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Customer advocacy has compelling evidence in the business sector that may influence
prospective customers to purchase a company's products and services. It is a
recommendation of a product, service, or brand based on its performance that spreads by
word-of-mouth. The insurance penetration in Nigeria, which is less than 1%, reflects a lack
of client advocacy for insurance. Disseminating favorable information based on user
experience impacts purchasing decisions, leading to increased revenue and profitability.
The present research seeks to determine the impact of Relationship Marketing (RM)
characteristics on consumer advocacy. The study used a survey research design. The
survey included 375,000 estimated insurance service consumers in Lagos State, Nigeria. A
sample of 1,650 customers was picked from certain Local Government Areas in Lagos
State using a non-probability sampling method. An adapted and validated questionnaire on
relationship marketing and market penetration in the insurance industry was used. The
Cronbach’s Alpha coefficient for the constructions varied from .76 to .90. One thousand
six hundred fifty questionnaires were distributed, and 80% of them were completed and
returned. The data were examined using descriptive statistics and multiple regression
analysis for inferential statistics. The study indicates that relationship marketing has a
substantial impact on customer advocacy in the insurance sector. The research
recommends that insurance professionals use relationship marketing to impact customer
advocacy in the insurance industry.
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Insurance companies, like any other business, rely on customer support to thrive and achieve their
goals. Nigeria's insurance sector has seen some development in corporate expansion but still lags
behind other African nations in terms of market penetration. The industry premium increased from
N508 billion in 2020 to N600 billion in 2021 and N630 billion in 2022 according to NIA Digest,
2022. By the end of June 2023, the insurance industry's total assets increased by 10.7% to N2.7tn
from N2.4tn in the same time of 2020. The insurance industry's balance sheet indicated that non-
life business assets were valued at N1.63tn, while life business assets were around N1.07tn. The
sector produced N551.4 billion in gross premiums written in the first six months of 2023, compared
to N600 billion in gross premiums written for the whole 2022 financial quarter. NAICOM's
second-quarter 2023 bulletin. Although the sector's business has improved, insurance penetration
remains below one percent, as reported by industry data (Agusto & Co, 2022). Igbiti (2022) said
that many Nigerians lack information about the advantages of insurance and its significance in
economic progress. He proposed government assistance in developing awareness campaigns to
educate the people and foster a culture of insurance. Susanta et al. (2013) studied the impact of
relationship quality on customer advocacy and concluded that relationship trust does not have a
significant influence on advocacy. They proposed that future studies should evaluate if trust has
no significant effect on advocacy. Traditional marketing focuses on convincing consumers to
purchase items by knowing their requirements, whereas advocacy aims to maximize customers'
interests by working with them. This marketing philosophy trend requires a thorough investigation.
The insurance industry has growth potential because of changes in regulations, which will need
adjustments in operating procedures (Olawale-Cole, 2022). This research focuses on the
insufficient implementation of relationship marketing by insurance corporations as a possible
cause for the low degree of client advocacy. Fullerton (2011) proposed that customer advocacy
refers to customers' desire to deliver strong and favorable recommendations and praise to other
consumers about a product or service provider.

