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Abstract

This research aims to examine fan marketing
behaviors and the characteristics of Thai fandoms
supporting Boy Love (BL) social media influencers in Thailand.
The study focuses on key variables including motivation,
participatory  engagement, and fan investment that
potentially influence fandom-driven marketing behavior. The
sample consisted of 400 followers of BL influencers who
actively engage in online fan activities. A structured online
questionnaire was used, and multiple regression analysis
was conducted to identify significant predictors of fan
marketing behavior. The findings indicate that fan
investment (B = .213), motivation to participate in
fandom (B = .181), and factors that influence fandom
attachment (B = .169) significantly impact fan
marketing behaviors. These results suggest that
fandoms are not merely passive consumers but act as
active behavioral supporters who drive influencer marketing
through practices such as merchandise purchases, project
fundraising, and online advocacy. The study provides
strategic insights for designing fandom-based marketing
campaigns that leverage emotional engagement in the

digital consumer landscape.

Keywords: Fan Marketing, Fandom, BL Influencers,

Consumer Behavior, Social Media
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