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Abstract

This study aims to examine the psychological and social factors influencing supportive
behavior among Thai fans, using the case of the K-pop group NCT 127. The independent
variables include perceived authenticity, parasocial relationship, fandom identification,
perceived social similarity, and perceived artist success, while the dependent variable is
supportive behavior toward the artist. This study contributes to the literature by integrating
psychological and social factors into a unified model, whereas prior studies have typically
examined these factors in isolation. It also extends the application of Parasocial Interaction
Theory and Social Identity Theory to the Thai fandom context.

This research adopts a quantitative approach, using a questionnaire as the primary
data collection tool. The sample consists of 445 Thai fans of NCT 127 in Bangkok and its
metropolitan area, aged 20 years and above, with at least six months of experience following
the artist. Data were analyzed using descriptive statistics and multiple regression analysis.
The results reveal that parasocial relationship, fandom identification, and perceived social
similarity have a positive and statistically significant influence on supportive behavior. Among
these factors, parasocial relationship exerts the strongest effect. In contrast, perceived
authenticity and perceived artist success do not show a statistically significant impact. The
findings indicate that supportive behavior among K-pop fans is driven more by emotional
attachment and a sense of belonging within the fandom community than by perceptions of
the artist’s fame or success.

The findings contribute to the understanding of fan psychology and cultural
consumption behavior in the Thai context. They also provide practical implications for
entertainment marketing strategies, artist branding, and fan relationship management in the

digital era.

Keywords: Parasocial Relationship, Fandom Identification, Supportive Behavior, K-pop Fans,

NCT 127
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Ay JaAnau Factor Loading Cronbach’s Alpha

N33UIANULTIATIvRIRaTY PA6 0.817 0.893

PA5 0.811

PA4 0.799

PAl 0.775

PA3 0.755

PA2 0.693
ANUFITUSIgaslugea PR4 0.775 0.800

PR3 0.682

PR5 0.643
NsuiAuATgAFmIadny PS5 0.806 0.777

PS6 0.775

psa 0.761

pS1 0.758

PS3 0.742

pS2 0.699
mssuianudsavesialli PAS5 0.786 0.811

PAS6 0.716

PAS1 0.716

PASA 0.665
N3sEURIMUAUNGULIUATU Flg 0.783 0.921

FI1 0.754

FI5 0.692
N AnTIUNTETUAYUART SB4 0.832 0.818

SB5 0.759

SB3 0.628

NUBLR: AN Factor Loading 81nn71 0.50 (Hair et al.,, 1998) wagA1 Cronbach’s Alpha 11nA97

0.70 (Nunnally & Bernstein, 1994) fodoglunasifisesiuls
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(Mean) wagautdsaiuuannsg1u (Standard Deviation)
3.2. MTIATIENTRYaIeYNIY (Inferential Statistics) lYN15ILATIEYIANUAANBETINY
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NAN1599Y

Han13AnwIseedadenininewasdinuidaninasenginssunisaduayufaluves
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AN9197 2 namsinssideyadnssauiandiiuiassauvesduusildlunising

Auus Anade (Mean) doudsquuannsgiu (SD)  sediu
N33UIANULTIATIUeIRaTY 4.10 0.846 )
ANUFITUSIZa s lugea 4.10 0.758 )
M3sEURINUAUAGULNUAGY 4.04 0.793 1N
nsfuiAnuAagAfedeny 3.86 0.935 Uunans
mssuianudsevesdal 4.20 0.697 10
WoANIIUNTENUAYUAATU 4.15 0.763 N

NLEL6): neinsulanadads 1.00-1.80 = ﬁaaﬁqm, 1.81-2.60 = a8y, 2.61-3.40 = Urunans,
3.41-0.20 = 310, 4.21-5.00 = 1NTign

911915797 2 wudndmuusdwlugfiaeisegluszauiin lnganznsiuianudusaves
Aatu (Mean = 4.20) Fedanafivgign sesaunaenginssunisadvayudalu (Mean = 4.15)

ANUdTUsIRaNsleTea (Mean = 4.10) M3TUIANULIATIveIAaTU (Mean = 4.10) Wagn135y
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(Regression Assumptions) lngasi3deudgimnuduiusszninediuysdase (Multicollinearity)
AI8A1 Variance Inflation Factor (VIF) Uag Tolerance HaN1IATIABUNUIAT VIF Y098UU50aTE
yAfegIEmIng 1.298-2.171 dsiidffesnin 10 uazAn Tolerance fiA1annin 0.20 uamainlainy
gy multicollinearity senanesuUsdase (Hair et al,, 2010)
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A NaN1MABY
ALUIDHTE B Sig. (p-value) -
GHEEL Y
N33UIANULTIATURIRaTY 0.067 0.114 Tylauayu
ANNFURUSITIM ST ea 0.281 < .001%* GIAGIN
MssryumauiunguLuAGy 0.248 < .001*** atuayu
nsfuiAuAagAfedeny 0.279 <0017 GIATGINY
mssuianudsavesiali -0.005 0.912 Tylauayu

ngnn: R2 = 0.477, *** p < 0.001

INNTIATIERAMUDANDELTINY (Multiple Regression Analysis) WARIAINITINN 3 WU
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1nense (Horton & Wohl, 1956; Labrecque, 2014)
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%

Lm@ﬂﬂumiammuLLazaﬁuauuﬁaﬂumm?jﬁu FadenndostulnAaiinmuadioadamadan
ansntsdiiainndiusseniefusloauasyaramsisuzludendvia

ag3lsinny man1s3ITenuinnssuianuwinswesiialuuaznisiuinnudisavesdatuly
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