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Abstract

The purpose of this research is to study formats and characteristics of Facebook brand
posts and test their influences on the strength of social media- based brand community of
IKEA Thailand. This quantitative research tests its hypotheses using multiple regression analysis.
From the descriptive statistics, the community perceived all formats and characteristics of
brand posts- — vivid, informative, interactive, and entertaining, respectively. The results
empirically supported all hypotheses indicating that both formats and characteristics of the
posts contributed to the strength of social media-based brand community of IKEA Thailand.
At the end, this paper provided research discussions, recommendations, and future research

contributions.
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