Literature Review

Customer Relationship Marketing

Devi and Yasa (2021) described relationship marketing as the act of forming relationships with
stakeholders in order to maintain client loyalty. This marketing approach involves various efforts
to manage, maintain, and control relationships with consumers, according to Maggon and
Chaudhry (2015). Poovalingam and Veerasamy (2007) define relationship marketing as the
strategic process of identifying, establishing, maintaining, enhancing, and terminating
relationships with customers and stakeholders to achieve mutual objectives through reciprocal
exchanges and fulfillment of commitments. Engaging in cooperative and collective actions with
direct consumers to create or enhance mutual economic advantages and value at a minimal cost is
known as customer co-creation (Sheth & Parvatiyar, 2002). Businesses also saw relationship
marketing as a key element in maintaining a competitive edge and enhancing marketing
effectiveness (Hunt & Arnett, 2006). Relationship marketing is a strategic approach to establishing
and enhancing connections with various consumers in order to cultivate a mutually beneficial
network through personalized, collaborative, and value-added interactions over a prolonged
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period. Relationship Marketing involves comprehending, establishing, and overseeing trade ties
among service providers, manufacturers, economic players, intermediates, and end customers
(Ogechukwu et al., 2013). Crucerua and Moiseb (2014) stated that customer relationship marketing
focuses on attracting, developing, and retaining customer relationships, while Liu (2008)
suggested that customer relationship marketing aims to provide increased value to the customer,
leading to long-term value for the service organization or provider. Relationship marketing may
be seen as a process that includes recognizing, building, maintaining, and terminating relationships
to improve performance. Consumer relationship marketing is a contemporary marketing strategy
used by organizations to meet consumer demands and desires, thereby improving market loyalty
and organizational success in the long run. Trust, dedication, mutual understanding, and long-term
relationships are essential characteristics from the customer's point of view to meet their
requirements and desires (Velnampy & Sivesan, 2011). Jemao and Tournois (2014) observed that
several characteristics, such as communication, commitment, trust, and customer satisfaction, have
been extensively researched by many scholars. Morgan and Hunt (1994) emphasized that
communication, trust, and commitment are key characteristics that result in cooperative tactics
ensuring the success and accomplishment of relationship marketing. Additionally, the literature
regularly mentioned factors like cooperation, adaptability, and performance (Walter & Ritter,
2003). Ndubisi (2007) identified trust, devotion, interaction, fulfillment of guarantees,
competence, and conflict management as key measuring indicators of relationship marketing. This
research examines customer relationship marketing as a set of criteria including customer
awareness, customer trust, customer service quality, product innovation and customization, and
customer satisfaction. The variables are fundamental components based on RM literature.

Customer Advocacy

Alam et al. (2021) and Fullerton (2011) proposed that customer advocacy refers to customers'
desire to deliver strong and favorable recommendations and praise to other consumers about a
product or service provider. Consumers who readily provide positive recommendations for goods,
services, or brands are functioning as advocates for the firm (Wali et al., 2015). Customer advocacy
involves word-of-mouth communication, which may be categorized into good and negative
advocacy. Good word-of-mouth advocacy occurs when users share their views about a company's
product or service with others, either by recounting their good experiences using the product to
prospective customers or by formally recommending the product. Atulkar (2020) posits that
advocacy plays a crucial role in enhancing the connection between a company and its consumers.
Customer advocacy is positioned at the pinnacle of a pyramid, with quality management and
customer happiness forming the foundation. Advocacy focuses on maximizing consumers'
interests and collaborating with them, as opposed to conventional marketing, which aims to
understand customers' requirements and persuade them to purchase items. A customer advocate
goes beyond being a repeat customer. Advocates are those ready to provide arguments in favor of
the firm and its goods. They are prepared to provide both their assistance and their patronage
(Urban, 2005). Customer advocacy is the voluntary act of sharing beneficial knowledge with others
without expecting any direct or indirect rewards, based on the moral belief that individuals should
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give advantages to others. Advocacy is influencing others' behavior by expressing support or
preference for a certain brand and convincing others to do the same. Prospective clients see
information from peers or even strangers as more impartial and trustworthy compared to that from
an institution.

