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Conceptual Analysis of Brand Love in Online Brand Community
Anon Khamwon' Kanyawee Pornsrimate®

Abstract

Online brand community is commonly viewed solely as a tool for engaging with
customers online. It has unavoidably given rise to build a strong online brand community and
brand love representing highly meaningful customer relationship management instruments
for firms. For this reason, this study proposes a conceptual model to further understand
the effect of sense of online community and brand community identification on brand love
leading to brand evangelism and branding co-creation. By documenting these issues is critical
due to the fact that the advantage of online brand community is crucial tool to enhance
the feeling of love towards brand, favourable customer behaviours and also a successful
long-term relationship with customers.
Keywords:  Brand Love, Sense of Online Brand Community, Brand Community Identification

Brand Evangelism, Branding Co-Creation

Introduction

In the past decade, there has been an unprecedented surge in companies involvement
in developing brand activities since the mid-80s (Heding, Knudtzen & Bjerre, 2009) when the
researchers discover the various relationships between branded products and consumer such
as brand trust, brand loyalty, brand commitment, and brand sensitivity (Albert, Merunka &
Valette-Florence, 2008). The reality that companies have to confront is that brand strategy
is a key instrument which emerges the opportunities for companies in order to identify its
product (Heding, Knudtzen & Bjerre, 2009) and differentiate from rival firms (Chernatony &
Riley, 1998; Kotler & Keller, 2012). With the intensification of brand strategies in the context of
company, have put inevitably pressure on marketers and researchers to be given a significant

rise to the researches on brand management.
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The reality is that people are more likely to love a brand that allows members express
themselves on community (Wallace, Buil & Chernatony, 2014). In this respect, companies
should embark on meaningful marketing activities where members can express their ideas
and feelings about the brand to reach greater company profitability (Popp & Woratschek,
2016) and deeper emotional connections (Simon, Brexendorf & Fassnacht, 2016).

Researchers highlighted that consumers love a brand because a brand helps
in reflecting who they truly are. Furthermore, love and passion are main categories of
consumer brand relationships driving favourable behaviour including positive word-of-mouth,
resistance to negative information and willingness to pay a premium price (Wallace, Buil
& De Chernatony, 2012; Wallace, Buil & De Chernatony, 2014) leading to brand loyalty
(Fournier, 1998).

It can be seen that marketers are sharply investigated in using brand community to
communicate with customers and establish long-term relationships with them (McAlexander,
Schouten & Koenig, 2002) including online community in social network (Relling, Schnittka,
Ringle, Sattler & Johnen, 2016; Zaglia, 2013). The growth of online social networks increased
significantly over recent decade. This issue has been gaining increasing momentum within
both the researchers and marketers in order to explore and build effective brand strategies
for firms (Zaglia, 2013). Accordingly, it is imperative for companies in order to develop an
effective marketing program and build a strong brand community (Algesheimar, Dholakia &
Herrmann, 2005) such as branding co-creation.

Co-creation of value is an opportunity for companies in order to communicate with
customers and strengthen the bonds of loyalty (Hajli, Shanmugam, Papagiannidis, Zahay &
Richard, 2017). However, there were few researches which investigated the role of branding-co
creation towards brand love. For this reason, it would be useful to consider the association
between brand love and branding co-creation in order to develop and reinforce relationships
with customers.

It can be argued that consumption plays a significant role in the maintenance of
sense of identity among consumers (Ahuvia, 2005). People are more likely to love a brand
that allows members express themselves on online brand community (Wallace, Buil &
Chernatony, 2014). In this respect, companies should embark on meaningful campaigns where
members can express their feelings and ideas about the brand to gain deeper emotional
connections (Simon, Brexendorf & Fassnacht, 2016) and greater company profitability (Popp

& Woratschek, 2016).
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Over the recent decade, researchers have investigated the feeling of love towards
brand which refers to the degree of passion that consumers attached to a particular trade
name (Carroll & Ahuvia, 2006). Batra, Ahuvia & Bagozzi (2012) highlighted that consumers
love a brand because a brand helps in reflecting who they truly are. Besides, love and
passion are main categories of consumer brand relationships driving positive word-of-mouth
(Wallace, Buil & De Chernatony, 2012; Wallace, Buil & De Chernatony, 2014) and leading to
brand loyalty (Fournier, 1998).

While prior research highlighted that sense of community directly and indirectly
influences brand love (Bergkvist & Bech-Larsen, 2010), little attention has been particularly
paid to the role of online community for building brand love. For this reason, more research is
important to address critical issues in various aspect. A greater exposure to the effect of online
community on brand love is needed. Part of these studies aim to fill this void in online brand
community research by investigating the feeling of love for a brand in the sector of online
community among brand admirers. The research has taken four major directions including:
firstly, the effect of sense of online community on brand love; secondly, the influence of
brand community identification on brand love; thirdly, the effect of brand love driving brand
evangelism which includes word-of-mouth, brand purchase intentions and oppositional brand

referrals; lastly, the influence of brand evangelism on branding co-creation.

Literature Review

Part of these studies has focused on the feeling of love for a brand in the sector
of online community among brand admirers. The research has taken four major directions
including brand community, brand love, brand evangelism and branding co-creation which

are demonstrated in the following paragraphs.

Brand Community

The first research stream deals with the sense of community and brand community
identification with regard to online community issue. Nowadays, marketers are facing intense
building a long-term relationship with customer instead of considering only improving
individual transaction due to the potential of long-term relationship enhancing a competitive
advantage for firm (Muniz & O’Guinn (2001). Community is considered to have a positive
impact on developing relationship because: (1) communities put pressure on members to
maintain loyal to the collective and to the brand (Muniz & O’Guinn (2001); (2) community

is emerged by the relationship and interaction between members in society (McAlexander,



KBS JOURNAL

Schouten & Koenig, 2002). For this reason, brand community carry out crucial components
for firms in order to communicate with customers such as sharing contents, expression
culture of the brand and providing special services for members (Muniz & O’Guinn, 2001).

Community is recognized by researchers and managers as a critical tool that maximizes
opportunities to engage with customers (Algesheimar, Dholakia & Herrmann, 2005). Muniz
& O’Guinn (2001) have identified three core dimensions of community including; firstly,
consciousness of kind which refers to the feelings that members involve with other members
and distinguish themselves from others not in the community; the second of community
element is the presence of rituals and traditions which can be viewed as an exchange in
history, consciousness, culture, behavioural norm and value; the final marker of community
is a sense of moral responsibility which can be described as the sense of duty or obligation
to the community to its individual members.

According to the research by Muniz & O’Guinn (2001), they proposed the relationship
between brand and customers as consumer-consumer-brand triad developing from the
traditional consumer-brand dyad. However, in a recent review article, McAlexander, Schouten
& Koenig (2002) called for extension of relationship model of brand community. They present
an exchange framework for consumer-centric relationship representing that community is

existed and meaningful base on customer experience.

Social Identity

As the definition of consumers’ identification with a brand can be explained by the
theoretical roots of social identity concept (Tuskej, Golob & Podnar, 2013), which firstly
emerged in 1972 (Hogg & Terry, 2000). Social identity can be defined as the categories that
people classify themselves and others into diverse social categories (Ashforth & Mael, 1989)
in order to create their own place in society (Hogg & Terry, 2000). Another past researches
pointed out that participations of brand community among consumers can drive centre-social
identity of brand and create brand relationships with consumers (He, Li & Harris, 2012,
McAlexander, Schouten & Koenig, 2002). Social identity concept is clearly related to three
antecedent constructs of brand love, namely online brand community, brand community
identification and sense of online community, which are elaborated in the following

paragraphs.

Brand Community Identification
The potential of brand community identification can be described from a set of
cognitive and affective components (Algesheimar, Dholakia & Herrmann, 2005). Firstly,

cognitive components refer to a self-awareness of membership within brand community
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that memberships can define themselves as a part of this community distinguishing them
from other communities (Algesheimar, Dholakia & Herrmann, 2005). Secondly, affective
components refer to the emotional involvement towards community including the
acceptance of community’s norms, traditions, rituals, and objectives. (Algesheimar, Dholakia
& Herrmann, 2005; Bhattacharya, Rao & Glynn, 1995). To support this evidence, empirical
findings showed the positive effect of strong brand community identity of European car
enhancing community engagement and increasing normative community, which then affect
behavioural intentions among memberships (Algesheimar, Dholakia & Herrmann, 2005).

It can be argued that brand community identification is the closeness between
self-image of customers and brand’s image (Algesheimar, Dholakia & Herrmann, 2005). For
example, brand community members will classify themselves into different sub-group based
on differences (Zaglia, 2013). In addition, brand community identification also positively
relates to brand love (Bergkvist & Bech-Larsen, 2010) and influences member behaviours
(Yeh & Choi, 2011).

