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Abstract

Generally, businesses aim to conduct marketing activities that foster brand loyalty among
consumers to create a competitive advantage. However, in reality, brand loyalty alone may not
be sufficient for a business to achieve long-term sustainability. Businesses may need to evolve
their existing consumers into brand evangelists. Past research has shown that brand evangelism
encompasses various dimensions of study. This research article aims to analyze the
exploratory components of brand evangelism, focusing on the context of smartphone brands in
Thailand. A sample group included 800 samples of consumers who have used smartphone
products under the iPhone and Samsung brands for a period of more than 6 months. Using the
sampling method by Non-Probability Sampling using quota sampling method. The research
instrument was a questionnaire. The analysis was carried out by using the methodology for the
exploratory factor analysis with Principal component analysis as well as the oblique rotation with
the Promax rotation method. The findings revealed that the variables studied could be analyzed
in 3 components, which were 1) Positive Word of Mouth, 2) Brand Protection, and 3) Repurchase
Intention.

The research results found that Brand Evangelism of 3 elements, 14 indicators, including
component 1: Promote brand and share experience, consisting of 7 indicators. Component 2:
Brand protection, consisting of 5 indicators. And the third component, repeat purchase intention,
consists of 2 indicators. The percentage of variance is between 8.975 to 38.879, and the
percentage of cumulative variance. It was able to explain 38.879%, 55.707%, and 64.682% of
the variance of the components, respectively. The component weightings for the three elements
are as follows: Promote brand and share experience have component weightings ranging from
0.659 to 0.775, Brand Protection has component weightings ranging from 0.775 to 0.847, and
repeat purchase intention has component weightings ranging from 0.830 to 0.866. This study
elucidates the components of brand fandom, providing academic value as foundational
information for further research. Additionally, it offers practical benefits for businesses by
facilitating consumer behavior analysis and informing the development of future marketing
strategies.

Keywords: Brand Evangelism, Smartphone, Exploratory Factor Analysis
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13. avaztniasanFumnanldandininsiansain  Wd | 420 | 088 | 0.21 N
@199 (BEV13)
a = A o Ao o '
14. mnummuwﬁcﬂmmwaumm,uslmaQ‘meau 416 | 088 | 021 40
avazduasliaumanidnle (BEV14)
3 4.33 | 049 | 0.11 ANNFA
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MNATWA 2 WU ﬂﬁju;ﬁ%@iﬁuﬁﬂ
g IWudanudusinanauailasniw
‘imayslmmumrma@ m%aadamammnu
4.33 LsJawmsrmmawﬂiwa*ﬂﬁmmuuﬂi
(C.V.) 183318 3Tamnn wudn Hdnag
J5WI9 0.15-0.25 Tinfle In1snszaedives
mamaﬂlm”@um wazifoRansaniunede
WU maﬂummawawmumwmﬂuman
anAudgiga Aa SuvandafgaiuamFuen
#doran (x=4.55, S.D. = 0.67) Hanuiu
annmmumaUlusw@umﬂ‘na@ 3098987
fla aua 1/1'11%wauma’nmwaumwaulw
ﬂmauummmmmaumau (x= 4.47, S.D.
0.68) ummLﬂumaﬂmﬁaumaﬂcl,mmumn
ﬂa@ LLMzmummawaasmumwmﬂum’m
mwaumma@ a0 sualiiBeriansalae
ﬂumwaumwau’lmamnﬂﬂuau (x=4.14, S.D.
= 0.88) :um’mLﬂuawaﬂ@iwauﬂﬂaQIuiz@u
UIN ANAG

a 6 13 ]
N3LAIIEHDIALIENaULBIF129

M DWRIINAFUATNNTILATIZR

6 a ° =2 a o & a .f{
230UTNaUBIENT TINaN I waaih

1. WanInagaulaunIIILAINEH

Kaiser-Meyer-Olkin Measure of Sampling
Adequacy (KMO) 2a3&12naauan Jen
WU 0.859 G93nndn 0.80 waasIdauLs
V9 14 gt srasrIna N Fwa LI w1 UIn
mammwmwaua Janumane awmﬁlmam]
ﬂ’li’JLﬂi’]‘“%adﬂﬂ‘i“’ﬂaUvL@] waziiiafansonen
NAROLU Bartlett's Test of Sphericity WU fein
lasauaas (Chi-Square) winiiu 5573.961 uaz
IRpEAYN1IEDa (p-value = 0.000) WEAIIN

Auun3nT Ul antanFuRuEv0 981N
ATAUA 19 14 §ruts DanuduiusiuRes
W ﬁammmﬁﬁagaﬁvlﬁ%Lﬂswzﬁaaﬁﬂszﬂau
R EateRil
2. n1sanaadfdszneau (Factor