Customer retention is accomplished by enhancing loyalty while expanding market share, which
is gained through advocacy. Meyer-Warrden (2015) said that firms may enhance customer loyalty,
operational performance, and profitability by gaining a deeper grasp of how to convert more
consumers into brand advocates who spread positive word-of-mouth. Advocates are committed
consumers who use a company's goods and services often. They enhance and promote businesses
by sharing positive word-of-mouth and suggesting new customers. Customer advocacy, as
described by Bhati and Verma (2020). is the active personal endorsement or backing of a brand,
product, service, or business, with the suggestion being a possible result of advocacy. Hence,
recommendation equals word of mouth equals advocacy. Customer advocacy relies on essential
components such as brand favorability, proof, frequency of positive and negative voluntary
personal contact, and continuous consideration and relationship probability. Reichheld (2006)
observed that consumers' inclination to recommend a company's goods and services to others may
be attributed to the quality of service they get. When a firm offers high-quality services, consumers
are more likely to promote its services. Mazzarol et al. (2007) contended that customer advocacy
is a more robust indicator of consumer loyalty compared to repeat purchase behavior. Consumers
are more likely to support a company's brand when they have a strong conviction in the
organization. Customer advocacy is a sophisticated marketing approach that considers factors such
as customer choice, engagement, and understanding. Customer advocacy focuses on fostering
stronger customer connections via communication, cooperation, and establishing mutual
transparency with consumers (Lawer & Knox, 2006). Customer advocacy is shown via customers'
word-of-mouth (WOM) communications. Berry and Parasuraman (1991) state that high-quality
service encourages current customers to engage in WOM communication, improves customers'
perception of value, increases employee and customer loyalty, and adds credibility to advertising
and the sales force. WOM is a potent influence in the market, including informal discussions about
a product or service among individuals not affiliated with the firm, using channels not controlled
by the company (Silverman, 2001). Zeithaml et al. (1996) created a theoretical framework
illustrating how the general quality of service influences specific behaviors like word-of-mouth
communication and purchase intentions. A correlation was discovered between a company's
service quality performance and the likelihood of favorable word-of-mouth and purchase intention.
Customers' opinions of service quality strongly influence their behavioral activities, particularly
word-of-mouth recommendations and loyalty. An increase in service quality assessments in WOM
results in positive customer behavioral intentions for referrals, strengthening the connection
between consumers and the organization (Parasuraman et al., 1988; Zeithaml et al., 1996).
Alternatively, if consumers see service performance as below standard, they may display negative
behavior such as private responses (bad word-of-mouth) or switching (Zeithaml et al., 1996).
Customers are likely to promote or endorse a firm to others if they believe the service quality to
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be excellent. Conversely, they are also likely to provide bad word-of-mouth feedback if they
perceive the service quality to be inferior. Customer satisfaction significantly influences
repurchase intentions and word of mouth, according to Ranaweera and Prabhu (2003). The
likelihood of consumers spreading word-of-mouth will be affected by their happiness level for at
least two reasons. The degree to which a product or service surpasses a customer's expectations
might influence them to share their pleasant experience with others. If a customer's expectations
are not met, they may engage in word-of-mouth behavior to express negative emotions like anger
and frustration, reduce anxiety, warn others, or seek retaliation. Trust significantly influences
behavioral dimensions, particularly the customer's inclination to either remain loyal or switch
service providers (Sirdeshmukh et al., 2002). Research has shown that higher levels of trust are
linked to a larger likelihood of providing positive word-of-mouth recommendations (Atulkar,
2020; Gremler et al., 2001; Ranaweera & Prabhu, 2003). Customers often refer or promote service
to their friends, relatives, or members of their reference group based on past positive experiences
and established trust (Gremler et al., 2001). When consumers provide advice to others, there is a
danger of being incorrect, and a word-of-mouth provider would want to be accurate (Mazzarol et
al., 2007).

Theoretical Review

The research is based on the Expectancy Disconfirmation Theory (EDT) developed by Oliver
(1977). The idea quantifies consumer satisfaction by comparing their expectations with their
experience of perceived items or services. The approach had four components: expectations,
perceived performance, disconfirmation, and satisfaction. Expectations determine consumers'
anticipated performance of goods and services (Gures et al., 2004). The expectation of consumers
who repurchase from a single firm is more closely aligned with reality. New clients lack firsthand
familiarity with a product or service's performance and are purchasing from a specific firm for the
first time. The primary expectation of this client group consists of the feedback they get from other
customers, advertising, or mass media. Perceived performance refers to the customer's experience
after using items or services, which may exceed or fall short of their expectations (Edward &
Sahadev, 2011). Both categories of clients, whether experienced or inexperienced, can assess the
true quality of the items or services after using them for some time. Disconfirmation is the variance
between a customer's initial expectations and the actual performance witnessed. Prior research has
identified three sorts of disconfirmations: positive, negative, and simple. Customer satisfaction or
discontent occurs when a product or service fails to satisfy a customer's expectations, resulting in
negative disconfirmation. Positive disconfirmation occurs in customer satisfaction when the
perceived performance of a product or service surpasses the consumer's expectations. When a
customer's expectation matches the actual performance of a product or service, it indicates that the
perceived performance equals the expectation, resulting in a simple confirmation. The researcher
endorses this idea, which correlates with and elucidates the customer satisfaction aspect of
relationship marketing. When insurers successfully generate positive disconfirmation via their
relationship marketing activities, it will result in customer satisfaction and have a beneficial
influence on market performance. A negative disconfirmation occurs when the insurance fails to
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match the insured's expectations. This results in client discontent. When an insurance firm fulfills
the customer's expectations, it attains a basic degree of satisfaction. An insurance company's goal
is to surpass consumer expectations to grow market share via client advocacy. A content consumer
will promote a company's goods via spoken recommendations.

