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Abstract
This study aims to investigate the causal factors influencing brand advocacy in food technology startup
businesses. The sample consists of 562 individuals who currently use or have used food delivery applications within

the past year andreside in Bangkok and its metropolitanareas, including Nonthaburi, Pathum Thani, Nakhon Pathom,
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Samut Prakan, and Samut Sakhon. A non-probability snowball sampling technique wasemployed. The study utilized
confirmatory factor analysis (CFA) to assess the measurement model

The results indicated that which demonstrated a good to excellent fit. Hypothesis testing was conducted
using structural equation modeling (SEM). The findings reveal that: (1) brand leadership has a positive influence on
brand image and brand relationship quality, and it indirectly affects brand advocacy through the key mediating
variable, brand relationship quality; (2) brand image positively influences brand relationship quality and indirectly
affects brand advocacy through this key mediating variable; and (3) brand relationship quality has a positive impact
on brand advocacy. The structural equation model explains 74.70 percent of the variance in brand advocacy, with
fitindices meeting acceptable thresholds = 1.505, GFI = .90, CFl = .982,RMSEA =.030, and SRMR = .0368. The findings
can be applied to brand strategy development by emphasizing the enhancement of brand image, brand leadership,

and consumer-brand relationships to promote sustainable brand support in food technology startup businesses.
Keywords: Brand Leadership, Brand Image, Brand Relationship Quality, Brand Advocacy, Food Tech Startup
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2.1 anududing (Agreeableness;
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BIM3 m51auAI L ANNLIAUN
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2.2 anudueasns (Enterprise; ENT)
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2.3 aanduiuies (Informality; INF)

BIM12 ms@umiilrusnisausgnatakewasianing

BIM13 sx1duillianuidnduiuesdmiudu

BIM14 duanunsabtusnsesidumilaegneinene laududeu

BIM15 as1aumiiinnunsalunsaundinsudu

2.4 anAbA (Chic; CHI)

BIM16 asnaumillviusmsdumeanuldla wazanmiseuios

BIM17 sis1dusilvinlriduidnaingi

BIM18 sis1dumillvienuFandeanuadnany

2.5 anuanunsn (Competence,

COMP)

BIM19 duidnileusiuladelduimsnsduil

BIM20 s51@uAUiaNUuILTene
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3.1 muideriy (Trust; TRU)

BRQ1 MIUIN5UDY ATIAUAUATIMNANNAIANIIVDIY

BRQ 2 duidniiulalunsiaucil

BRQ 3 ms1aumillumevinliauiania
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4. MyatuayunTIFum

o

4.1 nMskuzi (Recommendation; BAV1 dureunanelneunandneivieuinsvesnsdumiliuivouuas

REQ) ASAUAS?

BAV2 nsnausmiidussnaumusniduiuziilviuaudu

T T
o v

BAV3 dusinaznaluizessing ieaiussdumiliugou

Y
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4.2 anuaalage (Purchase Intention; | BAV6 dufpinisaninaniae luditiauanialavensnduail

PUR) BAV7 duagldidu a0 wagaslinsiufanssusinee Wieatuayunsauani




FAITMEIAMSUATMIWAIUT NWINENRESITAAUANSI TSN
19 12 adu® 1 (uns1AN - Jguiew 2568)
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v saa

BAVS duazlindniamniillalnsdumiluon

4.3 msuntaens@ua (Brand BAVO vnnsnaumiivihasiduluveu dufduanazlmemalunsldusnsdnass
Defending; BDF) BAV10 duazuntasnsdumililenudunaialumalyia

BAV11 dusiasudeyaiaauieiussdumlegnuiui

M3t 1 ifethuuuaeunulvBemasiuau 3 viu fnnsaesrasummesadaien (Content Validity)
191 10C = 97.32 wagnuhmndemanuedn 10C IAnnd .70 uansidemniuinnuaenadodiriisaurs el ns
o Mndufiteriuuuaeunuiilémdinmansaouanunsaduiion (Content Validity) luvpaeufuuseng
fiianandRviloundushegaudlalanguieneesmsided (Pilot Test) $1uau 30 fregha namsiagvicmdulse ns
weavhineBaseutia wuhilmemgawiniu 857 uazmgsgainiy 972

venanil inaslumssmadeuaunnvetaiesiie femsmsnaeum Naandeweduan ldud a1 X2/df
MIUEN 5 A1 GFI (Goodness of Fit Index) Amsu1nnd1 .90 @1 CFl (Comparative Fit Index) mMsunad .90 A1 RMSEA
(Root Mean Square Error of Approximation) A5uasnin .08 wazA1 SRMR (Standardized Root Mean Square Residual)
mstiesnin .08

