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Abstract:Brand evangelism is a concept that has garnered increasing attention worldwide, with extensive
research focusing on its causes and manifestations. However, this phenomenon remains relatively unexplored
within the Sri Lankan context, as asserted by previous empirical studies. This research aims to connect this gap
by investigating the factors that drive individuals to become brand evangelists in Sri Lanka, particularly within
the competitive Lubricants industry.

This study utilizes various literature to examine the complex phenomenon of brand evangelism when consumers
transcend essential consumption to promote and advocate for the brand actively. We address the challenges and
complexities inherent in converting customers into brand evangelists, considering factors such as fluctuating
consumer preferences and the dynamic nature of product lines.

Moreover, we examine the role of digital marketing and content creation in facilitating brand evangelism,
particularly in the era of abundant information and consumer empowerment. With the ubiquity of digital
devices, consumers have unprecedented access to brand content, and understanding their engagement patterns
is crucial in fostering brand evangelism.

This research identifies a practice gap in the Sri Lankan context concerning content marketing and online
consumer engagement, shedding light on the need for tailored strategies in this region. It also contributes to the
global understanding of brand evangelism by contextualizing it within Sri Lanka's unique market conditions.
Ultimately, this study aims to provide valuable insights for marketers, businesses, and scholars interested in
unlocking the potential of brand evangelism in Sri Lanka and beyond. ltoffers a comprehensive analysis
considering the local context and the global discourse on this fascinating phenomenon.
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. Introduction

In the Sri Lankan context, brand evangelism is a less examined concept, as claimed in empirical
research.(Munasinghe & Dissanayake, 2018). In the world, comprehensive researchers and practitioners have
increasingly focused on investigating and explaining the causes and extreme elements of brand evangelism.
Furthermore, many marketers assume that sales will increase when more people promote a product or service to
others. They have a significant impact when employing brand-related experiences to persuade others. A
customer evangelist buys and consumes the product regularly and feels obligated to tell others about it,
encouraging them to switch from competing or present brands (McConnell & Huba, 2003). However, according
to Becerra & Badrinarayanan (2013), the number of this highly influential group of consumers is relatively
insignificant.

Furthermore, Shaari & Shafinaz (2016) stated that converting a client into an evangelist is difficult. In
their recent study, some clients, particularly those who may flip between items before accepting a single brand,
may find it difficult to interact with others or be preoccupied with personal work. It takes a massive effort to
persuade each customer because their tastes and preferences differ significantly. Furthermore, if the product line
changes regularly, it may provide a problem for brand evangelism because customers' interests may also vary.
The most substantial measure is a year-over-year revenue increase, which businesses may use as authentic proof
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to determine the number of client evangelists. Gathering feedback from evangelists on a regular basis would
provide marketers with a better knowledge of what they like and dislike (McConnell & Huba, 2003). According
to previous studies on brand evangelism, firms confront numerous hurdles in converting customers into brand
evangelists (Anggraini, 2018; McConnell & Huba, 2003; Pornsrimate & Khamwon, 2020a).

As a result, the researchers intend to know what factors lead someone to become a brand evangelist.
Even though (2015) conducted an empirical study on the relationship between brand evangelism and consumer
collectivism, Previous studies on brand evangelism were undertaken primarily in individualistic countries such
as the United States and Austria (Becerra & Badrinarayanan, 2013; Doss & Carstens, 2014; Matzler et al.,
2007).

Consumers use digital devices to access brand content and acquire relevant information before making
a purchase decision. Moreover, the consumer is affluent with information sources that can be accessed within a
few seconds. Therefore, brand-related content marketing needs to be analyzed in the present digital context
(Weerasinghe, 2019).

Since Brand Community Engagement (BCE) affects brand usage intentions favorably, boosts members'
participation in online brand communities, and results in community integration and deeper brand relationships,
it is crucial for the community's survival and strategic enhancement of customer value (Kumar & Kumar, 2020).
The authors use BCE as a keyword to show the BCE's impact on Brand Evangelism. The literature on
Consumer/Customer behavior has seen a substantial increase in the idea of Customer Engagement in recent
years (Rasool et al., 2020). In this paper, Customer engagement is usedto find concepts during. The researchers
found the BE's behavior once CE and BCE actively participated.

1.1 Brand Evangelism

The English word "evangelist" is derived from the Greek phrase "Evangelos,” which translates to
"purveyor of good news" (Meiners et al., 2010). It pertains to the happening of events mentioned in the sacred
scriptures or gospels and the act of making those occurrences known to the public. The objective of evangelism
is to perpetuate the awareness and understanding of divinity (Anggraini, 2018; Evangelism through the
Centuries: Focusing on the Apostolic Church, the Church in Early America, and the Contemporary Church -
Google Search, 2015).