Empirical Review of Relationship Marketing and Customer Advocacy

Roy (2013) studied the effects of customer advocacy and showed that when a service organization
advocates for its customers' best interests, consumers respond with increased loyalty and favorable
word-of-mouth about the service providers. The research indicates that service organizations may
gain consumers' confidence by using the customer advocacy approach, which involves engaging
in mutual discussion with customers and delivering high-quality services. If clients are happy and
have a favorable attitude towards the service provider, they will recommend the service provider
to their peers. This viewpoint demonstrates that insurance firms' commitment to establishing
customer trust and service excellence results in consumer advocacy. The findings confirm Urban's
(2005) consumer advocacy model and its connections with customer satisfaction, two aspects of
customer loyalty (behavioral and attitudinal), customers' perceived value, and trust. Keiningham
et al. (2007) suggest that relying solely on recommended intention is not enough to predict
customers' future loyalty behavior. They found that using multiple indicators instead of a single
predictor model is more effective in forecasting customer recommendations.

Baldinger and Rubinson (1996) discovered that brand commitment is a strong indicator of
consumer loyalty and positively influences customer advocacy activity. Quality service not only
creates client happiness but also ensures their ongoing commitment and loyalty. Loyal consumers
serve as advocates by spreading the value of a company's product to friends, colleagues, and
families. Hafiz and Hendricks (2001) found, in their research on customer value management, that
the return on customer relationship is influenced by advocacy, retention, and growth. Lacey and
Morgan (2009) investigated the relationship between consumer advocacy and loyalty. This study
aimed to examine the connection between loyal consumers and their readiness to act as advocates,
as well as to analyze how B2B loyalty programs may impact customer advocacy behaviors.
According to the results, more committed customers are more likely to act as customer advocates.
The tested model offers a broader perspective on consumer advocacy, although the B2B loyalty
program membership does not have a substantial moderating impact on the model. The research
examines how corporate customers might be encouraged to act as advocates in order to enhance a
firm's marketing success. Fullerton's (2011) research on customer commitment and trust aligns
with the current results, indicating that customer commitment significantly impacts the likelihood
of customers making positive recommendations about the service provider. The research enhances
the relationship marketing literature by presenting empirical data supporting the multi-dimensional
perspective of customer advocacy activities and asserting that customer lifetime value reflects
customer advocacy. Wali et al. (2015) investigated how the Customer Relationship Management
(CRM) strategy affects consumers' brand commitment and brand loyalty in the Nigerian banking
industry. The research, using a positivist quantitative survey technique, discovered that CRM
strategy had a favorable influence on banks' customers' brand commitment and loyalty behaviors.
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Continuance loyalty had a greater impact on consumer advocacy behavior compared to affective
loyalty. Continuance characteristics are effective in predicting consumers' advocacy intentions in
Nigerian banks. The research introduced a paradigm connecting CRM with brand commitment,
brand loyalty, and customer advocacy, defining customer advocacy as word-of-mouth
communication advocacy. Lawer and Knox (2006) found that loyal customers of a brand will
dedicate their time and resources to promote the company in order to attract new customers.
Therefore, the results also showed that brand loyalty had a beneficial influence on advocacy.
Customers who are loyal to a brand are inclined to become brand champions (Bansal et al., 2004).
Brand advocates are consumers who strongly believe in a company and enthusiastically promote
its products or services to others, highlighting the firm's strengths and encouraging others to
support it.

