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Abstract

The purpose of this paper is to investigate factors affecting customer
bonding through online community to assess how online community hosted by a famous
food brand in Thailand may generate customer bonding from members. Thus, the
company can be used a practical tool to assess their online communities as well as their
online strategy. A conceptual framework of this paper is based on Preece’s sociability
and usability framework for measuring seven dimensions of online community factors. A
questionnaire was constructed which contained 35 items measuring online community
factors. The sample consisted of 176 male and 181 female that are members of the food
brand community. Results partially supported Preece’s sociability and usability
framework. The key success factors of customer bonding through online community are
purpose, people, policy and dialogue and social interaction support. This paper
contributes to the limited empirical research in this area, and provides some models,

and an agenda for future research into online communities and customer bonding.