Guy Kawasaki transformed the religious term "Evangelos™ into the commercial phrase “evangelist,”
which is more practical and effective. Guy Kawasaki is widely regarded as the pioneer of customer evangelism
(Cheung et al., 2015;Cheung et al., 2021). Despite his employment in sales at Apple during the 1980s, his
business card identified him as an "evangelist." According to Kawasaki, Apple's staff and their most passionate
users exhibited devotion similar to religious fervor, surpassing the significance of his business card. Kawasaki
expressed his observation of increased consumer religion by employing metaphorical language derived from
religion (Collins et al., 2015).

Brand evangelism is a relatively new concept that still needs further investigation compared to brand
equity (Dissanayake & Ismail, 2015). The concept aims to establish an intention and brand experience that
motivates consumers to remain loyal to a company and spread their enthusiasm to others (Anggraini, 2018).
While evangelism is commonly associated with religious contexts, the term is also employed in marketing
concepts.

"Brand evangelism refers to a robust connection between consumers and a brand, characterized by
positive word-of-mouth communication among consumers™ (Riivits-Arkonsuo et al., 2014). An evangelist refers
to a customer who actively engages in creating a favorable perception of a brand and willingly allocates
resources to endorse it (Kumar & Nayak, 2018). Evangelists are distinct from loyal customers due to their keen
dedication to disseminating positive information and selfless brand loyalty (Matzler et al., 2007). Additionally,
there is a higher probability that they will buy the brands they prefer (Becerra & Badrinarayanan, 2013). Brand
evangelists have a crucial impact on attaining significant brand results by disseminating valuable brand
information to other customers(Massa et al., 2017; Swimberghe et al., 2018). The creativity and resourcefulness
of brand evangelists in sharing their brand experiences benefit the attitudes toward the brands they support
(Riivits-Arkonsuo et al., 2014).

Studies indicate marketers can cultivate brand evangelism by promoting brand trust and recognition
(Becerra & Badrinarayanan, 2013). Brand trust has a direct impact on the likelihood of purchasing a product or
service and the likelihood of recommending it to others. Brand identity has a significant effect on both positive
and negative brand recommendations.

Brand evangelism refers to the active and vocal support of a brand, which includes actions like
purchasing the brand, spreading positive word-of-mouth about the brand, and persuading others to choose the
brand by criticizing competing brands (Becerra & Badrinarayanan, 2013; Doss & Carstens, 2014).
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Il.  LiteratureReview

Much research from the United States has also significantly contributed to understanding brand
evangelism and engagement behavior. U.S. researchers have explored the connection between brand evangelism
and brand engagement, often comparing these behaviors to those in other countries. The studies conducted in
the U.S. have typically explored the relationship between consumer passion for a brand and the degree to which
they actively advocate for it within their social circles. This research provides a broader perspective on the
global relevance of brand evangelism, offering a comparative view that highlights differences and similarities
across cultures.

Dissanayake (2022) explored customer engagement behaviors concerning consumer electronic brands
in the Sri Lankan context. Two Sri Lankan researchers (Pathirana & Abeysekera, 2021) examined how brand
community engagement and relationship marketing manifest in the Sri Lankan building materials sector. Perera
et al. (2022) emphasized the significance of social brand engagement, drawing from secondary data analysis to
highlight behaviors associated with brand evangelism.

The referred research articles provide an insightful overview of significant publications on brand
communities' activities and geographical distribution. The referred journal article data highlights critical studies
spanning from the early 2000s to the late 2000s emphasizing various aspects of brand-related activities, such as
their practices, influence, and outcomes.

One of the foundational works in this reference is by Muniz & O'guinn, (2001), titled "Brand
community," and archived in the USA. The research study laid the groundwork for understanding the social and
communal aspects of brand communities. In 2005, researchers explored the social influence of brand
communities through their research on European car clubs archived in Switzerland. This study provided critical
insights into how these communities can shape consumer behavior(The Social Influence of Brand Community:
Evidence from European Car Clubs - René Algesheimer, Utpal M. Dholakia, Andreas Herrmann, 2005, n.d.).

The exploration of brand love by Carroll & Ahuvia (2006), archived in Greece, examined the
antecedents and outcomes of intense brand loyalty and affection. This work added a psychological dimension to
the understanding of brand communities. Matzler et al.'s (2007) research, archived in Austria, delved into brand
evangelism, identifying factors contributing to consumers' passionate advocacy for brands.

