Priezastys, lemiancios jsitraukima | prekés Zenkla, prekés Zenklo ,evangelizavima*“ bei
intencijas skleisti neigiamus atsiliepimus apie konkuruojancius prekés Zenklus skirtingy sub-
kultiiry ir uzdary grupiy (uzdari fanklubai, kaliniai, paaugliy sub-kultiiros ir kt.) tarpe

Nors lojalumo prekés zenklui bei prekés zenklo “evangelizavimo™ konceptai yra gan placiai iStirti,
absoliuti dauguma tyrimy Sia kryptimi koncentruojasi j gana iSsilavinusj ir rafinuota Vakary
didmiescio vartotoja (Purohit et al., 2023). Taciau yra jrodyta, kad maziau iSsilaving, skurdesni ar net
stipriai nepasiturintys vartotojai dél skirtingy priezasciy tampa lojaliis prekés zenklui ar net jsitraukia
i ji, lyginant juos su jprastiniais vartotojais (Morkiinas, 2023). Sie, jau jrodyti skirtumai tampant
lojaliu prekés zenklui, tarp vartotojy, kurie Zenkliai skiriasi savo psichografinémis charakteristikomis
ar elgesiu nuo jprasty vartotojy, leidzia daryti prielaida, jog yra unikaliy skirtumy tarp $iy vartotojy
ir jprastiniy vartotojy, lemiant jsitraukima j prekés zenkla ir prekés zenklo evangelizma, ar, juo labiau,
neigiamy atsiliepimy skleidima apie konkuruojancius prekés zenklus. Atliepdama $ig tyrimo spraga,
numatoma daktaro disertacija ne tik sukurty naujas rinkodaros Zinias, bet ir padéty sukurti jtraukesnes
rinkodaros strategijas, skirtas platesnei visuomenés daliai.

The antecedents of brand engagement, brand evangelism and intentions to spread oppositional
referrals towards rival brand among the representatives of different sub-cultures and closed
groups (i.e. closed fan clubs, prisoners, teenagers’ sub-cultures, etc.)

Although brand loyalty and brand evangelism concepts are quite widely researched, the absolute
majority of the research focus on a mainstream consumer from a Western metropolis, who is rather
educated and sophisticated customer (Purohit et al., 2023). Although it is proved, that less educated,
poorer or even deprived consumers tend to display different characteristics leading to brand loyalty
or brand engagement compared to their peers (Morkiinas, 2023). These already indicated differences
in brand loyalty among the deprived and ordinary consumers allow to presume, that brand
engagement or brand evangelism intentions or even intentions to spread negative referrals about rival
brands among consumers, who significantly differ in their psychographic characteristics and
behaviour from the mainstream consumer could also be individual. By addressing this research gap,
the expected PhD thesis would not only create a new marketing knowledge, but would also help to
create a more inclusive marketing strategies addressing a wider proportion of the society.