Sense of Community

While, sense of community can be defined as the degree to which customers feel
relate to other members within brand community (Bergkvist & Bech-Larsen, 2010). The
significant key of participation in brand community is not only the passion for a brand, but
also social relation to other members (Zaglia, 2013). Furthermore, Carlson, Sutar & Brown
(2008) propose a model of sense of psychological brand community leading to brand
commitment. Sense of psychological brand community refers to the perception of relational
bonds between consumer and other users in brand community (Carlson, Sutar & Brown, 2008).

Particularly, empirical findings from the previous research conducting on Australian
students demonstrated a positive association between sense of community, brand love,
and brand loyalty (Bergkvist & Bech-Larsen, 2010). For this reason, it would be useful for
firm to develop and create sense of community among consumers, for instance, launching

effective advertising or event sponsorship (Bergkvist & Bech-Larsen, 2010).

Online Brand Community

The reality that social media can be characterized as a smart communication hub for
providing the effective corporate communication strategy due to its numerous advantages
including: (1) easy searching; (2) open participation; (3) a minimal publishing threshold; (4)
dialogue; (5) community; (6) networking; (7) the rapid and wide spread of information and
contents; (8) a broad range of feedback and networking system (Aula, 2010). Reflecting this

scope of the power of social media has experienced a serious shift, from emphasizing more
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traditional commercial information about directly promoting your products and promotion
to introducing more amazing contents and developing relationships with online influencers
(Chang, Yu, & Lu, 2015; Dijkmans, Kerkhof & Beukeboom, 2015).

Interestingly, social media play a unique role of collective truth as people will collect
information and knowledge about an organization and then share to others. Thus, collective
truth in social network is the essential factor identifying what an organization is and what it
should be (Aula, 2010). Furthermore, the underlying argument quality, post popularity and
attractiveness site has the power to influence and increase preferences among users (Chang,
Yu & Lu, 2015). As a result, marketing communication on site can be guided by genuine
concern about online activities and useful comments (Chang, Yu & Lu, 2015).

Moreover, Dijkmans, Kerkhof & Beukeboom (2015) find that customers who have
the previous experience with brand are more involve with social media platform and have
more optimistic perceptions of the firm’s reputation than non-customer. However, it can
be noted that the effective social media activities and positive reputation can transform
non-customer to customer easily.

Consumer communities can be existed by social network, which defines as an
interacting and exchanging knowledge and fellowship between social network users
influencing human behaviour among members (Granovetter, 1985; Zaglia, 2013). Particularly,
online social networks are platforms that members can communicate, exchange, share,
and discuss contents in the form of various content such as wording, audio (Zaglia, 2013),
pictures, and video (Cheung & Lee, 2010). It can be argued that the duration of membership
positively enhances personal relationships with other members in online community and
rises the consciousness of kind (Madupu & Cooley, 2010). Nowadays, there are several
social media services including the distribution of website that established by users such as
Wikipedia, network services, video and photos sharing websites, personal blogs, and content
producing (Aula, 2010).

Moreover, study of social network Facebook indicated that online brand community
contained three major components of social identity including: firstly, the perceived
themselves as a member of a group.; secondly, online members seek to achieve self-esteem
from community membership; thirdly, the feeling of emotional connections to brand
community such as the feeling of love towards community (Zaglia, 2013), which will be

discussed in the following sector.
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Brand Love

As consumers have a strong love to only few brands in the market (Ahuvia, 2005;
Bagozzi, Batra & Ahuvia, 2016), the second group of research focuses on the role of brand
love is noticeably applied to companies (Albert & Merunka, 2013; Albert, Merunka &
Valette-Florence, 2008; Batra, Ahuvia, & Bagozzi, 2012) in order to consider the level of
attachment with brand, which lead to a strong relationship between customers and branded
products (Albert, Merunka & Valette-Florence, 2008; Fournier, 1998). Rauschnabel & Ahuvia
(2014) also suggested that love is the relationship which involve a broad range of emotions
and establish long-term experience.

The term “Brand Love” is attracting considerable attention within academic sector
due to the fact that the feeling of love plays a crucial factor in consumer’s consumption
(Ahuvia, 2005; Richins, 1997) and builds consumer brand relationships (Fournier, 1998). For this
reason, there are several researches developed brand love scale in order to measure brand
love precisely (Sternberg, 1997; Batra, Ahuvia & Bagozzi, 2012; Bagozzi, Batra & Ahuvia, 2016).
Furthermore, other researches then focus mainly on the relationship between brand love and
consumer brand relationship (Albert & Merunka, 2013; Albert, Merunka & Valette-Florence,
2008; Bergkvist & Bech-Larsen, 2010; Carroll & Ahuvia, 2006; Fournier, 2008).

Developing of Brand Love Scales

Primarily, it can be seen that the investigation about love has firstly emerged in 1986
with the triangle theory of love in figure 1 (Sternberg, 1997). The triangle theory of love has
been fundamentally utilised as a model to identify scales of brand love (Albert, Merunka &
Valette-Florence, 2008; Batra, Ahuvia & Bagozzi, 2012; Bagozzi, Batra & Ahuvia, 2016). According
to triangle theory of love (Sternberg, 1997), love can be broadly described in terms of three
constructs including; (1) intimacy which refers to the feeling of closeness in loving relationship
involving happiness, regard, understanding, sharing, and support; (2) passion can be defined
as to the impulse to romance, sexual consummation and physical attraction; (3) decision/
commitment which refers to the way that people decide to love others in the short-term and
maintain love in the long-term. Integrating these three components leads to eight possible
kinds of love depending on the absence of each constructs. While the geometry of love
triangle can be shaped by the amount of each component (Sternberg, 1997).

Specifically, the concept of triangle theory of love has been widely accommodated
to predict the feeling of love in particular brand (Heinrich, Albrecht, & Bauer, 2012) and the
relationship between consumers and objects (Shimp & Madden, 1988). In their analysis of the

triangle theory of love in the context of consumption, it is clear that measurement scales
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which based on brand intimacy, brand passion and brand commitment distinctly reflects brand
love (Heinrich, Albrecht, & Bauer, 2012). On the other hand, it can be recognized that loving
relations between people and consumption object is slightly distinguish from person-person
relation (Shimp & Madden, 1988).

Intimacy
(Liking—
intimacy alone)

Romantic love
{Intimacy + passion)

Companionate love
(Intimacy + commitment)

Consummate love
(Intimacy +
passim +
commitment)

Passion Commitment
(Infatuation— (Empty love—
passion alone) Fatuous love commitment alone)

{Passion + commitment)

Figure 1: The concept of triangle theory of love (Sternberg, 1997)

Shimp & Madden (1988) proposed three components, which include liking, yearning
and commitment leading to eight kinds of consumer-object relations adapting from the
theoretical root of triangle love. Firstly, non-liking relations are consumers who disengage
with products or they already have products from other companies in their minds. Secondly,
liking relations characterized the relation in which customers like a particular trade name, but
purchasing the brand regards as undesirable. Thirdly, infatuated relations can be defined as a
group of consumers who yearn to consume products which suited to short-term purchases
such as fast fashion products. Fourthly, functionalism relations refer to consumers who
prefer to purchase a particular trade name without strong emotional attachment. Fifthly,
inhibited desired relation characterized the relation in which customers who attach to
a particular trade name and yearn to buy, however, there are some confinements discourage
decision. Sixthly, utilitarianism relations refer to a group of consumers who like and commit
to consume products without a passionate towards products. Seventhly, succumbed desire
relation can be defined as consumers who don’t like a particular trade name but they
decide to buy products with a strong motivation. Lastly, the final type of loving relation is
loyalty relations defining to a group of consumers who attach to a particular brand, have

a fondness for products and also commit to consume the objects.
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However, there has been much research argued that the feeling of love towards
brand is deeper, and more enduring (Albert & Merunka, 2013; Batra, Ahuvia & Bagozzi,
2012; Fournier, 1998). To support this evidence, Fournier (1998) suggested that brand love
is one of the key instrument that reflects consumers’ relationship with brands, which can
be divided into six relationships including love and passion, self-connection, commitment,
inter-dependence, intimacy, and brand partner quality.

