
 100

บรรณานุกรม 

 

หนังสือ 

ดร.กลัยา วานิชย์บญัชา .(2550) .สถิติสําหรับงานวิจยั.กรุงเทพมหานคร: ศนูย์หนงัสือจุฬาลงกรณ์

มหาวิทยาลยั.  

 

พิชิต พิทกัษ์เทพสมบัติ .(2540) .การวิเคราะห์และการเขียนรายงานการวิจยั .กรุงเทพมหานคร:

สถาบนับณัฑิตพฒันบริหารศาสตร์. 

 

Articles 

Andaleeb, S.S. (1992). The trust concept: research issues for channels of distribution. 

JAI, Greenwich, CT .Research in Marketing, 11 

 

Andersen, P.H. (2005). Relationship marketing and brand involvement of professionals 

through web-enhanced brand communities: the case of Coloplast. Industrial 

Marketing Management, 34 (1), 39-51. 

 

Anderson, J.C. and Narus, J.A. (1990). A model of the distributor's perspective of 

distributor-manufacturer working relationships. Journal of Marketing, 48 (1), 

62-74. 

 

Armstrong, A. and Hagel, J. (1996). The real value of on-line communities. Harvard 

Business Review, 74 , 134-41. 

 

Bagozzi, R.P. and Dholakia, U.M. (2006). Antecedents and purchase consequences of 

customer participation in small group brand communities. International 

Journal of Research in Marketing,23 , 45-61. 

 

Baym, N. K. (2000). Tune in, log on: Soaps, fandom, and online community. Thousand 

Oaks. CA. Sage Publications.  



 101

Bialaszewski, D. and Giallourakis, M. (1985). Perceived communication skills and 

resultant trust perceptions within the channel of distribution. Journal of the 

Academy of Marketing Science, 13 (1/2), 206-17. 

 

Blois, K. (1998). Don’t all firms have relationships?, Journal of Business & Industrial 

Marketing, 13 ( 3), 256-70. 

 

Brunner, J.A. et al. (1989). The role of guanxi in negotiations in the Pacific Basin. Journal 

of Global Marketing, 3 ( 2), 7-23. 

 

Callaghan, M., McPhail, J. and Yau, O.H.M. (1995). Dimensions of a relationship 

marketing orientation: an empirical exposition. Proceedings of the Seventh 

Biannual World Marketing Congress , VII-II,Melbourne, July, 10-65. 

 

Chiao, C. (1982), A modest proposal on relationship , in Yang, K.-S. and Wen, C.-I. 

(Eds), Sinicization of Social and Behavioral Science Research in China, 

Institute of Ethnology Academia Sinica, Taiwan (in Chinese), 345-60.  

 

Childers, T.L., Carr, C.L., Peck, J. and Carson, S. (2001), Hedonic and utilitarian 

motivations for online retail shopping behavior, Journal of Retailing, 77,511-

35. 

 

Constant, D., Sproull, L., & Kiesler, S. (1996). The kindness of strangers: The usefulness 

of electronic wakties for technical advice.  Organization Science, 7(2), 119-

135.  

 

Cothrel, J.P. (2000), Measuring the success of an online community. Strategy & 

Leadership, 28 (2), 17-21. 

 



 102

Cova, B. and Pace, S. (2006), Brand community of convenience products. New forms of 

customers empowerment. The case of My Nutella Community. European 

Journal of Marketing, 40 (9/10) , 1087-105. 

 

Crosby, L.A., Evans, K.R. and Cowles, D. (1990). Relationship quality in services selling: 

an interpersonal influence perspective. Journal of Marketing, 54(3), 68-81. 

 

Davis, F.D. (1989). Perceived usefulness, perceived ease of use, and user acceptance 

of information technology. MIS Quarterly, 13 (3), 319-40. 

 

Davis, F.D. (1993). User acceptance of information technology: system characteristics, 

user perceptions and behavioral impacts. International Journal of Man-

Machine Studies, 38 (3), 982-1003. 

 

DeLone,W.H. and McLean, E.R. (1993). Information system success: the quest for the 

dependent variable. Information System Research, 3, 60-95. 

 

Dick, A. and Basu, K. (1994). Customer loyalty: toward an integrated conceptual 

framework. Journal of Marketing Science, 22 (2), 99-113. 

