culture) and
leadership styles, especially in the micro to medium-sized firm environment, deserves
attention.

To summarize, this study has just described that local market conditions (including
industry competition and technological turbulence) positively shape the implementa-
tion of customer centricity, whereas the macroenvironmental factor of demand uncer-
tainty was statistically unrelated to the implementation of customer centricity practices.
In addition, the study has shown that marketing innovativeness partially mediates the
link between customer centricity and financial performance. Hopefully, business leaders
as well as academics will benefit from this initial analysis.
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