Meanwhile, this limitation leads to the development of higher-order representations
of brand love (Batra, Ahuvia & Bagozzi, 2012; Bagozzi, Batra & Ahuvia, 2016). Batra, Ahuvia &
Bagozzi (2012) classified brand love into seven dimensions including 56-item scales based on
a concept of consumers’ declaration of love towards brand: firstly, passion-driven behaviour
developing strong desires to use a brand such as a personalized set of product; secondly,
self-related cognition which refers to the expression of consumers’ identity through brand
and the ability to connect with consumers’ self-identity; thirdly, positive affect creating
emotional connections with brand such as a meaningful event for memberships; fourthly,
satisfaction; fifthly, long term relationship which creates a sense of commitment; sixthly,
attitude strength which refers to a frequent thought about brand ;finally, loyalty including
strength of loyalty, positive word-of-mouth and resistance to negative information. However,
it can be argued that this research discovered brand love scales through the wideset lens,
rather than, merely talks particular brands (Bagozzi, Batra & Ahuvia, 2016).

Recently, Bagozzi, Batra & Ahuvia (2016) applied previous result to a single brand
developing three versions of the scale including 6-item, 13-item and 26-item scale measuring
brand love in order to potentially predict brand loyalty, word-of-mouth, and resistance to
negative information. While the 26-item scale were employed to investigate a multifactor
model of brand love, 6-item and 13-item scale presented overall brand love providing
valuable insights into the outcomes and antecedents of brand love.

Another important factor that influences the declaration of love is fundamental
differences in cultural perceptions (Albert, Merunka & Valette-Florence, 2008). Culture can
be defined as a human community that people who live in the same period of time in
a same region sharing attitudes, beliefs, roles, values and norms within a group (De Mooij,
2010). Firstly, concept of brand love is mostly investigated American consumers. Researchers
therefore looked at how cultural differences between the US and French people affecting
core dimensions of love (Albert, Merunka & Valette-Florence, 2008). Although the findings
showed that three dimensions including intimacy, passion and pleasure are appeared in

these two countries (Albert, Merunka & Valette-Florence, 2008; Carroll & Ahuvia, 2006),
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there are explicit differences in the way they expressed the feeling of love towards brand.
It is clear that much of American consumers used the word “love” to declare the feeling of
love, while French consumers tended to use the word “adore” or “like” (Albert, Merunka &
Valette-Florence, 2008). Furthermore, the dimensions of memory and trust are employed in
France, on the other hand it was not shown in the US consumers when talking about their

admired brand (Albert, Merunka & Valette-Florence, 2008).

Driving Force in Brand Love

There are valuable works have accumulated in the field of brand love, due to a unique
role of brand love enhancing a long-term relationship with customers (Albert & Merunka,
2013; Batra, Ahuvia & Bagozzi, 2012) and establishing the emotional relationships with the
brand (Maxian, Bradley, Wise & Toulouse, 2013). In recent years, the investigation of driving
force in brand love is broadly addressed. Studies have produced four interesting points.

Firstly, Albert & Merunka (2013) lately found that brand global identification, which
refers to a correspondence between brand’s image and consumer’s image significantly
develops a feeling of love for the brand. Also, brand trust which reflects a sense of reliability
and honesty to the brand is another key antecedent of brand love (Albert & Merunka, 2013)

Secondly, Batra, Ahuvia & Bagozzi (2012) includes the perception of high quality as
one of the core element influencing consumers’ love. They demonstrated the fact that
when consumer talked about products they admired, consumer spontaneously discussed
about the benefit and quality of products such as product performance, trustworthiness,
and beautiful design. Interestingly, hedonic product is clearly gsenerated positive emotional
experience leading to the feeling of love to the brand and encouraging favourable behaviours
(Carroll & Ahuvia, 2006).

On the other hand, Rauschnabel & Ahuvia (2014) argued that perceived quality is
essential, but anthropomorphic thinking clearly explain about brand love representing 23 per
cent, whereas perceived quality stood at only 1.2 per cent. Furthermore, they also pointed
out that anthropomorphism plays a potential antecedent of brand love towards defensive
marketing strategy. Another important factor driving brand love is brand community (Bergkvist
& Bech-Larsen, 2010). Likewise, self-expressive brand also increases consumers’ love towards
brand. Carroll & Ahuvia (2006) formally defines self-expressive brand as the degree to which

brand can express and shape consumer’s identity.

Brand Love Enhancing Consumer Brand Relationships
The third pertains to the behavioural aspects with regard to the sector of community

among brand admirers. Brand evangelism can be defined as an actively way to spread positive

10
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opinions and convince others to attach to the same brand (Kautish, 2010). Brand evangelism
can be described based on the Theory of Planned Behaviour (TPB), which is an enlargement
of the Theory of Reasoned Action (Ajzen, 1991). The TPB has been widely utilised as
a model to describe customer behaviour, which is determined by attitude, subjective norm,
and perceived control (Ajzen, 1991). As a consequence, the efficacy of the integration of
perceived behavioural control in the TPB increases the efficiency of forecasting intentions
and behaviours, which has can be validated in measurement behavioural intentions towards
brand (Albert & Merunka, 2013; Albert, Merunka & Valette-Florence, 2008; Bergkvist &
Bech-Larsen, 2010; Carroll & Ahuvia, 2006; Fournier, 2008).

Behavioural intentions can be broadly categorized into two dimensions: favourable
and unfavourable behavioural intentions. Yi & La (2004) revealed that favourable and
unfavourable behavioural intentions are connected to the following: firstly, the intention
to generate positive or negative word-of-mouth; secondly, the willingness or unwillingness
to purchase at a premium price; and lastly, the intention to repurchase or switch the
brand. In addition, these behavioural intentions are the instruments that affect loyalty
and commitment towards products or services (Yi & La, 2004), and brand as well (Albert &
Merunka, 2013).

It can be recognised that favourable behavioural intentions occur when customers
admire the company, which creates two behaviours, including loyalty and willingness to
purchase at a premium price (Zeithaml, Berry & Parasuraman, 1996). The result also shows
that loyalty becomes a significant factor, which contains positive word-of-mouth comments,
considering the company as the first choice among rivals, and recommending company
to others (Zeithaml, Berry & Parasuraman, 1996). In contrast, unfavourable behavioural
intentions contain three behavioural intentions: (1) customer exit; (2) external response
such as complaints to others; and (3) internal response, which includes ambiguity (Zeithaml,
Berry & Parasuraman, 1996).

In recent years, there has been much prior researches conducted on the impact of
brand love on behavioural intentions including positive word-of-mouth (Albert & Merunka,
2013; Albert, Merunka & Valette-Florence, 2008; Bergkvist & Bech-Larsen, 2010; Carroll &
Ahuvia, 2006; Fournier, 2008), willingness to pay a premium price (Albert & Merunka, 2013;
Heinrich, Albrecht & Bauer, 2012), and resistance to negative information (Batra, Ahuvia, &
Bagozzi, 2012; Heinrich, Albrecht & Bauer, 2012). Particularly, brand love is conceptualized
as the implementation of a strategy for promoting brand buzz due to strong lovers for

the brand generating word-of-mouth in social media and also avoid negative information
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about the brand (Batra, Ahuvia & Bagozzi, 2012). To reach the full competitive potential of
brand love, companies should concentrate on consumer who already like the brand and
then convert their feelings into stronger love (Rauschnabel & Ahuvia, 2014). Furthermore,
the driver of brand commitment and brand loyalty is clearly related to the feeling of love
towards brand. (Albert & Merunka, 2013; Albert, Merunka & Valette-Florence, 2008; Bergkvist
& Bech-Larsen, 2010; Carroll & Ahuvia, 2006; Fournier, 2008)

Additionally, there was study argued that brand community also influences members’
intentions and behaviours, which consist of membership continuance, active participation,
loyalty to the brand (Algesheimar, Dholakia & Herrmann, 2005), and recommendation to
non-members (Algesheimar, Dholakia & Herrmann, 2005; Brodie, Ilic, Juric & Hollebeek, 2011).
The result showed that these three intentions are imperative for companies in order to
develop an effective marketing programs and build a strong brand community (Algesheimar,

Dholakia & Herrmann, 2005).

Branding Co-creation

Co-creation of value is a unique opportunity for companies in this era. Due to the
rich source of diversity and knowledge within online communities, social media platforms
became a crucial part of branding co-creation. (Hajli,Shanmugam, Papagiannidis, Zahay &
Richard, 2017) which the firm and customers jointly produce brand meanings, experience
(Brodie, 2009), and value-addition (Kamboj, Sarmah, Gupta & Dwivedi, 2018). Companies
enhance interactive communications in social media platform by encouraging users to provide
ideas and contents in order to acquire opinions regarding its brand. It can be recognised
that the interactive communications between customers within communities enhance not
only consumers’ relationships towards the brand (McAlexander, Schouten & Koenig, 2002;
Zaglia, 2013) but also a long-term relationship (McAlexander, Schouten & Koenig, 2002)
which can be an effective strategy of co-creation of value for branding (Hajli,Shanmugam,
Papagiannidis, Zahay & Richard, 2017).