 

Diller.H. (1996b): Customer Retention as a Marketing Target. Marketing ZFP,  

18(2),81-94. 

 

Dwyer, F.R., Schurr, P. and Oh, S. (1987). Developing buyer-seller relationships. Journal 

of Marketing, 51 (2), 11-27. 

 

Ferguson, C.H. (1990), Computers and the coming of the US keiretsu. Harvard Business 

Review, 68 (4), 55-70. 

 



 103

Fernback, J. (1999). There is a There There. Notes Toward a Definition of Cyber 

community.  In S. Jones (Ed.), Doing Internet Research, Critical Issues and 

Methods for Examining the Net Thousand Oaks. SAGE Publications, 203-

220. 

 

Friesen, G.B. (2004). Redefining B2C: from business to consumer to building toward 

Community. Consulting to Management, 15 (1), 21. 

 

Ganesan, S. (1994). Determinants of long-term orientation in buyer-seller relationships. 

Journal of Marketing, 58 (2), 1-19. 

 

Goldsmith, R.E. and Horowitz, D. (2006). Measuring motivations for online opinion 

seeking. Journal of Interactive Advertising, 6 (2) 

 

Gro Ènroos, C. (1989). Defining marketing: a market-oriented approach. European 

Journal of Marketing, 23 (1), 52-60. 

 

Gruen, T.W. (1997). Relationship marketing: the route to marketing efficiency and 

effectiveness. Business Horizons, 40 (6), 32-8. 

 

Howard E. Butz Jr. and Leonard D. Goodstein .(1996). Measuring customer value: 

Gaining the strategic advantage, Organizational Dynamics, 24 (3), 63-76. 

 

Hwang, K.-K. (1987). Face and favor: the Chinese power game. American Journal of 

Sociology,  92 (4), 944-74. 

 

 

 

 



 104

Hye-Shin Kim, Jin Yong Park, and Byoungho Jin .(2008). Dimensions of online 

community attributes Examination of online communities hosted by 

companies in Korea. International Journal of Retail & Distribution 

Management, 36 (10), 812-830 

 

Isabelle Szmigin and Alexander E. Reppel .(2004). Internet community bonding: the 

case of macnews.de. European Journal of Marketing, 38 (5/6), 626-640 

 

Isabelle Szmigin, Louise Canning and Alexander E. Reppel .(2005). Online community: 

enhancing the relationship marketing concept through customer bonding. 

International Journal of Service Industry Management, 16 (5), 480-496 

 

Jarvis, L.P. and Wilcox, J.B. (1977). True vendor loyalty or simply repeat purchase 

behaviour? , Industrial Marketing Management, 6 (1), 9-15. 

 

Kim, H.S. and Jin, B. (2006). Exploratory study of virtual communities of apparel 

retailers. Journal of Fashion Marketing & Management, 10 (1), 41-55. 

 

Kollock, P. (1998). The economies of online cooperation: Gifts and public goods in 

cyberspace.  In M. Smith & P. Kollock (Eds.). Communities in Cyberspace 

.London, Routledge, 220-239.  

 

Kozinets, R.V. (1999). E-tribalized marketing? The strategic implications of virtual 

communities of consumption. European Management Journal, 17 (3), 252-

64. 

 

Lazar, J., & Preece, J. (1999a). Designing and implementing web-based surveys.  

Journal of Computer Information Systems, xxxix(4), 63-67. 

 



 105

Lazar, J., Tsoa, R., & Preece, J. (1999). One foot in Cyberspace and the other on the 

ground: A case study of analysis and design issues in a hybrid virtual and 

physical community.  WebNet Journal: Internet Technologies, Applications 

and Issues, 1(3), 49-57.  

 

Leimeister, J.M., Ebner, W. and Krcmar, H. (2005). Design, implementation, and 

evaluation of trust-supporting components in virtual communities for patients. 

Journal of Management Information System, 21 (4),101-35. 

 

Levitt, T. (1983).  After the sale is over . . ., Harvard Business Review, 61 (5), 87-93. 

 

Maloney-Krichmar, D. and Preece, J. (2005). A multilevel analysis of sociability, usability, 

and community dynamics in an online health community. ACM Transactions 

on Computer-Human Interaction, 12, 201-32. 