Susanta et al. (2013) studied the impact of relationship quality on customer advocacy and
concluded that relationship trust does not have a substantial influence on advocacy. They
recommended more studies to confirm if trust really has no major impact on advocacy. Traditional
marketing focuses on convincing consumers to purchase things by knowing their requirements,
while advocacy prioritizes maximizing clients' interests and collaborating with them. This
marketing philosophy trend requires a thorough analysis. Artanti et al. (2020) suggested that
relying solely on recommended intention is not enough to predict customers' future loyalty
behavior. Instead, using a multiple-indicator model is more effective in predicting customer
recommendations. Studying the relationship marketing characteristics of service quality, customer
happiness, customer trust, customer awareness, tailored goods, and customer advocacy via word-
of-mouth in the insurance business would be intriguing. As a result, this study put forward the
hypothesis that:

Ha: Relationship marketing has no significant effect on customer advocacy of insurance in Lagos
State, Nigeria

Method

The study used a survey research approach to examine the population and sample. This paper relied
on the prior study methodology of Oluwabiyi et al. (2022), Arokodare and Olubiyi (2023), Olubiyi
et al. (2023), Olubiyi (2022a), Olubiyi, (2022b), Olubiyi (2022c), Ukabi et al. (2023), and Uwem
et al. (2021), with cross-sectional studies, have adopted this method in their respective research
and found it useful. This research focuses on the users of insurance goods in Lagos State, Nigeria.
The study's population is around 357,000, representing insurance users in Lagos State. Agusto and
Co (2015) reported that the ratio of insurance policyholders to the projected total population of
Lagos State, which is 21 million, is 1.7%. The sample size of the respondents was determined
using a normal approximation with a 97.5% confidence level and a 2.5% error tolerance.
According to Yamane's (1967) statistical method, a sample size of 1,593 was determined but
estimated to be 1,650 to account for potential non-returned instruments and to allow for more
diverse representations. A non-probability intentional sampling method was used to choose the
population sample, and a snowball sampling strategy was utilized to pick participants from each
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chosen Local Government Area. The research collected data using a validated questionnaire
provided to customers of insurance products. The instrument used a 6-point summated Likert-type
rating scale for all parts except the biographic data portion.

Results

The objective of the research contradicts a statement on the link between customer relationship
marketing factors such as customer awareness, customer trust, customer service quality, product
innovation and customization, customer satisfaction, and customer advocacy in the insurance
industry. Mean scores and standard deviation were calculated for each statement and variable.
Below are the data results.

Table 1 displays a descriptive study of respondents' views on relationship marketing. The data
analysis showed that the respondents agreed with all the statements regarding relationship
marketing based on the mean scores and standard deviation for customer awareness (M = 4.42, SD
= 1.10); customer trust (M = 4.85, SD = .84), customer service quality (M = 4.59, SD = .87);
product innovation and customization (M = 4.34, SD = 1.06), and customer satisfaction (M = 4.65,
SD = .94).

Table 1

Descriptive Analysis of Relationship Marketing
SIN Description M SD
RM1 Customer awareness 4.42 1.10
RM2 Customer trust 4.85 0.84
RM3 Customer Service Quality 4,59 0.90
RMA4 Product Innovation and Customization 434 1.06
RM5 Customers Satisfaction 4.65 0.94

Source: Field Survey, 2024

Table 2 displays a descriptive study of respondents’ views on consumer advocacy in the
insurance sector. The data analysis showed that the respondents agreed with almost all assertions
about customer advocacy, with mean scores falling between 4.5 and 5.49, except for item 5. The
mean score was 4.60, showing agreement with statements on the customer advocacy scale. The
standard deviation was 0.949, suggesting little variability in the replies. The results suggest that
consumers in Lagos State, Nigeria exhibit a substantial and favorable degree of customer advocacy
for insurance. Tables 1 and 2 show a favorable impression of relationship marketing strategies and
customer advocacy for insurance in Lagos State, Nigeria. The study showed that insurance
awareness among the public in Lagos State is moderate, consumer trust in insurance companies
for claims and benefits is strong, customer service quality is high, there is ongoing product
innovation and customization, customer satisfaction is high, and customer advocacy for insurance
in Lagos State is strong and positive. There is a consistent trend of increasing replies for both
relationship marketing and consumer advocacy. The results address the research question and help
the researcher attain the study's purpose.
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Table 2

Descriptive Analysis of Customer Advocacy
SIN Description M SD
CAl I will persuade my friends and family to purchase insurance goods. 4.65 91
CA2 I will advocate insurance coverage to others. 4.75 .82
CA3 I will advocate for insurance services on my own behalf. 4.57 .96
CA4 I will promote my insurance company to others. 4.82 .87
CA5 I will use social media channels to promote the advantages of insurance. 4.22 1.15