Extraction) @183%3aeiasandsznaunan
(Principal Component Analysis: PCA) "fejlx‘lwa
myafaoIslsznaaInaaue Jasi

2.1 fANUIINNK (Communalities)
aziidnagiznine 0 89 1 ddanudwnudu
0 u&AII189AUI=NBUIIN (Common Factor)
"l&imm‘ma%mﬂmmﬁuuﬂwaaﬁ'sLLiJ‘iVI,@T
(Almaleki, 2021) mummmﬁmmmmnu
At AzmrnaseNUINARENE (Initial
Communalities) n@udsliiidu 1 uazAwio
AR TINNWNRAIENALAT8 (Extraction
Communalities) SINUI FNANMUTINTURES
gNaadnsznay (Extraction Communalities)
vosdudinndn Sdwnnit 0.4 lasfdnag
J2%3149 0.521-0.808 uaadinaIAlIznay
fNNTnatUIsANNEBLY TUaIanLTlunNg
dnunlea

22 araundsdsan (Eigen
Value) Tasfafasananizasssznanain
aauaATanuLlTUsuniadalatnu
(Eigenvalues) > 1 4wl azld1uinaad
13znay (Component) Vadw 3 a9fsznay
T98az229ANNUUTUTIU (% of Variance) at)
W14 8.975-38.879 LAZANI0HAZVAIAINY
wisUsugzau (Cumulative % of Variance)
uTRetusaNnuLlTUTIUYeIeIflsznay
le3ouns 64.682 G9A15197 3 WG 1
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AN 3 LRAIIALIZNOY AN IUTIN TauazaNNLLTUTIN LazTauarIasa NN TUTIN
FERUVDIFNINATIFUA

avalsznay aanaulsisam AIasazal Asasazzasanaulsilin
(Component) (Eigen Value) ﬂﬂmms_ﬂﬂ% dedd (Cumulative % of Variance)
(% of Variance)
1 5.443 38.879 38.879
2 2.356 16.828 55.707
3 1.257 8.975 64.682
4 0.931 6.652 71.334
5 0.675 4.823 76.157
6 0.550 3.928 80.085
7 0.470 3.358 83.443
8 0.461 3.293 86.736
9 0.431 3.079 89.815
10 0.375 2.681 92.495
11 0.307 2.196 94.692
12 0.292 2.083 96.774
13 0.239 1.707 98.481
14 0.213 1.519 100.000
Scree Plot
o
o
E
N
o
.

Component Number

M 1 uaaInTNLaaIaT laln (Scree Plot) TadLaazadALlIznauuaIa1INaT R
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3. mInyuunuadilznay (Factor
Rotation) 1ial# laasstsznausinfidaiaulas
“w1agatsznaunddranuudsdsiuniadn

. 1 g ad
lainu (Eigenvalues) annnin 1 auld anuisues

&, . A~ o &
niwes (Kiser) A% ANIANIZENIIUIN 3 BIF
Usznay VLijg]uLLﬂuLLum,‘lmmau (Oblique)

e3Tldsuund (Promax Method) WUT1 896
Us2naugnaTaud w9 3 sadilszna e
Faaz18IANNLLTUTIUDETTNRIN 8.975-
38.879 uazfiosa: anuulsdsiussaui
uTnetusanuLlTUIwuesesflsznay
léiinfiu 64.685 G9eN37 4

AN 4 LRAIBIRUTENOU ANNUIUTIN To8azANNLLTUIIN LazTauaraIa NN TUTIN
REANVAIRNIINATNFUANTAMUANIZRN 91%7I% 3 da1sznau

e ANS28aZVBIAN
¢ ' ANTaYAzYDY
avalsznau aranandsilsin wilsdsrnazan
) anaulsdsm .
(Component) (Eigen Value) . (Cumulative % of
(% of Variance) .
Variance)
1 5.443 38.879 38.879
2 2.356 16.828 55.707
3 1.257 8.975 64.682

lapnasannyuunuaddszney i
1609dU3znaUnanvaIgNINANFUA 3 898
Usznaunan Usznaudiy adalsznaunani 1

6 o c!l 6 > d'
23adIEnaunany 2 uazadalsznaunanin 3
U 1 6 [ ::l' a o o
leun asdtsznaunani 1 Ausawin 7
A ﬁmﬁmﬁﬂmﬁﬂi:ﬂauagji:mfw
0.659-0.775 84AUszNauRani 2 Jeuils
NI 5 Ay ﬁ@hﬁmﬁnaaﬁﬂs:ﬂauag