Schau et al. (2009) studied how brand community practices create value, archived in the USA. They
comprehensively examined the tangible and intangible benefits generated within brand community activities.
This research highlighted practical implications for brands seeking to foster and leverage community practices.

The geographical distribution of these archives reveals a significant concentration of research in India.
The USA researchers followed a few articles, while New Zealand and Canada had articles. This distribution
indicates a robust global interest in the topic, with particularly high engagement in India and the USA. The
publication timeline shows a steady flow of influential studies from 2001 to 2007, with each year marked by at
least one notable contribution. This timeline underscores the sustained scholarly effort to explore and understand
the dynamics of brand communities over the years.

This multifaceted journal article provides a rich tapestry of research on brand evangelism and
engagement, illustrating their varied dimensions and impacts. The data reflects a global scholarly engagement,
with significant contributions from different regions, particularly India and the USA. Referred journal articles
significantly elevate industrial comprehension of the operational mechanisms of brand communities, their
impact on consumer behavior, and their ability to generate value in the customer's mind.

Overall, the data presented in this collection of journal articles paints a rich picture of the evolution of
brand evangelism and engagement studies across different regions and industries. These studies have
significantly improved our understanding of the operational mechanisms of brand communities, their impact on
consumer behavior, and their ability to create value in the minds of consumers. However, the gap in research on
the lubricant industry and Sri Lankan markets points to an opportunity for future studies to expand this field,
particularly by exploring how brand evangelism functions in less-studied sectors and cultural contexts. This
multifaceted analysis provides a foundation for further exploration, inviting scholars and professionals to deepen
their understanding of marketing and consumer behavior in these emerging areas.

2.1 Brand Engagement

Practically speaking, social media participation is measured by likes, shares, comments, and
subscriptions (Ashley & Tuten, 2015; M. L. Cheung et al., 2021). From a broader and more academic
standpoint, brand engagement can be understood as an attitude or intention that fosters a connection with a
brand and leads to positive actions that benefit the brand (Gensler et al., 2013). This concept is closely related to
the business and human resources fields.

Prior research has identified various factors that contribute to brand engagement, with brand love being
significant(Joshi & Garg, 2021). However, there is a lack of consensus among scholars regarding the direction
of the relationship between brand love and brand engagement. Some studies consider brand love as a
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consequence of brand engagement, while others view it as an antecedent (Batra et al., 2012; Sarkar & Sreejesh,
2014).

Prior studies suggest that engagement can foster an emotional bond that facilitates the formation or
impacts the emergence of consumer trust (Islam & Rahman, 2017), satisfaction (Rather, 2019), attachment
(Islam & Rahman, 2017), e-WOM (Meiners et al., 2010), or brand loyalty (Islam & Rahman, 2017; Paruthi et
al., 2022). Prior studies have demonstrated that engagement substantially influences diverse consumer attitudes
and behaviors.Hollebeek et al. (2019)explain in their research that brand involvement creates brand-specific
operational resources. When consumers have established a connection with the brand, they are willing to utilize
their knowledge and abilities to assist the firm through their actions and procedures. Specifically, those who
strongly connect with a brand are more inclined to make additional purchases, speak positively about it, and
demonstrate its usage to others (Obilo et al., 2021). Wang et al. (2023) show that brand involvement has a direct
and beneficial impact on consumers' willingness to collaborate with the brand in creating something together.

Researchers categorize Brand community participation determinants into three main categories (L. D.
Hollebeek et al., 2017; Wirtz et al., 2013). The initial brand-related factors encompass the consumer's
identification and the brand's symbolic significance to that individual. Additional social factors include social
rewards and social identity. The ultimate functional drivers are the advantages, the avoidance of ambiguity, and
the quality of information.

Brand community engagement positively impacts brand usage intentions, encourages greater
participation in online brand communities, and leads to community integration and stronger brand relationships.
Strong brand relationships are essential for the long-term sustainability of the community and for
strategicallyenhancingcustomers (Kumar & Kumar, 2020).

1. Practice Related Discussion

According to the study's scope, researchers identified brand evangelism as a concept less examined in
Sri Lankan culture. The limited research in this area has resulted in a significant gap in understanding how brand
evangelism manifests and influences consumer behavior in Sri Lanka. Further to the journal articles referred to
in this concept paper, Indian researchers focus more on brand evangelism related to retail markets, the sports
goods market, and the automotive industry, based on the author's analysis. Indian researchers have focused
extensively on these industries, delving into how brand evangelism shapes consumer loyalty and engagement.