MITIUTIMTeYa
Aoiununudoyalaslduuuasunueeulal Wususadeyauuuueatiuz Teefideidentosnaidosduain
nduihmsnefianunsodndsld segrandias s ihiiselusiyaeadu q foglunduitimanedietunssuiunisiias
fuiudoluiFos auniegldsuusednafiiisme

myiazideya

mafunurmdoyannuuuaeumulasnneideyad Al denssan 1wy evay miade uazdiuileaiuy

UINTZU A9Y SPSS ANUUTATI 8Vt Af 28aifALde81984 Ll anageuaANUL LBl oLar ANUYNFADIYBITBYAMY

MBATIEReIAUsENeuLTIEuil (CFA) uazyihmmegeuauufigiunidelagldnmsinseilumaaunislasaasng (SEM)

NANNS3Y
MInTRAUTBYaNEUNTIATIEIVNSADTRA
HAN1TAATIEAIANILY (Skewness) WazAnules (Kurtosis) vesdeyassyinmanuidignegi -.796 wazegaan

g -.360 TuvaeAmenulasdemand -.133 wagdasani 1.001 loemenutuazanulasiogluiiesening -2 fie 2

Usrhnsnsyanevesdoyadul Unmuauufigiuresnsnssaieswuuing

o &

HaMTATzviAduUsE Ansanduiussenhedudsdanala (Corelation Matrix) seyiAmduuss @nsanduius
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mMFAANEiMANLULTUT YIRSz adiUssAvEmiin edided audu sz eiuuBase (Variance
Inflation Factor: VIF) wagAmseau3u (Tolerance) nuiien VIF seflugasszwing 2.812 s 7.561 dadfaogluinamidilaiiiu
10 uagAmsousuaglutag 132 B9 356 Baunnndunasidusil 1 wansieseridlfiiuideyalidtapmenuduiug
\WBaLdUsSENINILUSPaEsy (Multicollinearity)

Mz ideyarhlufmeadifdmssan

sonudesiuildlumsdndenndguihegns suhipeusuuasunudiuiu 562 au Hugiliviewslfueunaiady

dremstugne 1 Vruun andeeglulumnsammamunsuasUsuama Towa uunys Unusll uasugu aynsusinis wasy

P
=

awmsanes lnereunutdeununuafiongioud 18 Tiuly Aadudosas 100 vesndushegaiidnu nduiesisdalv)
Duwemds Anludosaz 73.70 Jongsening 23-30 U Anlludewaz 31.70 daounmlan Anluiesas 74.70 uazdisneld
fnd 15,000 vmseLieu Andudeas 39.50

MINATIALULAANTIA

myaTzmueansinlagldnmsiiasziesAvsznaul@eBudu (Confirmatory Factor Analysis: CFA) Tamiiuns

A529ADUANUNULUTI VI M UITEIU NS R SN AN LN 89AUSE MDY warUseLlumAuingI9a@e uANUNaL NAU VDY
Tuwea wamsiasziuaasliiiuiamlaaumsuivan (X2/df) Wit 1.505 (<5) miwilmugenrdeslagsan (GFI) Ay
90 (>.90) mmvianuaenndawUSeusdiou (CFI) winiu 982 (>.90) manuaanAdauluni1suseunam wis 1L mne s
(RMSEA) 111111 .03 (<.08) hagA131N U8R ENI89d89709A1UAAINLAR BUNINIFIU (SRMR) 1¥1111U .0368 (<.08)
a € 1 t&j Y & 1 =1 v % v a % v A= a
PNHAMTIATIEIRINET BTN WnadanuaenrdesiuteyaidelsednslussAuatiedun
Myleeenuasudelasiaitnuh muminesAusenaueysening .598-.953 Fganinunusiiiviua (>.50)
DA = A awv Al 8 v a a 1% X oy A o
wandliudnasesiieidenldlumafudeyaianuesautalassasne uenand deldnmaaeurueiusiuvesuusus
(Composite Reliability: CR) wagAadomuuisUsiufianale (Average Variance Extracted: AVE) Han153bAS 1% WU
A CR aglutig . 774-.942 Faaeninnaeiannnsgiu (>.60) waze AVE aglugae 553-.837 Begendnnamidusmiifivue (>.50)

wansliiiuinsulswliusaziauisasduisauwlsusiuvessulsdaunaliegedionan uenanid mslemuosing