Conceptual Model and Research Proposition

A proposed model of brand love embedded in online brand community demonstrated
a general concept of the research. Then, the propositions are shown along with the theory
and explanations about the key constructs including sense of online community, brand

community identification, brand evangelism, brand love, and lastly branding co-creation.
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Conceptual Model

In order to capture the effect of drivers and consequences of brand love, a conceptual
framework consisting of eight key sets of construct is developed (see Fig.2). Accordingly,
the conceptual model was formulated and all the propositions are elaborated in the

following subsections.

Brand evangelism

a) Purchase
. Intentions
Sense of Online
Community %)

b) Positive Brand

Branding

Referrals

—

Co-creation

) Oppositional

Brand Referrals

Brand Community b
2
Identification

intentions

Ps

Figure 2: Conceptual framework to examine brand love in online brand community.

Propositions Formulation

Drivers of Brand Love

The model incorporates two antecedent constructs, namely sense of online
community, brand community identification and anthropomorphism. Firstly, sense of
online community can be defined as the degree to which customers feel relate to other
members within online brand community (Bergkvist & Bech-Larsen, 2010). The significant
key of participation in brand community is not only the passion for a brand, but also
social relation to other members (Zaglia, 2013). Secondly, it can be argued that brand
community identification is the closeness between self-image of customers and brand’s
image (Algesheimar, Dholakia & Herrmann, 2005). For example, online brand community
members will classify themselves into different sub-group based on differences (Zaglia, 2013).

To support this conceptual framework, empirical findings from the previous research
conducting on Australian students demonstrates the positive association between sense

of community and brand love (Bergkvist & Bech-Larsen, 2010). Similarly, brand community
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identification also positively related to brand love (Bergkvist & Bech-Larsen, 2010). Based on
the above statement, it therefore assumes that sense of online community, brand community

identification are antecedents of brand love.

P Sense of online community positively influences brand love

P Brand community identification positively influences brand love.

Impacts of Brand Love on Brand Evangelism

Brand love refers to “the level of passionate emotional attachment a satisfied
consumer has for a particular trade name” (Carroll & Ahuvia, 2006). Due to the fact that
brand love has a positive relationship with behavioural intentions among customers (Albert
& Merunka, 2013; Albert, Merunka & Valette-Florence, 2008; Batra, Ahuvia & Bagozzi, 2012;
Bergkvist & Bech-Larsen, 2010; Carroll & Ahuvia, 2006; Fournier, 2008), it has been noted
that the feeling of love towards brand increases favourable behavioural intentions among
customers including positive word-of-mouth comments (Albert & Merunka, 2013; Albert,
Merunka & Valette-Florence, 2008; Bergkvist & Bech-Larsen, 2010; Carroll & Ahuvia, 2006;
Fournier, 2008), willingness to pay more for branded products (Albert & Merunka, 2013), and
resistance to negative comments (Batra, Ahuvia & Bagozzi, 2012).

Brand evangelism can be defined as an influential group of consumers who actively
attempt to persuade others to experience the beloved brand and dissuade the others brand
(Becerra & Badrinarayanan, 2013). Consider the impact of brand love regarding online brand
community on the brand evangelism. Three brand-related behaviour of online member are
investigated: (1) brand purchase intentions; (2) positive brand referrals; and (3) oppositional
brand referrals which is disparaging comments to other brands (Becerra & Badrinarayanan,

2013). As a consequence, it can propose the following propositions.

P Brand love positively affects brand purchase intentions.
P Brand love positively affects positive brand referrals.

P Brand love positively affects oppositional brand referrals.

The Link between Brand Evangelism and Branding Co-creation
Co-creation is “the process of customer’s engagement in value creation as online
customers are changed from inactive to active consumers” (Kamboj, Sarmah, Gupta &

Dwivedi, 2018). Furthermore, the previous researches clearly pointed out that brand
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evangelism plays a crucial role in spreading positive opinions, driving a long-term relationship
with the brand (Kautish, 2010) which leads to branding co-creation (Kamboj, Sarmah, Gupta

& Dwivedi, 2018). Thus, the propositions can therefore be assumed:
P, Stronger brand evangelism lead to stronger branding co-creation.

Furthermore, it can be argued that branding co-creation can strengthen relationship
between members within community and the bonds of brand (Hajli, Shanmugam,

Papagiannidis, Zahay & Richard, 2017). For this reason:
P_Stronger branding co-creation strengthen the feeling of love towards brand.

Summary

A number of literature reviews can be drawn from this paper including the theory
of social identity and the theory of triangle love. Briefly, it is clear that strong online brand
community identification, sense of online brand community play a crucial role to enhance
brand love among members in social networks. A proposed model then demonstrates the
link between brand love and brand evangelism which includes the intentions to purchase
product, positive brand referrals and oppositional brand referrals (Becerra & Badrinarayanan,
2013). The findings will uncover the power of strong online brand community building the

feeling of love and also branding co-creation.
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Abstract
This research examined the relationships and effects between organizational
Engagement and job satisfaction of employee in Bank for Agriculture and Agricultural
Cooperatives in Mahasarakham Province. A questionnaire was used as a tool for collecting
the data from 180 employee of Bank for Agriculture and Agricultural Cooperatives in
Mahasarakham. The descriptive statistics multiple correlation and regression analysis were

used to analyze the collected data. the results indicated that organizational Engagement
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consist of 3 dimensions, namely, Faith; Rules; and Promote had relationship and affect with
job satisfaction. Moreover, the discussion with the outcomes was implemented in the study.
In addition, managerial theoretical and contributions were described. Finally, conclusion,
suggestions, and directions for the future research were presented.

Keywords:  Organizational Engagement, Job Satisfaction, Bank for Agriculture and Agricultural

Cooperatives
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Abstract

This research aimed to study the control environment affecting the effectiveness
of financial and accounting personnel of community hospitals in Health Region 9 (Nakhon
Chai Buri), Chaiyaphum, Buri Ram and Surin. In this research, 102 persons were assigned to
finance and accounting. The questionnaire was used as a tool to collect data and perform
statistical analysis using multivariate regression analysis. The results showed that the control
environment in personnel management policy Monitoring mechanisms, monitoring operations.
Integrity and ethics have a positive effect on the effectiveness of the work of financial and
accounting personnel. That is, the control environment in personnel management policy. As
a result, the performance of financial personnel and accounting accuracy, completely and
better timing. Monitoring environment, monitoring mechanism, operational monitoring. The
ethical and integrity control environment has the effect of making the workforce of financial
and accounting personnel more efficient. And better timing. Indicates that the supervisor
checks. Performance Monitoring Management Policy As a good example of management
in the area of integrity and ethics, the work of financial and accounting personnel is more
thorousgh.

Keywords: Internal Control, Effectiveness, Community Hospital
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auuAgIu 2 : anmuandaunisauauneluinansenuluduinreUseavsnansufufau
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auuAgnu 3 : anmwandaunisauauneluinanseuluduinfeuseavsnansufufinu
Y9IUAIINININTRURAE TR TluiuANuNa

A5aiiun1599e

1. UsswnsnldAnun3deil fie yaainsmanisiuasUgydlsaneuiaguvuluanaunini

o

P

9 (upsTayIuN) I 66 Uit JuaaNTaNITRuLasTyTTIN 132 AU (FTudoyan1swuawun
nsliusmsvedlsinenualudaindinanuldnnsensisasisngy, 2561)

2. hmsfmunmnameendagldmsesasaivazaesuny (Krejcie & Morgan) w119
Usensdnuan 132 au livuindieg a1y 102 Au

3. Tunsideeded §ifulévhnmsathawuuaoua (Questionnaire) itelduiedosiieluns
Wususmdeyamsmuaunelushuanmnadennsmuruuestsmeuiagmilunguammi 9
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aonAdesrastotstinsindiuys nduiinsieneiandudssansanduiusveadiesdu
(Pearson’s Correlation Matrix) vesaudsyndfionsaaaeuindaudslifiymnsfienuduiug
fugann (Multicollinearity) aududuusiufeniu uagyihnsinszinisanossidany (Multiple
Regression Analysis) vasfuUsdasyuarfuUsmufmunfand e
fuusdase e asdtsznoumsmunungluiuanmindeunisauau dasznaude

AudirguazgUuuUnsinuresuims (X) sfumuTedneduarasessy Aupug (X)
vinwguayALENSIvRIYAMNS (X)) fulassadianisdnesdns (X ) FfunsNEUINES WMt
warANIURATeU (X)) AUUlEUIENITIANITAIUYAAINT (X) AUNALlNNITARMINNTNTIAEDY
msufuRnu (X)
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A157197 1 AEdALTInssauunsaLUs (N = 102)