A lubricant is a substance that minimizes the resistance and thermal energy generated when two or more
surfaces interact. Throughout millennia, humanity has employed lubricants. As an illustration, the ancient
Egyptians used oil and water to transport statues and utilized animal fat to grease the axles of their chariots. By
the early twentieth century, mineral oils, vegetable oils, and greases were used for lubrication. The list includes
solid lubricants, synthetic oils, water- and gas-based lubricants (cycles & Text, 2022).

The industry has a size of around 68,000 KL. The industry volumes fluctuate based on key industry
sectors' production demand and supply. Industry giants are companies that manufacture lubricants locally. Local
lubricant blenders engage in the importation of raw materials and the blending of lubricants, while direct
importers solely import completed products. The four regional blender manufacturers and ten lubricant imports
serve the same market by distinguishing their products based on quality and specific uses. The government tariff
rates for local lubricant blenders are lower than those for imported lubricants. Due to the tariff disparity, the
prices of products can no longer effectively compete with those of other products. Finished product importers
must enhance their service level to establish a competitive market.(PUCSL, 2024).

There is an empirical gap in the Sri Lankan context on content marketing and online consumer
engagement (Weerasinghe, 2019).Furthermore, brand evangelism is a concept that empirical studies are still
endeavoring to investigate its behavior inside various products and market concepts (Munasinghe &
Dissanayake, 2018). Therefore, context might be consequential to the nature and outcomes of content marketing
and brand evangelism, leading to different results for service firms and manufacturers. In this research
discipline, the authors try to elevate content marketing values' impact on brand evangelism and brand
community engagement and customer engagement impact on brand evangelism, which are lagging in the
lubricants industry. Earning a competitive edge for local industries is a must to survive with intensified
competition whereas overall organizational commitment plays significant role for that including communities
related to the business (Jayasinghe,et.al.2015).

Furthermore, advertising enjoyment describes the entertainment needs of media users (Lou et al., 2019)
and demonstrates the role of advertising content in entertaining customers. Advertising irritation occurs when
advertising elicits a negative response from the viewer, such as annoyance, distraction, or outright
offensiveness. According to Ducoffe (1996), consumers' perceptions of advertising value played a role in
establishing positive views toward web commercials. Because of the digital revolution, consumers have turned
to the web, seeking methods to entertain, study, and communicate. They require more multimedia, interactive,
and personalized content (Scozzese & Granata, 2019).
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The tire story connects to content marketing, claims Michelin in 1900.Every year since 1900, Michelin
has produced travel guide maps (Lou et al., 2019) targeting tire customers. Consumer participation in content
marketing is the active role of consumers in sharing and participating in media spaces that interest them
(Kilgour et al., 2015). According to Blank (2014) content marketing involves connecting with the community by
providing knowledge, ideas, and experiences that benefit others without expecting anything in return.

The researcher's empirical findings and relevant data pertaining to the study discipline were examined to
identify and address the practice gap associated with the research topic.Dissanayake et al. (2019) review
concepts and empirical contributions to customer engagement in social media.

Researcher Paruthi et al. (2022) discussed Facebook brand communities, and Paruthi & Kaur (2017)
discussed the few brand community engagements in Facebook communities, including the world-famous
automotive brand General Motors (GM). According to the empirical data gathered by the authors during their
discipline, authors noted brands related activities limited to brands like Starbucks, HP, Microsoft, Dell, Nike,
IBM, P&G, Apple, Microsoft, Coca-Cola, Samsung, and Nokia ( Habibi et al., 2014; Paruthi & Kaur, 2017;
Thakur, 2016; Van Doorn et al., 2010). L. Hollebeek, (2011) published an article discussing highly engaged and
non-engaged brands. BP (British Petroleum) and Caltex are categorized under petroleum products under the
non-engaged brands in the same article. According to the findings in the same article, Mercedes Benz represents
the automobile sector under the highly engaged brand. Evangelism became a business slogan during the digital
growth of the late 1990s.Additionally, several studies have described brand evangelism as an expanded loyalty
behavior (Anggraini, 2018; Harrigan et al., 2020). Brand evangelism is, therefore, defined as the active
behavioral and vocal support of a brand, which includes actions like buying the brand, disseminating positive
brand referrals, and convincing people about a focal brand by disparaging rival brands (Becerra &
Badrinarayanan, 2013).

The data from sports brands (Nike, Adidas, Decathlon), mobile devices (Apple, OnePlus, Xiaomi,
Samsung), and automobiles (Royal Enfield, Harley-Davidson, and Honda) were analyzed to determine the brand
community participation and its drives (Kumar & Kumar, 2020) that are community benefits and community
investments. According to author Sharma et al. (2022), brand community engagement positively influences
brand evangelism.