¢
£

YoIfU s Al AN TN LAz IR o e dnTuMTIATIZRMmANNLTEIY (Reliability) Taonsmuinmdulsyans
uweanvesAsouwA (Cronbach’s Alpha) wuiamfldeglutie .742-942 Beganiunasifiinvua (>.70) nan153tATI1E 4

danana@liiuindeyaniuildiianuugetielusyéiugs

AT 2 HANMTAATIERANULNBINTUTITLUN (Discriminant Validity)

REC PUR BDF coMm TRU SAT ENT AGR INF CHI COMP PP PV PI PQ

REC 872

PUR 833 895

BDF 746 778 915

coMm 137 768 615 743

TRU 779 713 650 660 837

SAT 804 738 671 687 783 854

ENT 646 673 539 503 744 767 802
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REC PUR BDF coM TRU SAT ENT AGR INF CHI COMP PP PV P PQ

AGR 628 655 524 584 723 746 703 840

INF 692 721 517 653 796 721 784 759 831

CHI 699 728 583 676 704 730 192 768 715 795

COMP 664 692 554 623 765 789 749 725 .708 718 863

PP 688 a7 574 658 702 127 611 591 761 769 731 895

PV 672 701 561 674 784 .708 594 575 .743 751 714 702 876

PI 132 763 611 .706 703 .708 656 636 710 718 778 N 754 | 848

PQ 698 728 583 669 714 739 621 602 172 .780 742 734 715 187 895

N7 2 LafimsasiadeuaNufisansadediuun (Discriminant Validity) veslassadnesmudsudazim ieli

Julaifuusanuisanenanuwanaeaniulaegatman TegloionsiUSeuiisumsnfiassuasaadennuwlsusiui

afinle (Square Root of AVE) fiuAauduiussz nieesAusznou NanTiasIzinud msniiaesves AVE Tuusazun?
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SATISASATAE

X2=1519.007, df= 1009, X2/df = 1.505,

GFI = .90, CFI = .982, RMSEA = .030, SRMR =

A 2 nanIBAsIzilunaaunslastasseNduiusse g anudufihnduf sndnualnsduim aunm

ANUEUTUSHRTIELM wazmIatuayuasIEum
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AT 3 Naﬂ'li‘V]@ﬁE]‘UEﬂiJiJaﬁ’m

ANUENUS auufgIu B t-value p-value HAGWS

BLS = BIM H1 863 19.914% 000 avfuayu
BLS = BRQ H2 732 12.668* 000 avfuayu
BLS = BAV H3 009 086 931 Talanfuayu
BIM = BRQ Ha 226 4.638* 000 atfuayu
BIM = BAV H5 041 644 520 lalanfuanu
BRQ = BAV H6 837 7.482%% 000 atfuayu

MTIATIENBYBENAN1IATY BYENAN1DBY WarnATIIBVIEWS
WielAszviBvinav esuUn g awgdefUsmy  ladnsunaueseasdesvosr duusyanssvisnau1n sgu
lusuuuuvesdviswan1anse (Direct Effect: DE) Bviswannedeu (Indirect Effect: IE) uag8nsnwasiu (Total Effect: TE) laga

MIWATIEYLERI LI UM 4

AN 4 NANTIATITIDNENANIIATS DYENANDDY LATNATINDVIDNG

Path Direct effect Indirect effect Total effect Results

B p-value B p-value B p-value
BLS—>BRQ—> BAV 009 | 931 | 613 | 003 | .821% 002 atfuayu
BIM—> BRQ> BAV 041 | 520 | .189% | 001 | .230% 007 atfuayu
BLS = BIM—>BRQ™>BAV 009 | 931 | .163* | 002 | .172% 002 aluayu

a o
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