Aaus Min  Max  Mean  Std.D ulana
1. USwguazguuuumsiaumesiuims (X ) 3.00  4.60 3.60 0.33 N
2. audednduazaussau (X) 3.00 4.40 3.49 0.38 4N
3. AT VinYELAYAINANNSATBIYAAINS (X,) 380  5.00 4.54 0.46 1niign
4. 1n59a519n159M09ANS (X)) 3.00 4.00 3.24 0.32 Uunang
5. MsupUmNES NI TiLar AN URRYeY (X) 360 500 4.57 0.51 1niign
6. Wlgurenisiamssiuyaans () 380  5.00 4.78 0.39 1nfign
7. nalnnsfinpunisnavdeunsuRnux ) 3.60  5.00 4.62 0.44 wnilan
8. shuAgnees (¥) 320 5.00 4.34 0.48 un
9. fumwasudiu (Y) 340 500 435 0.57 1nfign
10. shupwiviuim (v) 2.60 5.00 3.96 0.69 110

NAMTIATIZIN3T 1 wudlseenuiayuvulumeaguamdl 9 (uasteyiuns) anmn
wndeamsmuANRuUSg ez ULUUM S NUYR IS (X ) agluseiuann sumudednd
uayasesssM (X)) egluszdiuann mumna vinwsuasruanansavesyaans (X) otfluszsuanniian
mulassasnsnsdnesdns (X)) eglussiuiiunans funsueusnes I ke AT URRYeU
(X)) Puuleuiemsdnnsauyaains (X) waZAUNALNNISARAINNISATINERUNTUR TR (X)
ogluszduinniign wazUszdvnanisiauresyaansmanisiiukasddfuanugnies ()
aglusgdiunnn fumnuasuiiu () ogflusziuanniian uazfunnuiunan (v)) agluszeiuann

3. wamylATiliieg

A15199 2 HANITIATITNTENINAIUTDASE X Ausuwdsany Y,

Unstandardized Std. Standardized
! Coefficients Error Coefficients ‘ 5. Tolerance VIF
X, 233 267 125 872 .386 436 2.294
X, .047 .183 .034 259 796 .509 1.964
X, 337 .206 .182 1.634 .106 719 1.390
X, .075 .183 .054 409 684 511 1.957
X .598 197 .330 3.031 .003** 751 1.332
X .061 146 .043 415 679 .835 1.197

R Square = 0.154 Adjusted R Square = 0.101 F-value = 2.881 Sig F-value =.013
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1NM15197 2 MInegevaLRgIudl 1 wuindnusuleuvienisdanisiuyaaing (X,)
TilfoddmaaifsenisidsuulamosUssandnasuanugndes (Y) (B = 0.330, p< 0.05)
dufulsiady q ﬁy’uwudﬂﬂﬁﬁaﬁﬂﬁagmqaaaﬁaé‘hLlfdﬁmumsLﬂﬁauLLﬂaamaaﬂisﬁw%wa
AuAgNABa (Y))

waznuilumadenaniannsaesuisanuduiusseninsiulsdaszuasfauusaule
Jowar 15.40 kArINNINTIVEOUAT Tolerance wae VIF wuindklsnnsailan Tolerance 11nn77
0.20 A1 VIF ladgawiin 5 i sudsyndadelififeymanuduiusiugannaudududsdudeiu

(Multicollinearity)

A15199 3 HANTIATIEUTENINAIUTDASE X AUswdsmny Y,

Unstandardized Std. Standardized
Sig.  Tolerance  VIF

2 Coefficients Error  Coefficients
X, 519 .204 344 2.536 .013** 436 2.294
X, .120 .140 .107 852 396 509 1.964
X, .086 .158 .058 548 585 719 1.390
X, 011 .140 .010 .080 937 511 1.957
X, 401 151 275 2.661 .009** 751 1.332
X .338 112 296 3.019 .003** .835 1.197

7

R Square = 0.238 Adjusted R Square = 0.190 F-value = 4.941 Sig F-value = .000

NA15NT 3 MmegeuauNAgIuil 2 wul1 Fuusnalansianiunisnsiaaey
MU AL (X) ffsddgyneadfronisiudsulamesssaniuadiuanuasudiu (v)
(B = 0296, p < 0.05) ulsvrwmsiansAuyAAINS (X) fifeddyneadarensdsuulas
voUsyanswamuamAsudu (Y) (B = 0.275, p < 0.05) LazAuTednduazaiusIsy (X)
fifedduneadfrenisiUdsunlameseavBuaduanunsudiu (Y) (B = 0344, p < 0.05)
drusuusidu 9 v wuhlfidedfynnadfdefulsaunisiuasuslamesszansna
AuALATUEIL (Y)

waznudlumasinaniauisaesureanuduiusseninsiuUsdassuaziaudsana
Iiseuay 23.8 wazaINN1IMTI9E0UAT Tolerance uay VIF wul1 fuUsvndaian Tolerance

111N 0.20 A1 VIF ladgaiiu 5 datiu dauusyndfalidilymenuduiusiugannaududius

flAgaiu (Multicollinearity)
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Unstandardized Std.  Standardized
3 Coefficients Error  Coefficients 5. Tolerance  VIF
X, 502 246 277 2.036 .045%* 436 502
X, 132 .169 .099 783 436 509 1.964
X, 225 .190 125 1.181  .240 719 1.390
X, 012 .168 .009 070 944 511 1.957
X, 575 182 .328 3.161 .002** 751 1.332
X 327 135 238 2.425 .017** .835 1.197

7

R Square = 0.228 Adjusted R Square = 0.179 F-value = 4.682 Sig = 0.000

9NA15190 4 Msnageuannfigiuil 3 wud dudsuleuienisdanissiiuyaains (X)

Hvd1Agnsadfron1sUdsullasveIUszdnsnanuANATUNIU (v) (B = 0.328, p<0.05)

nalnnsinaun1snsaRaeuMsUinnu (X ) ddvddymeatifsenisiasuulamosussdvone

munnuAsud (V) (B = 0.238, p<0.05) uazmnu@ednduazasesssu (X)) ddvddmneada

sonsidsuulasesUssavsuasuauasuiiu (Y) (B = 0.277, p<0.05) dausuusiaus tu

wuihlifidodfymsatifsedudsnunisiasundasesussaniuasiuanunsudiu ()

waznuIlunansnananunsaasuieanuduiussenIneILUsdasenaziuUsaulasesay

23.4 LazaNN1TNIIEUAT Tolerance waz VIF wuin é'hl,l,ﬂivlﬂéhﬁﬂ'w Tolerance 11nA31 0.20

A1 VIF ligadu 5 dedu daudsyndaddaifiiaymeanuduiusiugannaududnusdidendiu

(Multicollinearity)
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M1519% 5 agurnansiassisenindiuysdsas X duduusnny

Unstandardized Std. Standardized
Model t Sig.  Tolerance VIF
Coefficients Error  Coefficients

Modell1

X, .598 197 330 3.031 .003** 751 1.332
Model2

X 519 .204 344 2.536 .013** 436 2.294
X, 401 151 275 2.661 .009** 751 1.332
X .338 112 .296 3.019 .003** .835 1.197
Model3

X .502 246 277 2.036 .045** 436 2.294
X, 575 182 328 3.161 .002** 751 1.332
X 327 135238 2.425 .017** 835 1.197

7

it 5 TasagunmsmedouammAgiuia 3 wud sulsiuanudednduaya3usia (X)
fifeddunsadfsenisudsuwlasssavsuasuanunsudiu (Y)) uagauviuag (Y) fuds
AuuleugIsumsauyeains (X ) fitfdrdymaafdensiudsuulaswesssavsuasuaiy
gneea (Y) duanmasuiiu (Y ) wagsunnuiuna (Y) dududsnalanisinniunisnsiadey

a i3 [%

MsuguRau (X) fifddynsadifsonsudsuntasesUssAvinaduamnuasuiiy (Y) wagsy
AIUYNADY (v,) drusuusiidu 9 thy WU’j’lbLiJ'ﬁﬁEJﬁ’lﬁiyi’lﬁﬂaﬁaﬁiaﬁ"sLLUiLLﬁ%WU’jﬂimLﬂaﬁzﬁ 34
awnsneBusmudius seridud stasvuazdudsawlafe (v) Sevay 154 (V) Jovas
23.8 uaz (v) Sovay 23.4 uA¥AINN15ATINEOUA1 Tolerance waz VIF wud1 fudsyndailan
Tolerance 1N 0.20 /1 VIF lsigaiiu 5 dadu fauusynidalafitymenudiniusiugenn

quiluduusiifeiu (Multicollinearity)

2NUTIENANITIAY

wansAnyanIMwIRdenn1sAIUAN Jeuszneudie 1) Anudednduazaliuss (X)
2) A3 VinwsuazAEINsaveIyYAaNs (X ) 3) laswEsnenisdnesnns (X ) 4) Msueuvngs
wihfuazauiuRiavey (X)) 5) Wlguiemsinnsiuyaains (X ) 6) nalanisinnaunisnsiadey
nMsUiRanu (X) wud wevemsdansiuyaans (X) vanssnuludsuinseyssdniug
nsviauesyraInTmanTsiukasdydnuaiiugndes (Y) Tusindugnuiiiudunssiy
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The Challenge to Create Bangkok Smart

Destination Image and Loyalty
Pramtip Chompucum"

Abstract
This paper aims to take advantage from the development of Smart Cities by
conceptualising framework for Smart Tourism Destinations through exploring tourism
applications in destination and addressing both opportunities and challenges to create
Bangkok Smart destination image and loyalty.

