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Factors Affecting Brand Advocacy: A Case Study of Gadgets Consumers
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ABSTRACT

The research aimed to 1) study the influence of brand leadership on brand
relationship quality, 2) to study the influence of brand relationship quality on brand
advocacy and 3) to study the influence of brand leadership on brand advocacy, a case study
of gadgets brand on e-commerce business in Thailand. The online questionnaires using
convenience sampling were used to collect data from 400 customers using gadgets. The
results of the study were analyzed through structural equation model. The finding showed
that brand leadership had a direct influence on brand relationship quality, and had an
indirect influence on brand advocacy through brand relationship quality. Marketers can

improve branding strategies with applying the research results for sustainable success.
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(Standardized Root Mean 1A (Byrne, 2010)
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