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The digital landscape: Duncan's customer initiated marketing communication model
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The customer initiated marketing
communication model

Noise
Busy signal, company delays,

incomplete information

Source Message Channel Receiver

Customer or Question 1800 number, Company
other complaint letter, email,
stakeholder —» compliment sales person, — >
customer
service,

internet

Feedback
Five Rs

(responsiveness, recourse, recognition,
respect and reinforcement)

Figure 1: The customer initiated marketing communication model (Duncan, 2005, p.
122).




The rise in Internet use and social networking:

As of June 2011:
« 60% of Australians engage with the Internet more than once a day (Consumer
benefits from participating in the digital economy, n.d,, p. 157).

- The main reason Australians engage with the digital landscape was for research
and information based activities (Consumer benefits from participating in the
digital economy, n.d., p. 161).

- Facebook was the second most visited website by Australians with more than 7 612
000 people accessing the site from home (Consumer benefits from participating in
the digital economy, n.d., p. 160).

- Blogging sites were positioned as the tenth most visited, with more 2 700 000
participants (Consumer benefits from participating in the digital economy, n.d., p.
160).



The digital landscape:

- The level of involvement and interaction between
consumers and providers has increased (Prahalad &
Ramaswamy, 2000, p. 80).

- No longer are consumers simply part of the audience, but
they now find themselves on stage as influential actors
(Prahalad & Ramaswamy, 2000, p. 80).

- The merging of media and technology has allowed almost
anybody to exercise a voice of influence - citizen
journalism - somewhat shifting the power from
organisations to digital communities and networks
(Cincotta, 2006, p. 24; Maurya, n.d., pp. 71, 73).



Duncan's customer initiated marketing communication model:

- This model demonstrates the beneficial nature of viewing
the customer as the initiator of communication, and the
organisation as the receiver. In doing so, a two-way
process of engagement can be achieved (Belch et al., 2012,
p. 98).

- Marketing professionals are encouraged to acknowledge
all customer touch points with their brands as they allow
for the identification of areas within an organisation that
need improving, while also allowing the customer to
become a co-creator of the brand (Prahalad et al.,, 2002, p.
100).



ASOS Here to Help

- International online fashion and beauty retailer, ASOS, is utilising social media to provide consumers
with an additional channel of support via Twitter and Facebook (ASOS here to help, n.d.).
- Consumers initiate communication with the brand regarding their experiences (ASOS here to help,

n.d.).
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21,709 likes - 351 talking about this

Website
We're the www. ASOS.com customer care team, here
to help with any service queries that you may have.
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ASOS Here to Help Facebook page (ASOS here to help, nd).
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for ASOS. com. 1505 mswear for #foshion updates.
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Follow ASOS Here to Help

Full name Y AS0S Here to Help © 4505 HereoHelp
geena__ You're most welcome.

Email [l View conversation

Passward ASOS Here to Help ©A505 HermoHelp

Nadine_Ezz Hiya, we"ve respondad to your DM. Pleasa lat us know
if we can assist with anything further.
. View conversation

Tweots ASOS Here to Help © /505 HeretoHelp
Lou_Madhu Sorry for any confusion the order number we are afber

is the one you got when you ordered the iterms you are sending

back.

l View conversation

Follawing
Followers

Faverites
ASOS Here to Help ©A505 HerstoHalp
Lists [N Cviclette Sorry, we're following you now. We've replaced the
Ll rencant & refunded the mini & pashmina, as unfortunately they're
Recent images cut of stock,
. View conversation

AS0S Here to Help ©A505 HerstoHslp aam
ruthbowes We can take a look for you if you provide the product

code for us. Thanks

. View conversation

ASOS Here to Help 04505 HeretoHelp aam
ruthbowes Oh nol Would you be able to DM Is the ordar numbar so

we can take a look. Thank you

W View conversation

ASOS Here to Help Twitter page (ASOS here to help, n.d.).