Keyword: Smart Tourism, Destination Image, Destination Loyalty, Smart city.

Introduction

The rapid transformation of technologies introduces smartness to all part. The Smart
Tourism Destinations concept begin from the development of Smart Cities. With technology
on all stakeholder will exploit synergies between technology and their social components
to support the tourist experiences (Buhalis & Amaranggana, 2013).

The influence of Technology on tourism receives even more attention with the
advent of smart tourism. The smart tourism concept are apply to address travellers’ needs
before, during and after their trip, destinations could increase their competitiveness level.
Yoo, Goo, Huang, Nam & Woo (2017) suggest that internet communication technologies
has significantly expanded the impact of technology on tourism. For example, online travel
agencies not only facilitate direct interactions with service providers but also greatly expand
trip options for the travelers.

Nowaday the highly competitive travel market, Tourism Destinations are adding
digital tools to their traditional marketing practices to attract visitors. Social media have
revolutionized communication in tourism industry. it has emerged as a powerful and low-cost
marketing tool with global reach. Although social media platforms have demonstrated
a reciprocal and growing interest in the tourism industry (Chan & Denizci Guillet, 2011; Gretzel,

Fesenmaier, Formica & O’Leary, 2006; Xiang & Gretzel, 2010). Because Tourism products are
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purchased in advance prior to their use and away from the point of consumption. Visitors,
therefore, must rely on descriptions provided by destinations. From this point of view is
timely and accurate information, relevant to visitors needs (Buhalis, 1998).

According to the WTCC predict, the world’s tourism landscape will be changed by
2020 when more than 1.6 billion people will travel. 416 million tourists will travel to the
Asia-Pacific region, where Thailand is a key player. (TAT) believes this growth must be driven
by innovation, technology, creativity and public-private cooperation under the Pracha Rath
programme.

Thailand 4.0 with five mechanisms: sustainable tourism management; development
of environmental factors and infrastructure to support tourism; modern marketing for
future changes; establishment of tourism enterprises and start-ups based on innovation;
and an efficient network of private and public agencies here and overseas throughout the
tourism supply chain. While the environmental factors will be taken into account as tourism
infrastructure is developed, modern marketing will work to keep pace with technology and fast
communications.(http://www.nationmultimedia.com/news/business/EconomyAndTourism
/30316434). Krungthep Turakij newspaper, that tourism was the industry that had come
closest to the Thailand 4.0 goals in terms of high income generation and distribution.

Review of the current literature revealed that previous studies have examined the
role of information technology to share and knowledge in tourism, but still there is a lack
of the influence of technology to travel planning, destination image and understanding
travelers’ loyalty. This purpose of this study is to gain the role of information technology in
smart tourism to understanding of the travelers’ behavioral in travel planning that impact

on the challenge to creating Bangkok Smart image and loyalty.

Purpose
This study explores how to make Bangkok as a first smart destination choice. It is
important to understand the role of the smart destination for international tourist in Bangkok,

and important for stakeholders to find ways to increase tourism.

Research Objective

This research aim to :

1. Define the role of the Smart Tourism in bangkok.

2. Understand the importance of the Smart Tourism for international tourism in
bankok.

3. Explore how stakeholders use Smart tourism to increase tourism in bangkok.
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Resarch Question

How can a Smart Tourism increase international tourism in bangkok ?

Literature Review

Smart Tourism Destination

The Definition of Smart Tourism

Smart Tourism Destinations cored in massive tourism resource data centre, supported
by Internet of Things and Cloud Computing, focused on enhancing tourists experience through
intelligent identification and monitoring. The real sense of Smart Tourism Destinations is to
focus on tourists’ needs by combining the ICT with casual culture and tourist innovation
industry in order to promote tourism service quality, improve tourism management and
enlarge industry scale to a broader extent (Huang et al., 2012).

Smart Tourism Destination can be considered to be a knowledge-based destination,
where ICTs, the Internet of Things, Cloud Computing and end-user internet service systems
(Buhalis & Amarangana, 2013) are used to provide instruments, platforms (Toppela, 2010)
and systems (Morelli et al., 2013) to make knowledge and information accessible to all the
stakeholders in a systematic and efficient way, and to make available mechanisms that allow
them to participate as much as possible in the innovation process

Ma & Liu (2011) defined Smart tourism as the combine between people, green and
technologies to make quality of tourism service better by technology like could computing,
networking and high-speed communicating.

Molz (2012) identified “Smart Tourism” that aims to employ mobile digital connectivity
to create more intelligent, meaningful and sustainable connections between tourists and
the destination.

Baggio & Del Chiappa (2014) defined a Smart Tourism Destination as a networked
system of stakeholders delivering services to tourists, complemented by a technological
infrastructure aimed at creating a digital environment which supports cooperation, knowledge
sharing, and open innovation.

Smart tourism, defined as the convergence of tourism content, service, and IT devices
(GooglePlay, 2016) helps tourists to extend their cognitive boundary of travel planning with
the destination details visualized and enhances the decision quality with data-driven, context

specific recommendations.
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Smart City

A smart city can be defined as ‘a city in which ICT is merged with traditional
infrastructures, coordinated and integrated using new digital technologies’ (Batty, Fosca,
Bazzani & Ouzounis 2012).

Nam & Pardo (2011) consider technology, people, and institution to be being pivotal
factors for smart cities. Broadly speaking, smart cities are cities well performing in the following
six aspects: smart economy, smart people, smart mobility, smart environment, smart living

and smart governance

Smart tourism brings the transform in tourism’s pattern

The role of smart technology in developing smart destination with more engaging
at destination experiences would be a key differentiator that sets smart tourism (Gretzel,
Sigala, Xiang & Koo 2015).

Ma & Liu (2011). Smart tourism change the way and tourist behavior. As a result that
Smart tourism became trend to improve tourism with scientific and technologies.

Believes that smart tourism should consider technology development as an
opportunity to realize the sustainable development of tourism industry through meeting
tourists” demand for having personal experiences through innovation, improving enterprise
operational competence by innovation management, and promoting the transformation of
government function. Sheng (2012) In Western countries, it is rare to take smart tourism as

the core strategy of tourism development.

The transformation of tourists’ behavior

Everyday Millions of people join travel blogs and websites to share their travel
experiences. Thus, blogging plays an important role in the tourist production and consumption
process. Furthermore, Web-based platforms allow ‘real-time’ recording and sharing of travel
experiences (Munar & Jacobsen, 2013).

Li, Y., Hu, C. Huang, C. & Duan, L. (2016). The elastic of touring has increased, in the
meaning the control of travel has decreased, for ex sample tourists can alway change the
schedule by the sharing information of tourist experience, such as recording the travel route
from photo at the destination, or adding trip note on social media, or linking the photo
to google Maps. Tourist can get all kinds of travel data through the internet from tourists’
experience, activity on internet, records of expenses and other data sources. moreover they
can be pleased with tourist’s experience in destination from using virtual innovation. get

the ticket and booking via smart technology.
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The development of technologies in the area of internet-based social media has
made travelers enable to share their travel stories. In fact, sharing information on social
media websites is known as a significant source of information that can help travelers in
travel decision making (Zeng & Gerritsen, 2014).

Xiang, Magnini & Fesenmair (2015) found that while using the Internet to search for
primary products such as airline tickets, car rental, and accommodation already reached
a level of maturity, information searches and transactions have increasingly included
secondary products such as museum tickets, shopping, or dining through Smart tourism
technology like mobile apps.