Average Mean 4.60 .94
Source: Field Survey, 2024

Table 3 presents the key findings of a multiple regression study examining the impact of
relationship marketing on customer advocacy of insurance in Lagos State, Nigeria. The study
indicates that relationship marketing has a substantial impact on consumer advocacy of insurance
in Lagos State, Nigeria, with an adjusted R? value of .45 and a significant F-statistic of 222.11 at
a p-value of less than .05. An Adjusted R? value of .45 indicates that 45.7% of the variability in
customer advocacy of insurance is explained by relationship marketing, with the remaining 54.3%
being attributed to other variables. The p-value is .000, which is below the significance level of
.05 set for this investigation. Consumer awareness, trust, service quality, product innovation,
personalization, and satisfaction predict consumer advocacy in the insurance industry. The null
hypothesis (Ho1) stating that relationship marketing does not have a significant effect on consumer
advocacy of insurance in Lagos State, Nigeria is rejected.

Table 3
Summary of Multiple Regression Analysis of Influence of Relationship Marketing on Customer Advocacy of Insurance
in Lagos State, Nigeria

Unstandardized Standardized Collinearity
Coefficients Coefficients Statistics
Model St t
B Error B Tolerance  VIF
(Constant) 3.09 0.67 4,57 0.000
Customer Awareness 0.03 0.01 0.05 2.17 0.030 0.76 1.30
Customer Trust 0.10 0.02 0.13 4.88 0.000 0.51 1.95
1  Customer Service Quality 0.04 0.02 0.08 2.36 0.018 0.35 2.83
Product Innovation & 0.06 0.02 0.06 210  0.036 046  2.16

Customization

Customer Satisfaction 0.34 0.02 0.44 12.59 0.000 0.33 2.99

R= 67, R2: 46, Adj RZ = 45, F5/1306 = 22211, p= .000

Dependent Variable: Customer Advocacy

The fitted model explaining the variation in customer advocacy of insurance due to relationship
marketing was stated as follows:

Y =3.096 + 0.033x1 + 0.107x2 + 0.047x3 + 0.061x4 + 0.342xs
Where: Y = Customer Advocacy
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x1= Customer Awareness
X2= Customer Trust
x3= Customer Service Quality
x4= Product innovation and Customization
xs= Customer Satisfaction

After considering all characteristics such as customer awareness, customer trust, customer
service quality, product innovation, customization, and customer happiness, the regression
equation predicts that consumer advocacy of insurance in Lagos State, Nigeria would be 3.096
when all other variables are held constant at zero. The results indicate that an increase of one unit
in customer awareness, trust, service quality, product innovation, customization, and satisfaction
will result in specific unit increases in customer advocacy of insurance in Lagos State, Nigeria.
Customer satisfaction has the greatest impact on customer advocacy of insurance in Lagos State,
Nigeria, followed by customer trust. Customer awareness has the least influence on customer
advocacy of insurance in Lagos State, Nigeria.

Discussion

The hypothesis findings showed that customer relationship marketing has significant effects on
customer advocacy for insurance in Lagos State, Nigeria. Customer advocacy of insurance service
is influenced by customer relationship awareness, trust, service quality, personalization, new
goods, and satisfaction. This discovery aligns with Roy's (2013) and Artanti et al.’s (2020) research
on the impact of customer advocacy, demonstrating that when a service company prioritizes its
customers' best interests, it leads to increased customer loyalty and positive word-of-mouth
promotion. The study's findings indicate that service organizations may cultivate consumers' trust
by using the customer advocacy approach, which involves engaging in mutual discourse with
customers and delivering high-quality services. If clients are content and have a favorable attitude
towards the service provider, they will recommend the service provider to their peers. This
viewpoint demonstrates that when insurance businesses engage in creating customer trust and
service excellence, it leads to consumer advocacy. The Expectancy Disconfirmation Theory
(EDT), developed by Oliver (1977), assesses customer satisfaction by comparing their
expectations with their actual experiences of items or services. A content customer has the ability
to become an advocate for a business that has provided a product or service that met and exceeded
the customer's expectations. The commitment-trust hypothesis of relationship marketing, proposed
by Morgan and Hunt (1994), highlights that committed parties in a relationship put in additional
effort to strengthen their relationships and achieve favorable results. Additional effort and labor
may include customers serving as brand ambassadors for a firm. Customer advocacy is the
obligation of customers as stakeholders and beneficiaries of a company's offerings, in accordance
with Freeman's (1984) Stakeholder Theory. The study's results align with Wali et al.'s (2015)
research that investigated the influence of customer relationship management (CRM) strategy on
customers' brand commitment and brand loyalty in the Nigerian banking industry. The researchers
introduced a model connecting CRM with brand commitment, brand loyalty, and customer
advocacy. They defined customer advocacy as word-of-mouth communication advocacy. The
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research, using a positivist quantitative survey technique, discovered that CRM strategy had a
favorable influence on banks' customers' brand commitment and loyalty behaviors. Continuance
loyalty had a greater favorable impact on consumer advocacy behavior compared to affective
loyalty. Continuance characteristics are effective in predicting consumers' advocacy intentions in
Nigerian banks.

