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SASIYA PRAYOONHONG : BRAND COMMUNITY AND RELATIONSHIP
BETWEEN CONSUMER AND BRAND. THESIS ADVISOR : ASSOC. PROF.
SARAVUDH ANANTACHART, Ph.D., 297 pp., ISBN 974-14-2470-1

The objectives of this research were to: 1) study the characteristics of brand
community in Thai context, and 2) examine the relationship between consumers and
brands within the community. BMW Society and VW Showtime were the two brand
communities studied. Through the ethnographic method, 10 members from each
community were repeatedly depth interviewed, and community meetings were
participatedly observed by the researcher. Community’s websites and computer-
mediated communications were also analyzed during the course of study.

it was found that both BMW Society and VW Showtime communities completely
reflected all three markers of community--consciousness of kind, rituals and traditions,
and sense of moral responsibility. Both communities also similarly showed that their key
factors of gathering were the brands (BMW and VW).

In terms of consumer-brand relationship, the results illustrated the good
relationship between the two parties through the four components of brand equity:
brand name awareness, perceived quality, brand association, and brand loyalty.
Besides, the consumers in both communities developed various forms of brand
relationship, like kinships, marriages of convenience, committed partnerships, best

friendships.





