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Development of consumer behavior model on customer advocates
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Extracting and organizing the central concepts, antecedents, and
consequences of Customer Advocacy (CA) has been accomplished. The confirmation of CA activities
positively impacting consumer well-being has been established. Quantitative analysis has been
applied to examine both the direct influence of customer experience on well-being and the mediating
effect of CA activities.

In addition to analyzing consumer behavior, a strategic approach from the standpoint of businesses
has been undertaken. Interviews with various companies have unveiled diverse methods and approaches
for ?enerating and Ieveragin? CA. By deriving and empirically demonstrating a robust consequence
model that incorporates CA elements into corporate strategies with a customer advocacy focus, a
solid framework has been successfully constructed.
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