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Components of Brand Image among Online Consumers in Thailand

Jemine Settheerathan®, Patcharakan Nimitsadikul*

Abstract

This study aims to (1) examine the key components of brand image in Thailand’s
online retail sector and (2) explore strategies for enhancing brand image in image in the Thai
online business industry. A mixed-methods research approach was employed. The
quantitative phase involved a sample of 500 consumers who had previously purchased
online in Thailand, selected through quota sampling. Data were collected via questionnaires
and analyzed using descriptive statistics, including frequency, percentage, mean, standard
deviation, and second-order confirmatory factor analysis within a structural equation
modeling framework. The qualitative phase involved in-depth interviews with 13 e-commerce
business operators, selected through purposive sampling. Findings indicate that 1) the brand
image of online businesses in Thailand consists of seven key components, with the top
three being brand attributes, brand personality, and brand benefits, which exhibited high
factor loadings (0.95, 0.94, and 0.91, respectively) and strong predictive power (R? = 90%,
88%, and 83%, respectively). 2) Strategies for brand image enhancement emphasize the
importance of attributes, benefits, and values in shaping a strong online brand presence.
Key approaches include clear information presentation, differentiation, and building
customer trust. Additionally, fostering emotional connection and brand loyalty, as well as
aligning brand culture and personality with consumer values and online shopping behavior,

are critical for strengthening brand-consumer relationships.
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