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Abstract

In this thematic paper, the researcher examines the relationship
between online marketing communication, perceived communication, and
fandom’s purchasing decision behavior for merchandise of the Y-series
performers.

The sample population consisted of 200 Generation Y and Generation
Z individuals interested in the Y-series and the Y-series performers using the
technique of purposive sampling. The research instrument was a
questionnaire. Data were analyzed using the descriptive statistics of

percentage, mean, and standard deviation. The technique of Pearson’s
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correlation coefficient was employed for the hypothesis test.

Findings showed that the highest proportion of the members of the

sample population were females, aged from twenty-seven to forty-four years.
They had a bachelor’s degree and were working as private company
employees and purchased merchandise of the Y-series performances. The
factors of the online marketing communication consisted of product, price,
place, promotion, people, process, and physical environment. These factors
exhibited the mean at the level of strongly agree (4.21). The perceived online
marketing communication of fandom through the social media consisted of
perceived quality, perceived value, and perceived emotions. These factors
exhibited the mean at the level of strongly agree (4.09). Fandom’s purchasing
decisions for the merchandise of the Y-series performers consisted of problem
awareness, information acquisition, evaluation of alternatives, purchasing
decisions of merchandise, and after-sales services. These factors exhibited the
mean at a moderate level (3.39).

The hypothesis test showed that the factors of online marketing
communication correlated with the perceived online marketing
communication of fandom at a statistically significant level (r = 0.590, p &lt;
0.05). The perceived online marketing communication did not correlate with

the purchasing decision for the merchandise of the Y-series of fandom.
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