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Identification of Brand Image from the Customer Experience and

Comments of Thai Brand Fan Pages
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Abstract
This research aimed to identify the attributes of brand image based on textual data
extracted from the interactions within virtual communities i.e. Facebook fan pages. Research
data were gathered from advertisements of products and services which were advertised via
Facebook fan page channel, totaling 90 Facebook advertisements. The products and services of
the study included soft drink, food, and low-cost airline. Results from principal component
factor analysis demonstrated that the attributes of brand image derived from textual data
found in Facebook fan page advertisements consisted of two main aspects, i.e. symbolic and
emotional image and functional image, with the reliability values of 0.723 and 0.754,

respectively.
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