 

Maria Sicilia and Mariola Palazo ´n (2007). Brand communities on the internet A case 

study of Coca-Cola’s Spanish virtualcommunity. Corporate Communications: 

An International Journal, 13 (3), 255-270 

 

Martin, M.C. and Sohi, R.S. (1993). Maintaining relationships with customers: some 

critical factors. AMA Educators' Proceedings: Enhancing Knowledge 

Development in Marketing, AMA, Chicago, IL, 4, 21-7. 

 

Mathwick, C. (2006). Building loyalty by sponsoring virtual peer-to-peer problem solving 

(P3) communities. American Marketing Association, Summer, 211-2. 

 

Mathwick, C. and Rigdon, E. (2004). Play, flow, and the online search experience. 

Journal of Consumer Research, 3 (2), 324-32. 

 



 106

McAlexander, J.H., Schouten, J.W. and Koenig, H. (2002). Building brand community. 

Journal of Marketing, 66 (1), 38-54. 

 

Mohr, J. and Nevin, J.R. (1990). Communication strategies in marketing channels: a 

theoretical perspective. Journal of Marketing, 54 (4), 36-51. 

 

Moorman, C., Deshpande, R. and Zaltman, G. (1992). Relationships between providers 

and users of market research: the dynamics of trust within and between 

organizations. Journal of Marketing Research, 29 (3), 314-28. 

 

Morgan, R. and Hunt, S.D. (1994). The commitment-trust theory of relationship 

marketing. Journal of Marketing, 58 (3), 20-38. 

 

Muniz, A.M. Jr and O’Guinn, T.C. (2001). Brand community. Journal of Consumer 

Research, 27 (4), 412-32. 

 

O’Malley, L. and Tynan, C. (2000). The utility of the relationship metaphor in consumer 

markets :a critical evaluation. Journal of Marketing Management, 15 (7), 

587-602. 

 

Prahalad, C.K. and Ramaswamy, V. (2000). Co-opting customer competence. Harvard 

Business Review, 78 (1), 79-87. 

 

Preece, J. (2001), “Sociability and usability in online communities: determining and 

measuring success”, Behaviour & Information Technology, 20 (5), 347-56. 

 

 

 



 107

Rafaeli, S. and Sudweeks, F. (1997). Networked interactivity. Journal of Computer-

mediated Communication, 2 

 

Reichheld, F.F. and Schefter, P. (2000). E-loyalty. Harvard Business Review, 78 (4), 105-

13. 

 

Ridings, C. and Gefen, D. (2004). Virtual community attraction: why people hang out 

online. Journal of Computer Mediated Communication, 10 (1), 1-30. 

 

Rosenbaum, M., Ostrom, A.L. and Kuntze, R. (2005). Loyalty programs and a sense of 

community. Journal of Services Marketing, 19 (4), 222-33. 

 

Rowley Jennifer (2004). CASE STUDY Online branding: the case of McDonald’s. British 

Food Journal , 106 (3), 228-237. 

 

 

Schuler, D. (1994). Community networks: Building a new participatory medium. CACM, 

37(1), 39-51.  

 

Schurr, P.H. and Ozanne, J.L. (1985). Influences on exchange processes: buyers' 

preconceptions of a seller's trustworthiness and bargaining toughness. 

Journal of Consumer Research, 11 (4), 939-53. 

 

Shackel, B. (1990). Human factors and usability. In J. Preece & L. Keller (Eds.). Human-

Computer Interaction, Selected readings, Hemel Hempstead,UK, Prentice-

Hall, 27-41.  

 



 108

Shang Rong-An, Chen Yu-Che and Liao Hsueh-Jung. (2006). The value of participation 

in virtual consumer communities on brand loyalty. Internet Research, 16 (4), 

398-418 

 

Shneiderman, B. (2000). Designing trust into online experiences. Communications of the 

ACM, 43(12), 57-59.  

 

Sullivan, J. and Peterson, R.B. (1982). Factors associated with trust in Japanese-

American joint ventures. Management International Review, 22 (2), 30-40. 

 

Whittaker, S., Issacs, E., & O'Day, V. (1997). Widening the net. Workshop report on the 

theory and practice of physical and network communities. SIGCHI Bulletin, 

29(3), 27-30.  

 

Williams, L.J., Edwards, J.R. and Vandenberg, R.J. (2003). Recent advances in causal 

modeling methods for organizational and management research. Journal of 

Management, 29 (6) , 903-36. 

