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Abstract

The purpose of this research was to study Korean musical artists
branding through Thai fans’ online communities. A qualitative research method,
in-depth interviews, was employed in collecting data with 30 informants who
were the leaders and members of Korean music artists’ Twitter communities
and were selected by purposive sampling.

The results revealed that creating Korean musical artists’ branding was
consistent with the fans participatory culture concept as well as Kevin Lane
Keller's branding concept. The Korean musical artists’ branding through Thai
fans began with the online communities’ leaders, account administrators and
their staff, creating their twitter accounts to disseminate Korean musical artists’
brand identities and up-to-date Korean musical artists’ news to Thai fans for
promoting positive image of the artists so that members would form positive
feelings and bond with the artists. Then they supported the Korean artists by
participating online and on-site activities organized by the online communities.
Finally, the online communities’ leaders and staff dedicated their time, energy,
and personal money, without pay, to support the artists, while the online
communities’ members spent time to engage Korean musical artists’ information
and buying the products which the artists are presenters, including protecting

artists from negative news in various ways.

Keywords: Brand Building, Korean Musical Artists, Online Community, Fans,

Twitter
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