The start of the Internet and social media has altered the way tourist knowledge
spreads, and it has turned into the most commonplace information search (Xiang & Gretzel,
2010).

Social media use on the Internet by travellers has become a dominant way of
searching for information (Pan, MaclLaurin & Crotts, 2007)

Social media are important in information search and decision-making behaviors in
tourism industry (Fotis, Buhalis & Rossides, 2011).

Social media help travelers to search, organize, and share their travel memories and
experiences through blogs, online social networks, media sharing websites, social bookmarking
websites and other ways (Leung et al., 2013).

Travel blogs and website are a form of digitized word-of-mouth (WOM) communication
that enables travelers to obtain insight from other travelers (Zehrer, Crotts & Magnini, 2011).

Werthner & Ricci (2004) state that tourism is an industry that is at the forefront of
internet use and online transactions. And online content is one of the most important

sources of information in tourism.

The transformation in travel planning

Larsen (2007), tourist experience consists of three parts: the planning process,
the actual mission of the trip, and memories of the trip. Pre-trip travel planning which is
a particular type of consumer information search is a vital part of the trip experience. Through
pre-trip travel planning, traveler obtains an important amount of information to develop
his/her travel plan.

Torres (2010) 84% of leisure travelers used the internet as a planning source that
gives them information about flight, cost, and destination.

Social media can also be used throughout the travel planning process and even

after travel for sharing experience. Increased usage of social media brings electronic word of
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mouth closer to traditional word-of-mouth communication which is still a crucial information
source for travel planning and decision making (Jacobsen & Munar, 2012).

Ana Maria Munar & Jacobsen (2014). By the development of web technologies, it has
become necessary for industries to determine those technologies that have the potential

to provides the opportunity for using the internet as an important tool for travel planning.

The Adoption of Smart phones in Smart tourism.

Li, Hu, Huang & Duan (2017). Smart tourism also involves the touring in formation
service offered by public service organizations and information service enterprises, such as
tour Apps for smart phones with Apple and Android systems that can provide the location
and navigation aid, electronic maps, reservation and other information services. At a hotel,
tourists can check in and check out through systems and use an mobile devices to know
about the menu, room entertainment facilities, surrounding facilities, and so on.

Smartphones, iPads and tablets have become indispensable components of the
daily lives” of people. The possession of computers among travelers has increased the
consumption of the internet through marketing channels at various tourism destinations
(Grone, Friedrick, Holbling & Peterson, 2009; Rogers & Davidson 2015).

The features in smartphones enable customers to purchase tourism products at
different destinations, access and share information freely that impacts the pattern of
communications in the tourism industry (Sultan & Rohm, 2009).

Traveler used mobile apps to compare, select travel vendors and complete booking
for transportation, lodging, or dining. Another that they used mobile app to discover and
determine destination to go to and itinerary (Huang, Goo, Nam & Yoo, 2017).

The content and interface of mobile apps are becoming a critical part of tourists’
travel planning, and the presentation of in- formation search results and communication
functions within the apps have been shown to promote interactivity and effectiveness of
the STTs (Kennedy-Eden Gretzel, 2012).

Destination image

Dobni & Zinkhan (1990) conclude that image is a perceptual phenomenon that takes
shape through consumers’ emotional interpretation with cognitive and affective components.

The definitions of the destination image relate to individual or group perceptions of
a place (Zeugner-Roth & Zabkar, 2015).

Destination image is an interactive system of thoughts, opinions, feelings, visualizations,

and inten- tions toward a destination (Koltringer & Dickinger, 2015).
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A good image can influence repeat patronage (Dick & Basu, 1985). Destination image
influences tourists in the process of choosing a destination and revisiting the destination
in the future (Hosany & Prayag, 2013). Hotel image acknowledges that destination image
affects tourists’ behavior and destination choice (Kltringer & Dickinger, 2015). Kandampully
& Suhartanto (2000) identify that hotel image with the performance of house- keeping,

reception, food and beverage has a positive effect on customer loyalty.

Destination loyalty

Kumar, Shah & Venkatesan (2006) suggest that there are two elements of Destination
loyalty: behavioural and attitudinal. From a behavioural point of view, loyalty can be
understood as a current revisit to a holiday destination. An attitudinal approach represents
the personal attitude and emotions that play a part in showing loyalty to a destination. The
intention of revisiting a destination in the future is a manifestation of the latter.

On the other hand (Jacoby & Chesnut, 1978) told that Tourism loyalty literature,
identify three main definitions of loyalty in the field of marketing: attitudinal loyalty,
behavioural loyalty and composite loyalty. The first definition comprises customer attitudes
toward a good based upon her/his perceived value and tourists” intention to recommend
the destination to friends and family. The second definition looks at the actual tourist
behavioural, such as patronage or intention to revisit the destination, And the third definition
is @ mix of the previous two.

Santana & Gil (2017) suggest that Destination loyalty can divide 4 segment. First,
Behavioural Horizontal Loyalty (BHL) is composed of tourists who display repeat visits to
different destinations within the competitor set. Second is Attitudinal Horizontal Loyalty (AHL),
tourists who, like the previous group, manifest previous repeat visits to different destinations
within the competitor set. Third, Behavioural Destination Loyalty (BDL) is composed of tourists
displaying a repeat pattern to a single destination. Thus, tourists can be described as BDL
if they make at least two or more visits to the same destination within the competitor set.
And the last one is Attitudinal Destination Loyalty (ADL), ADL tourists are those who are
loyal to one only destination. Like BDL tourists, these tourists visit the same destination
two or more times, and they have not visited other destinations within the competitor set.

In the present, tourists not only share their time with different sources of information
and specific social media, but also share their holiday time within several destinations
at the same time, staying loyal to several of them, which is known as horizontal loyalty
(McKercher, Denizci- Guillet & Ng, 2012). The content generated by users in those platforms

plays a key role in planning trips, including decisions regarding revisiting destinations and
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loyalty (Xiang, Wang, O’Leary & Fesenmaier, 2014). Not only have the search methods used
by tourists changed, but also the relationship regarding loyalty towards tourist destinations.
(Stepchenkova, Shichkova, Kim, Pennington-Gray & Rykhtik, 2015). noted that for tourists
with a loyal behaviour, the Internet seems to be the main source used when choosing
a holiday destination.

In fact, loyal tourists are likely to spend more time at a destination, better promote
it and consume more goods, although the relationship may also be nonlinear. (Shoemaker
& Lewis, 1999)

Destination image and consumer experience have a positive effect on destination
loyalty. An improvement for the overall image of a destination makes a positive assessment
for visiting a destination. Consistent with (Prayag, 2008) the destination satisfaction and
destination loyalty Therefore, as satisfaction levels increase for the international tourists,
the propensity to return and recommend increases.

Wu, C. W. (2016). The country image is a key determinant of destination satisfaction, and
loyalty. Destination managers must monitor the evolution of this image and adjust advertising,
public relations, promotional messages, and advising to travel agents and tour operators
to correct deviations from the complex country image acquired by visitors. Furthermore,
the indirect influence that image has on revisiting and recommending intentions through
satisfaction requires destination marketers to proactively manage the destination image for
successful destination development. This management enables the generation of positive

word of mouth from the existing foreign visitors.

Conclusion
Based on the above analysis of the Smart Tourism and review of literature helped
to conceptualise framework for The Challenge To Create Bangkok Smart Destination Image

and Loyalty. To take advantage from the development of Smart Cities.
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Abstract

This study aimed at identifying information about audit committee composition and
qualifications of audit committee, as well as the relationship between audit committee
composition and audit fees of listed companies in The Stock Exchange of Thailand. The
audit committee composition consists of (1) a number of audit committee members,
(2) independence of audit committee members, (3) knowledge and expertise in accounting
or finance of audit committee members, and (4) a number of audit committee attendance.
The samples include Thai listed companies between 2012 and 2016, total 442 companies.
Descriptive statistics (mean, minimum, maximum, and standard deviation) and inferential
statistics (multiple regression analysis technique) were used to describe the results and test
the relationship between audit committee composition and audit fees. As expected at 95%
confidence interval, independent of audit committee members, knowledge and expertise
in accounting or finance of audit committee members, and a number of audit committee
attendance positively associated with the audit fees, while a number of audit committee
members negatively associated with the audit fees. Furthermore, the study also found
that company size, company complexity, operating loss, and type of audit firm positively
associated with the audit fees.

Keywords:  Audit Committee, Audit Fees, Listed Companies, Stock Market of Thailand
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2899MT (UsiduanuINYeIuTenges) Nan15v1auINMTALduL (Useiluainnanis
ALfiuugnssed) wasszinvvesdinnuasutyd (Usedlivandrinauasuiaduuiaing

lungu BIG 4)
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MsAnasedl WunsfnwauduiugseninsesdUsenauvesnmynIIINISASIEOURY
Asssullsunsaeutgdvesuisvaanziloulunaianannindurnsusenealng Gﬁqaqﬂwamﬁﬁﬂm
gsied]
.

