NIATIMeSendnsi U 14 adun 3 weudueieu - Uy 2563

nsusngamslng (Telepresence) Tugnusdaudsdesinuanamaneae
nstwanmadnlugnisysannisyusunsduslufedinuasulal
Telepresence as a Mediator from Characteristics of FB Posts to the

Integration of Social Media Based Brand Community

¢ 53 AIITIOUL
AYIEAIERNI13158 AT, UTe1n1AT9N15Ra10 AMYUIUNITING UMIneNdeinunsaans
Thongchai Srivardhana
Assistant Professor, Ph.D., Marketing Department, Faculty of Business Administration,

Kasetsart University, E-mail: foustcs@ku.ac.th

Received: December 14, 2019; Revised: December 23, 2019; Accepted: December 30, 2019

Abstract

This research paper proposes and proves the research framework containing Facebook (FB)
Page posts, Telepresence, and Integration of Social Media Based Brand Community. The
population in this study are followers of a professional football club’s FB who have engaged
with the FB posts for at least a month. All fit indices fall in acceptable ranges with all significant
inferential statistics. This research contributes to our knowledge that FB page Posts containing
two important characteristics—vividness and interactivity influence not only the posts’
popularity but also toward the integration of social media based brand commmunity and through

telepresence.
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Fanuslunuided lavihnsnageuaiamnuifeiie (Reliability) A18n15A1UIMAT Composite
Reliability dnsudatlsviavun

Table 1 Important statistics including Composite Reliability, AVE, and Shared Variance Estimates

Latent Variables #ltems Composite AVE (1) 2 3)
Reliability

(1) FB Posts' 2 0.882 0.716 NA 0.16 0.38
2 Telepresence 3 0.912 0.776 | 041 NA  0.32
3) Brand Community’ 4 0.842 0.572 062 057 NA
(4) Interactivity 3 0.817 0.598
(5) Vividness a 0.833 0.555
(6) Brand Relationship 3 0.842 0.664
(7) Product Relationship 2 0.799 0.665
(8) Company Relationship 3 0.872 0.631
(9) Other Customers Rel. a4 0.890 0.730

Notes: 1) Latent variables in structural equation model are FB posts, brand community, and telepresence, the former two being second-order variables;
2) Correlation coefficients (d)) are below and Squared Correlation Coefficients are above the diagonal and in bold figures;

3) NA'is not available.
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1< v o o Y o o | [ ' Y a o dy 1
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nAgaUA1 Convergent Validity %3 0A1AMULT 9ATILTIEOAAR DIVDININTIA WUIIAT Average

Variance Extracted (AVE) vedusiazsnuusiiauladnun (Latent Variables) if1oese1319 0.555 5

Y
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AuUsATisERumIIT ssmsss Uil sensy dvsuaandissmsadedauun (Discriminant
Validity) fauanslumsnsii 1 mudsewSeudivuan AVE dmsuunazsuusiansfiviinisanuily
aumslassaiauazadulszans anuduiug (&) sndsaesvesiiudsidnuiluusiaze (Shared
Variances) Wi sliflAavdngiudmiuatanuifissmsadeiiuun uazan AVE fiszyluusazdiuysd
FUNUSAUAIININAIIAT Squared Correlation Coefficients %38 Shared Variances vosaasd b us
vy 5| (Fornell & Larcker, 1981) F991n9aTuINAn AVE vevadesiaulsTianeniAmnnina
Shared Variances sgwinaosindsiidnulunnnsd fafufamnsouansdmdngiuaumiismss

B uunvawiulsnvihnsinunillaegsnsudiuuasgnies

a o
W8N13738
ludiuresadfigmssau Adellingudieg1anneuluvaaUaNTINIY 380 AU Tanue
Uszynsmansaulngilumameiosaz 70 01gunnin 35 Vaulusesay 25.8 msfinuluszdu

USeyw3sevas 60.5 winnuusvnentuiovay 42.6 uazseldladsseaudl 10,001 f3 20,000
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