Susanta et al. (2013) discovered that satisfaction and commitment directly influence customer
advocacy, with loyalty acting as a mediator between trust and advocacy. Among these factors,
commitment was found to have the most significant impact on advocacy. This research
demonstrates how relationship quality and loyalty contribute to the formation of consumer
advocacy. Prospective clients see information from peers or strangers as more impartial and
trustworthy compared to that from a business organization. A pleased customer's feedback is more
credible than information provided by the firm itself. Customer advocacy is crucial for the
company's acquisition of new customers. Baldinger and Rubinson (1996) discovered that brand
commitment is a strong indicator of consumer loyalty and influences customer advocacy activity
positively. Quality service leads to client happiness and ensures their ongoing commitment,
fostering customer loyalty. Loyal consumers serve as advocates by spreading the value of a
company's product to friends, colleagues, and families.

Lacey and Morgan (2009) investigated the correlation between consumer advocacy and loyalty.
The study revealed that consumers with higher commitment levels are more likely to advocate for
a product or service. Strong customer commitment results in strong customer advocacy, whereas
poor customer commitment results in low advocacy. The discovery aligns with Fullerton's (2011)
research on the impact of customer commitment and trust on developing advocates. It revealed
that customer commitment significantly affects customers' inclination to make positive
recommendations about the service provider.

Choudhury (2014) investigated how the characteristics of service quality in the retail banking
business affect consumers' Word of Mouth (WOM). The research identified four aspects of service
quality in retail banking - attitude, competence, tangibles, and convenience - that have a significant
and favorable impact on word-of-mouth recommendations. Hafiz and Hendricks (2001) found that
the return on customer relationship is influenced by advocacy, retention, and growth in customer
value management. Zeithaml et al. (1996) created a conceptual model showing that higher service
quality leads to an increased likelihood of positive word-of-mouth communication and purchase
intentions. Ranaweera and Prabhu (2003) conducted research on customer satisfaction, which
revealed that customer satisfaction influences two buying behaviors: repurchase intentions and
word of mouth (WOM). Research by Gremler et al. (2001) indicates that increased levels of trust
are linked to a higher likelihood of providing positive word-of-mouth recommendations. Cronin
and Taylor (1992) argue that a firm's favorable performance may be attributed to the high quality
of after-sales services, leading to positive word of mouth, repeat sales, cross-selling, and customer
loyalty.

The study's results confirm that relationship marketing significantly impacts consumer
advocacy of insurance in Lagos State, Nigeria, which is in line with earlier research. The research
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showed that customer satisfaction had the greatest impact on customer advocacy of insurance in
Lagos State, Nigeria, followed by customer trust. Customer awareness had the least influence on
customer advocacy of insurance in Lagos State, Nigeria. Based on the data and supporting
literature, the research rejects the null hypothesis (HO1) that relationship marketing has no
substantial impact on customer advocacy of insurance in Lagos State, Nigeria. This decision is
supported by a p-value of .000, which is less than .05.

Conclusion and Recommendations

The research found that customer relationship marketing predicts consumer advocacy of insurance
in Lagos State, Nigeria. The research suggested that insurance businesses could use relationship
marketing as a technique to impact consumer advocacy in the insurance sector. Implementing this
proposal will guide industry operators on how and where to use organizational resources to get the
desired market and organizational performance. The study's findings are mostly relevant to the
insurance business, but more research may explore how this tool might be used in other service-
oriented industries including banking, communications, and transportation.
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