N159LASITNTDUAA LA D ALTINTTUUN
3
Y

¢

y
HANITIATIZATOYAADATINTTUUT WU TIUIUANZNTIUNITATIVERUTULARZUTE
fduamadowinfu 3 au Garfusiuiuamenssunisnadeudusniudefivuaves
aaandnninguissemalne luduanududasy wudn dadiuvesuidviivsenoudenmy
nssumInsaeuiianududasy wiriudesay 98.40 Faansiiiudessrunisiianudfyves
Aamseanuiudaszvesnuznssunsmsiaeuiigunn fuaunnudungmeiunstyd
v3an13idu WUt dadruvesuiTniiuszneudisanznssunisasiadeuiiniuiaudiungy
MemuNsURYINEEN1IRY wiiuTesas 81.70 wagluiuI U SN TINUTEuveInMENITNNIS
ATIVFBU WU 511&’31&?1%&?3@@@%6&ﬂ’]iL“ﬁﬂi"JiJ‘lJizﬂiJ‘Uaﬂﬂm%ﬂiiumimi?ﬁ]ﬁa‘u Wity 24 edssiod
$rnuadunan Aeliiimadhihussruvesraenssunannaaen Tneflduadewiniu 5.98 adwet
wazdudsnumnassiy 3.15 ads

fufuusnuau wui wuiavesianis Seielng Log vessneldsau fienademiity 3.54
wazdumdutouvesiamslng Tadanduuisngostesianis feuadewndu 5.91 uenanil
Uisniifinaranuannsiiiunuiidinuiesar 19.70 uaruTEniliuinismsnasuiudringu
aoudndselng (BIG 4) Hdnudovay 61.10

mﬁLﬂi'wﬁaun'ﬁmaaEJLLUUW‘lq@m (Multiple Regression Analysis)
INATNAFOUILATITUAUFUNUS TENI1999AUTENBUVBIAMENTTUNITATIVABUAU
AsssusiaunisaeutyduesuieniivanadeulunatadnnindwisUsenelng @ we. 2555
f9 T e, 2559) Aisvsupuidetuiisesasos Feaunseeluil
LG (AUDIT FEE) = B+ B ACNO + B ACIND + [ ACEXPERTISE +
B ACMEETING +B_LG(REVENUE) +B CPLX +[B_LOSS
a4 it 5 it 6 it 7 it
+B BG4 +€
8 it it
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Unstandardized Standardized

Model Expected Coefficients Coefficient t Sig.
Sign
B Std. Error Beta

(Constant) -562 0.070 -71.973 0.000
FIUIUAENTTUANS (+) -0.054 0.016 -0.055 -3.381  0.001%**
PRGN
Aududaseves (+) 0.198 0.050 0.065 3.985 0.000***
ALAIIUNITNIIAEDU
ANuIAUNsUnYT (+) 0.052  0.016 0.052 3233 0.001%**
PIONTSHUVDIAMY
AFSUNITNTIAEDU
SRRV QPTTRITEELIEY (+) 0.024  0.002 0.200 11.924  0.000***
YDIAULNTTUNG
PRGN
Log ¥0991¢lATu (+) 0.155 0.009 0.304 16.362  0.000***
ANUFULDUVBININTT (+) 0.009 0.000 0.316 18.889  0.000***
NAUINYUIINNIT (+) 0.046 0.016 0.048 2.902  0.004%**
ANTUIU
Usgiandtinenu (+) 0.145 0.013 0.186 10.817  0.000***

aaulnyd (BIG 4)

a. Dependent Variable: aan13iuAsssuttiennisaeudyd
R Square = 0.435, Adjusted R Square = 0.433, Number of observation = 2,210,
o flsyutiodiday 0.05
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NANITNAFDUANALNUSTEINN09AUTZNOUTIARI NTTUNTITIRdRUAUAIS TSI TELNTS
aoulgtuesuismaanziloulunaananningusisusemalng wuin S1UIUAMLNTINNITNTINEY
fanuduiusludsaufuasssndonnisaeudyddsdulunmuaunfgiuioey damdunny
Judaszvesnmznssunsnsiadeu nsinnuianutiungnieiiunisdydnion siuvenne
NIFUNIATIVABY 4ALTIUIUNITNITINUTEYVRIAENTTUNNIATIFdRUTANdNRUSTWTUIN

o

uessullaunsaeudyidadulunuanufgiunsly

anUsewa
1. dnnueuznssunsnTRdeulimuduiusludauiumsssudounisaaudnyd delnud

a

AUUIIBUDY Goodwin-Stewart & Kent (2006) 1ag Rustam, Rashid & Zaman (2013) Nansua

AuduusluduIn Ineannne1afinINAMENIINNTNTINERUATIUILNIN danalinissiuniu

U Tavihalunisaeunusenunansduliianugnieswasasuiiu WedaeulnyTdiusediu

ugyl%
Uiy]%

audedlunisaeuliyd (The Audit-Risk Perspective) Fsnuanandsslunisasudayden dwmald
HaouliyTiGenAsssuniounsaeuda@itdnumag

2. suanuludasyvesrmznssumnsvdeu danudunusludsuiniuasssudonnis
aoulayT @onndeiuIITeUes Abbott, Parker, Peter & Raghunandan (2003) way Lifschutz
& Feldshtein (2010) ifiasanamznssunisasnaeviifinnududase lifidwldidelag fufans

fanudsannisnaaeulyininunings WeliinanudulalusenuninisRuiguimsia

U
v

viuhilenugniesasindeie asnrdesiuiAnnismuaassudeunisaousyTanany
ﬁaqmsqmmwmaamumwaauﬁ@g% (The Demand-Based Perspective)

3. AUANIANNTIUIYNINAUNSURINTONTRUYBIANENTTUNTATIREOU HAY
duiusludsuanduarsssudounsaeulyd donnasnuiuiteues Goodwin-Stewart & Kent
(2006) findnin ANEsTINIITIRABUTITIANLTANT YU Ty TrEon1siu Ty
Foamsliinisnmaeulnedaoutdifnuamigdy dwaliuimunuresiasutyduniu

v

uazAssaudsunsaoudyfiututuiu aesrdostuuuAnmstmuaesssuieunisaoutod
mﬂm'mﬁaama@mmwmamumsmaauﬂ’zﬁ (The Demand-Based Perspective)

4. FIUUNITUITINUTLYUVDIAULNTTUNIATIV@RUTANFUTUS luTauaniuan
sysuLuunsaeulyd donnassnuIUiIdeves Lifschutz & Feldshtein (2010), Goodwin-Stewart
& Kent (2006) wag Rustam, Rashid & Zaman (2013) wandliilfinin $117UANENSTUNITHTIVEDU
Adrsuszglusewindifiuiu dwasorudosnisnisaneseulyidamunwnisaeudod
figstu dliuTinanuesasutylunniy wasAssaidoumsaeutyfiutuduiy aesndos
AULEIAANITAMUARTTTUHENNTERUTYTIINAMUADINITANNINYBINUATIIABUT YT

(The Demand-Based Perspective)
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5. Yadeduiidaudiiusludwinuardsmaliansssudeunsaoutndifugedy i
PnAvesiIMIdsazTeuitUinasemsifemmadeuIniu fusududeuvesiansiitsiuoy
Uitndesifutuuaziisiensidesmvaeuinniu dunavianuannsduiuau nsians
fiavamuinasieufisenuidsmamaiuiionanietu dulssandiinonuaeutd desn
dtinanuasuinndvunelvg Suesgunesfuisensulusssuumnud fldineluladiviuade
sufeiinnuifanudesnggdlunmsufianu

6. wannsAnmASalt it udsfirmnnuduiusvedasaiuasuloueiunue
nssumsnTRdeusemssnlsnnsaeutyd Feannsauszgndlusmidelusuianiiedne
femnudiifusvesaniznssunsnsaaeuiuseiAudug Wy nsiiuyaryedesdns msfldiusu
Tumseuauanelu wagmsiiamualunsimheulszana ieasvioufiagavesnaiznssunisnga
aeuifunmansUEmsnuneluvesesng uennniuitminanadedlunaandnnsndaninsath
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Book Review
Thailand’s Sustainable Business Guide:

How to future proof your business in the name of a better world

orysa Inn:us”

Anchalee Kokanuch

ilde “Thailand’s Sustainable Business Guide: How to future proof your business in
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