JEWIN9 0.775-0.847 wazadnUsznaunani 3
A o ° o A, % o &
FAuUs 97198 2 Ay a1 1ninedn
ﬂi:ﬂauagi:‘ﬁiw 0.830-0.866 ¢auandlu
AN19N 5
< A &
4. ANIe9TeadAlsznau

N5AITandaradnlIznaunan
WalwFaanunaue U Faingsninaa lua e
Usznaunanuu 9 Usngua 69613199 5
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A13199 5 LLﬁ@dﬂdﬁﬂizﬂ AUVBIRIINATITUA

. . ARINIENaIA
aauds Ign1Iauds
Usznay
a9adsznaui 1 MsduaEIuaNaRALazuLsiniseaun1sal (Promote brand and share experience)
1 BEV1 | auuandainganuanauditludauin 0.698
2 BEV2 | auuandalunisuinineinuanfudnaldasu 0.714
mauuzihlaggnssdninanisiedsanaanlat
3 BEV3 | aukuztinasfuauniiiNanuuadan 1iasannaunanin 0.756
AFUADU
4 BEV4 | wminiNauuadaumainamizaninluu auazuanwinian 0.659
Isaamaudil
5 BEV5 | aunmeuliuinigau aulaanFudilinnige 0.734
winnazduldle
6 BEV6 | auazvhliiawdohanfudnaulidguand@nand 0.775
ATFUANDU
7 BEV7 | auaziiatulssaunisoiasawiadinuasnauaii 0.672
s = a v .
a9alsznaui 2 n1sUnilasmsnd@waAn (Brand Protection)
1 BEVS | auidnin audasvanlinnauiieniudidngalulan 0.811
o = & A o A A
2 BEV11 | aunafismaninluuandudrauluidiay 0.779
3 BEV12 | awazlidadinsolifisanuandudfisuldaganaudu 0.847
4 BEV13 | awszUnifasamaudnauldainddnindinsal 0.818
liddne 9
a = A v Ao o \ ) & 9 '
5 BEV14 | winflinsaunaisanfudfisultagluuioy awazduasliauwman 0.775
nutnla
Pl A & & .
a9ailsEnaui 3 muadlatana (Repurchase Intention)
1 BEVO | luauiaasulnait auadladasuninluuainasnaud 0.866
fmaalgay
2 BEV10 | luawaaaulnaih aua1vvzdaanisnlnuananau 0.830
fmaalday
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n1sandsana
INMIANATITRAIAU TN ULTIRITID
PasmItdusnnanauwe ilaasdlsznay

3 2913z naURAN TINITAAUNUNA LA

&9l

29@Usznaunani 1 nsdeLasa
asanAuazuLiviiwlszaunisal (Promote
brand and share experience)ﬁm&lﬁd n3
vanda nsuusin wiemstnenaaiassni
@mmﬂumwaum"l,ﬂmwau TR TN
¥anmvenderieruamaudiluduan
msuandalumsuinifisaiuasauifilasy
mmuvuﬂ@ﬂw‘maaﬂﬁwamaaaaaﬂmaﬂau
mmmmmwaumLmeaumaﬂman 73
veniflaulidaaniud manenena i
Naulﬁauh@maumlﬁmnmﬂm’mamﬂuvl,ﬂ
K mimlﬁNaumammmummmaa‘lw
ﬂmawmmmwmaumau wazATULiln
dseaumssluesnmenfionfivamiud (Ju
luanufi Matzler et al. (2007) l@lstensnia
ANNVBIENATIFUAI Lﬂuaﬂwmmwuﬂm
fanunszfedasunas muuiumnwmms
ANNAAAERIMEILIN wazweneu liuinInse
°1m°muwauimmmwnummummmL@]m
281993994 I@mwuﬂmmﬂumanmﬁaumuu
oF Lﬂuwmmmﬁaﬂmlummummaamﬂ
e msaﬂ@aamsm LLmﬁuﬂ'nmaﬂmmuu
m_lﬂuau 9 lasgoanasdny Riorini and
Widayati (2015) la@nsanuauwuived
anaum Usznaume anulingdaluanaun
Saanualandud anuiisiiulueFud
LLa:mw&1;dﬂﬁulumﬁuﬁwﬁﬁ%ﬂ%wa@iami
usananaudzasssfiasuas lasdinig
JAFMINATIAUAY NNTLandakuulInGda
Uhnidsuan myuustiiidenldusms Wudu
TuunuzAi Harrigan et al. (2021) lévinnsann

