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With the spread of social media and smartphones in recent years, customer
power has been increasing more and more, and the necessity for customer orientation that matches the
times is increasing. While companies have conducted marketing activities according to the spirit of
authentic customer orientation, scales and models for customer orientation developed in 1990s are
out of place in the modern environment. This research has developed a scale and model for customer
advocacy orientation to create a lot of customers who are extremely loyal customers.
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