 

Williams, R. L., & Cothrel, J. (2000a). Four smart wasys to run online communities. Sloan 

Management Review, Spring, 81-91.  

 

Books 

Bennett, J. (1984). “Managing to meet usability requirements.” In J. Bennett, D. Case, J. 

Sandelin, & M. Smith (Eds.), Visual display terminals. Usability issues and 

health concerns. Englewood Cliffs,NJ: Prentice-Hall.  

 

Beyer, H., & Holtzblatt, K. (1998). Contextual Design. Defining Customer-Centered 

Systems. San Francisco,CA: Morgan Kaufmann Publishers, Inc.  

 



 109

Cross, R. and Smith, J. (1995), Customer Bonding – Pathway to Lasting Customer 

Loyalty. NTC Publishing Group: Lincolnwood, IL. 

 

Czepiel, J.A. (1990), Managing relationships with customers: a differentiating 

philosophy of marketing, in Bowen, D.E., Chase, R.B. and Cummings, T.G. 

(Eds), Service Management Effectiveness: Balancing Strategy, Human 

Resources, Operations and Marketing(pp 299-323). San Francisco, CA: 

Jossey-Bass  

Dumas, J. S., & Redish, J. C. (1999). A Practical Guide to Usability Testing (Revised 

Edition). Exeter.England: Intellect.  

 

Eason, K. D. (1988). Information Technology and Organisational Change. London: 

Taylor Francis.  

 

Greenbaum, J., & Kyng, M. e. (1991). Design at Work: Cooperative Design of Computer 

Systems. Hillsdale. NJ: Lawrence Earlbaum Associates.  

 

Hinde, R.A. (1997), Relationship: A Dialectical Perspective . Hove :Psychology Press. 

 

Houston, F.S., Gassenheimer, J.B. and Maskulka, J.M. (1992), Marketing Exchange 

Transactions and Relationships. Quorum Books: Westport, CT. 

 

Kahin, B., & Keller, J. (1995). Public access to the internet. Cambridge, MA: MIT Press.  

 

Kim, A. J. (2000). Community building on the Web: Secret strategies for successful 

online communities.  Berkeley, CA: Peachpit Press.  

 

Lasch, C. (1991), The True and Only Heaven: Progress and its Critics. Norton, New 

York: NY. 



 110

 

Lazar, J., Hanst, E., Buchwater, J., & Preece, J. (2000). Collecting user requirements in 

a virtual population: A case study. WebNet Journal: Internet Technologies, 

Applications and Issues. 

 

Lebra, T.S. (1976). Japanese Patterns of Behavior. Honolulu, HI: University of Hawaii 

Press. 

 

Levine, R., Locke, C., Searls, D. and Weinberger, D. (2000). The Cluetrain Manifesto: 

The End of Business as Usual. London: Financial Times. 

 

McDonough, M. (1997). Frequently asked questions: virtual communities. internal paper 

prepared for virtual community hosts at the Thomson Virtual Communities 

laboratory 

 

Mumford, E. (1983). Designing Participatively. Manchester, UK : Manchester Business 

School.  

 

Nardi, B. A. and O’day, V. L. 1999, Information Ecologies: Using Technology with a 

Heart. Cambridge, MA: MIT Press. 

 

Nielsen, J., & Mack, R. L. (1994). Usability Inspection Methods. New York: John Wiley & 

Sons, Inc.  

 

Norman, D. A. (1986). Cognitive engineering. In D. Norman & S. Draper (Eds.), User-

Centered Systems  Design.  Hillsdale, NJ: Lawrence Erlbaum Associates.  

 

Peppers, D. and Rogers, M. (1997). Enterprise One-to-One Future, Doubleday . New 

York, NY. 



 111

Preece, J. (1999c). What happens after you get online? Usability and Sociability. 

:Information Impacts Magazine.  

 

Preece, J. (2000). Online Communities: Designing Usability, Supporting Sociability. 

Chichester, England: John Wiley & Sons.  

 

Preece, J., Rogers, Y., & Sharp, H. (2002). Interaction Design: Beyond Human-

Computer Interaction. New York, NY: John Wiley & Sons.  

 

Reichheld, F.F. (1996), The Loyalty Effect. Boston, MA: Harvard Business Press. 

 

Rheingold, H. (2000), The Virtual Community: Homesteading on the Electronic Frontier  

.Cambridge, MA (rev. ed.): The MIT Press. 