Researcher Matzler et al. (2007) discussed fashion and brand evangelism. Becerra & Badrinarayanan
(2013) researched Consumable brands (computers, televisions, clothing, athletic shoes, and cars) referring to
brand evangelism. During their research in Estonia, Riivits-Arkonsuo et al. (2014) discussed brand evangelism
by referring to Automobiles, Chocolate, Cameras, Perfume, and shoes. Harley-Davidson motorcycles, Apple
iPhone mobile phones, MINI automobiles, Saab automobiles, and Starbucks coffee brands and industry sectors
took to talk about Brand evangelism during the research (Doss & Carstens, 2014).

Online communities (Automobile brands, cosmetics, fashion, gadgets, and health care) and brand
evangelism behavior have been researched by several authors (Shaari & Shafinaz, 2016). According to (2018),
luxury motorcycle components and accessories behavior is discussed as relating to brand evangelism. Marticotte
et al. (2016) published a journal article about the gaming industry and examined the influence of brand
evangelism on oppositional referrals toward a rival brand. In the Sri Lankan context, two authors discussed
cable industry behaviors (Munasinghe & Dissanayake, 2018). The mobile industry, Tourism industry, and
Cosmetic industry are used to conduct research related to brand evangelism (Anggraini, 2018; Harrigan et al.,
2020; Munasinghe & Dissanayake, 2018; Pornsrimate & Khamwon, 2020b; Sharma et al., 2021).

IV.  Conclusion and Future Research Directions

Researchers want to highlight the importance of brand evangelism irrespective of the industries in Sri
Lankan contexts. The further paper attempts to highlight the global and local industry sector brands, namely
Motor cars, Motorcycles, Mobiles, Cables, Consumer fashions, Dairy products, Car clubs, Consumables,
Apparel, cosmetics,and Sports shoes, explain their respective practices in the scope of Brand
evangelism.Industry researchers are currently applying brand evangelism techniques in a supportive manner, as
researchers feel that research is unique and relevant to segments. Nevertheless, there is a lack of empirical
analysis in those industries to fully understand the impact of content marketing campaigns on brandevangelism
behaviors. Typically, there is a lack of empirical studies evaluating the success of brand-building methods and
stimulation used by Sri Lankan businesses in various marketplaces, including the services sector (Dissanayake
& Ismail, 2015; Gunawardane et al., 2016).

Furthermore, this study addresses the management consequences by highlighting the strategic
significance of linking comprehensivemarketing approaches to generate brand evangelists.Brand communities
and intermediate customers are critical in sustaining a business model in industrial (technical) products. The
online brand community engagement scale is a dependable and accurate instrument for assessing consumer
motives for engaging with an online brand community (Baldus et al., 2015).According to the empirical
studies,except for the lubricant industry, most other industries use these concepts to gather communities around

DOI: 10.35629/8028-14010108 www.ijbmi.org 5 | Page



Conceptual Review on Brand Community and Brand Evangelism: With Special Reference to ..

the brand.Occasionally,brands lose control of the main concepts of evangelism.Therefore, it is crucial for
managers to strategically plan and implement word-of-mouth (WoM) and evangelist-building activities in
conjunction with other programs to create brand evangelism, incorporating both emotional and rational
elements.

Further to the analysis, the authors formulated two key propositions. Firstly, the researchers emphasize
the significance of brand evangelism across various industries from Sri Lanka's perspective. They suggest that
understanding and leveraging brand evangelism could profoundly impact brand loyalty and advocacy in these
sectors. Secondly, the authors stress the importance of conducting empirical evaluations precisely within the
scope of industrial product marketing in Sri Lanka. Such evaluations are deemed crucial for gaining deeper
insights into the unique dynamics of this market and for developing strategies that resonate with local
consumers and businesses.

In this study, we propose that future research should investigate the impact of brand evangelism
techniques on brand-related behaviors and brand evaluation behaviors in the industrial product segments, with a
specific emphasis on lubricant categories in Sri Lanka. Furthermore, research encourages future studies to
investigate the impact of intermediaries and brand communities as direct and indirect factors shaping customers'
brand-related behaviors(Munasinghe & Dissanayake, 2018)Furthermore, research studies are necessary to
conduct empirical assessments to identify the impact of brand evangelism on brand perception and purchase
intention within Sri Lanka's industrial product marketing scope. Brand evangelism must be analyzed
comprehensively to determine the proper strategies for creating sustainable market-related tech-savvy products
that will help position the product in the correct segment.
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