Amd1 anurniuluaNiudl uazanuinly
ariaud Addemalusinanaud Tao
anwnsdiesivlodmsvisaiien finnsia
fFNaNEwA ldvasmsutsiludszaunmyal
Asrruiuloduaznsunzsituande Wudu

as@dsznaunand 2 nsUnilas
ATIRWAN (Brand Protection) nanefie M9
wiawazean wunilesasiudiiauiasin
minfilasnainmiaggnandudn aanin
wmim']"lmnﬂmsmmmaauaniﬁwnﬂusm
mwaumw’l:naULﬁJumﬁauﬂmwaﬂiﬂaﬂ ms
wmmmﬁaumaﬂmmau milides il
mmnmmaumﬁl’ﬂaﬂmnﬂuau msdniles
aTEusIINEIRIN STl NE wazm
mmlmuﬂw@mmﬂaummmaﬂmUlul,mau
I lanmaudunnin I@ﬂaa@ﬂaadﬂu nn
NNITUNA (2564) NANIT anwusiuiinaud
(ﬂEldﬁJﬁ’]’JﬂI@]ULQW’]“’I%EJ@]@]%Y]&L?J%LWT]”
Swdnurwssinalulaiasrs mnifndes
Ligduiuasauduiinezdudeafosdn
wosfiany mManszangvestnasilidnudn
ldage5a57 msfianna&udaznla
ansusindautioutina i ismaninle
lasRudduenuN1284 Harrigan et al. (2021)
ldvinsinmquen anurniuluadud
sazauinluamaudh Adentndugan
a7 Fuen lasdnuwinsdvesivlodnis
vieufisn Afmsiasmnanaudluddvasms
Unilasamaud lidendu mstnilasanaud
ANNA1ITTE msmmlwaumﬂammﬂu
m’]aum uaﬂmﬂu Pornsrimate and Khamwon
(2020) AAdnEAMIFIENINATI AU HUEN
dniwanisFessavaanlal nsdanm
ammv\msmmaammﬂuﬂivmﬂ"l,m Alda
mmmaanﬁwomwmaumau‘l,ml,oau Huan
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p9Aisznaunanii 3 anuasleBan
(Repurchase Intention) nuefe mmg’\ﬂﬁ]ﬁ
A Tumonisannldteussldaudvasasan
fimud Seflanudesminesdoussliu
Pa9aFweian mansafinsanldanany
mhsﬁaaummnm']auﬂ'mmmsl‘*ﬁasﬂuamﬂ@l
dulng wazaudu "L*]J"lmmam%wnaaum
mﬂmﬁaum‘ﬂmaﬂ"ﬁaﬂ Tuewnadulng ¢ofi
Iafnsd Fudoiiosd (2564) na1alidn a1
AU @1@aulwaaummﬂammmmmaa

R]1INAIN

Fue

aFudin 9 mndsinndelln nadenie
Faanueasledfifidanaudazyvinlwaan
anFuinganssudonr luanaudaulag
TiwaswllTennaudduanunssoasuns
n3IAaa B'f%dPornsrimate and Khamwon (2020)
ﬂﬂﬂmmsaﬁamaﬂmﬁaummuwmaaﬂﬁwa
nmsFedsanaonlal nydidnmn QARINNTIN
iw3assanslulsainalng Snsiasananaue
Tagdasauiigaiuanudsladaasiud

wnluauiaa 1udn

MIRILFINATIRUA
wazsdaudszaumsal
(Promote Brand and

Share Experience)

nmsUnifasaFuan

(Brand Protection)

aNuadladadtn

(Repurchase Intention)

= 6 a v
AINN 2 LRAIDIALUIZNOUVAIRIINATITWA

€A Yo
ilszTanun lasu
vz Taniblwdsdnins
MIANE ﬂ%'aﬁl,ﬂumigsm’mﬁmﬁ )

FNANFUMINNNWI A UINIATITR

IAnnnduiifuazesddsznayuedianin
andud ldifaduesdanuiiaznangiu
\B91l529n mum“mmsmawmu’lﬁmmm
mNammaﬂuvlﬂmﬂwamamawulumi
ﬂﬂmmmLﬂum’mm'mumlumumuG) WU
Iugasmmnssuninig wisezdunsinmnilads
fazdanaliiiasmnanauddeoly

dselaniidonnsdanis

nuanelueiedl innsaana
WIDLIVBIAN FUAAABDIRANY ANTTUVDI
F1INaNFWA lagaunsaurluiaszi
wodnsswasfuilnauaswauinagninig
AMA L% NIRANNEIAUALNMIRTIAY
ﬁuﬁuﬁﬁﬁﬁuanﬁﬂ (CRM) #3afianssufiais
dszaumsnlun zanudszviulalwiuguilna
aliAeaananaudealy
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