 

Schuler, D., & Namioka, A.E. (1993). Participatory Design: Principles and Practices: 

Lawrence Erlbaum & Associates. 

 

Seabrook, R. and Preece, J. (1999). The nature of threaded discussion in a bulletin 

board community. Unpublished report: University of Maryland Baltimore 

County. 

 

Shneiderman, B. (1986). Designing the User Interface: Strategies for effective human-

computer interaction (First Edition).  Reading. MA:  Addison-Wesley.  

 

Sproull, L. and Faraj, S. (1997). The Net as a Social Technology. NJ: Lawrence 

Earlbaum,Mahwah. 

 



 112

Sterne, J. (2000). Customer service on the internet. Building Relationships, Increasing 

Loyalty, and Staying Competitive, 2nd ed. New York, NY: Wiley Computer 

Publishing. 

 

T. Hennig-Thurau and Hansen, U. (2000). Relationship marketing: Gaining competitive 

advantage through customer satisfaction and customer retention. New York: 

Springer 

 

Varey, R.J. (2002), Relationship Marketing: Dialogue and Networks in the E-Commerce. 

Era,Wiley, Chichester. 

 

Wellman, B. and Gulia, M. (1999), Net-surfers don’t ride alone: virtual communities as 

communities in Wellman, B. (Ed.). Networks in the Global Village (pp 331-

66): Westview Press, Boulder, CO. 

 

Wellman, B., & Gulia, M. (1999b). Virtual Communities as Communities: Net Surfers 

Don't Ride Alone. In P. Kollock & M. Smith (Eds.), Communities in 

Cyberspace. Berkeley, CA: Routledge.  

 

Papers 

Claricini, O. and Scarpi, D. (May 2007). The influence of brand community integration, 

word of mouth and community loyalty on brand loyalty. Paper presented at 

36th EMAC Conference, Reykjavik. 

 

Erickson, T., Smith, D. N., Kellog, W. A., Laff, M., Richards, J. T., & Bradner, E. (1999). 

Socially translucent systems: Social proxies, persistent conversation, and 

the design of Babble. Paper presented at the CHI 99 Human Factors in 

Computing Systems, Philadelphia.  

 

 



 113

Hoppe, M., Matzler, K. and Terlutter, R. (May 2007). The functional chain of brand 

communities and their impact on brand loyalty and brand recommendation. 

Paper presented at 36th EMAC Conference, Reykjavik. 

 

Muller, M. J. (1992). Retrospective on a year of participatory design using the PICTIVE 

technique. Paper presented at the Proc. CHI'92 Human Factors in 

Computing Systems.  

 

Nonnecke, B., & Preece, J. (2000). Lurker demographics: Counting the silent. Paper 

presented at the CHI 2000 Conference on Human Factors in Computing 

Systems, The Hague, The Netherlands.  

 

Okazaki, S. (May 2007). Mobile marketing referral among the Japanese youth: does 

viral marketing work?. Paper presented at 36th EMAC Conference, 

Reykjavik. 

 

Sack, W. (2000). Conversation Map: A content-based UseNet Newsgroup browser.  

Paper presented at the International Conference on Intelligent User 

Interfaces, New Orleans.   

 

Sack, W. (2000), Discourse diagrams: interface design for very large-scale 

conversations. Proceedings of the 33rd Annual Hawaii International 

Conference on System Sciences, Maui. 

 

Smith, M., A., & Fiore, A. T. (2001). Visualization Components for Persistent 

Conversations.  Paper presented at the CHI 2001, Seattle, WA.  

 

Viegas, F. B., & Donath, J. S. (1999). Chat Circles.  Paper presented at the CHI 99 

Human Factors in Computing Systems, Pittsburgh.  



 114

Yau, O.H.M., Sin, L.Y.M., Lee, J.S.Y. and Tse, A.C.B. (1998a). The development of a 

scale for measuring relationship marketing orientation. Working Paper 

RCCM99-01-0. Chinese Management Research Centre. City University of 

Hong Kong, Hong Kong. 

 

Yau, O.H.M., Sin, L.Y.M., Lee, J.S.Y. and Tse, A.C.B. (1998b). An empirical investigation 

of the relationship between market orientation and business performance. 

Working Paper RCCM99-02-0. Chinese Management Research Centre. City 

University of Hong Kong, Hong Kong. 


