
peer 
grouping

At Customer Direct, we take the time to understand you, your business, and your customers. It’s no 
longer enough to answer a phone or email with “How can I help you?” As the customer becomes 
more engaged and educated, the experience they have with your brand becomes more personal, and 

the need for effective communication more crucial.

In today’s highly-digital landscape, communicating is difficult. Common context has diminished, if not segment-
ed, and is often inadequate for clear communication. “Good communication will meet the recipient where they 
are and bring them to a common understanding of what you want to communicate.”1
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Identify key context 
words, and define 
them upfront.

Unless there is a 
clear understanding 
of what you’re 
talking about, your 
communication is 
doomed.
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“It may be important to understand 
whether a person is familiar with 
something but has an abstract under-
standing of it due to lack of familiarity. 
And it is possible that people with no 
experience with something may be 
more prone to be adversarial towards 
it.”1

Experience influences the way that 
we perceive a product or service. 

In the last 60 years, media exposure, and its subse-
quent diversification, has dramatically changed the 
viewer’s perspective. In 1953, the No. 1 television 
show was viewed by an average of 68% of all 
households. In 2016, that number was 8%.1

Media consumption isn’t as universal of an experi-
ence as it was even a decade ago. Media exposure 
proves a challenge to effective communication, and 
this means that we don’t always share a common 
context, at least relative to the not-so-distant past. 

In the current age of diverse media exposure, 
effective communication comes down to a 
balance of understanding the language of 
your audience while communicating in more 
universal terms.

“In Stephen Wolfram’s study of 
Facebook profiles, one of the 
most interesting findings was 
how consistently people fall into 
peer groups. We don’t often 
deviate from our age group or 
from people who have similar 
values.”1 My familiarity with Uber 
may not be a function of my 
age; it may just be that no one 
that I know discusses or uses it.2 

When considering peer 
grouping rather than age 
segmentation or broad 
generalizations, you can 
qualify people that you (or 
your competitors) may have 
overlooked.

Although you know exactly 
what you’re talking about, 
the person you’re talking to 
might have a completely 
different understanding of 
the topic. 

The key is to establish 
a new, common 
understanding from 
a person’s previous 
context.


