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The purpose of this research on Thai popular singers and fan club communication networks was to
investigate fan club communication networks, characters of fan clubs and fan club members, and to research factors

which influenced music fans to apply for membership.

Classifying the types of fan club by using "fan club founders” criteria, the findings revealed that there
were 4 types of fan club : 1) founded by a music company, such as RS Star Club; 2) the singer as founder, such as
Christina Fan Club and Tata Young Fan Club; 3) formally founded by music fans, such as Nicole Fan Club ; and 4)

informally organized by music fan.

Members of all types of fan club possess characters relevant to certain concepts of a "fan”. They are a
group of people aimed at the mass communicators' product, including communicators such as singers. These fans are
communicators’ admirers, following singers alone or in a group. This character of the fan is relevant to Jenson's concept
stating that “fans are a group of people who adore the thing they are infatuated with and later become worshiper a
group infatuated with the same thing". They are the fan club members this case. Usually, the members agree to
follow or possess the same idea as their peers. The other dominant character of fan club members revealed by this

research is that members will be dissatisfied and protest if they find that the club they belong to is organized for profit.

The central focus of the fan club communication network organized by companies and singers is the
singers themselves. They function as senders of the information to the members. formal fan clubs organized by
music fans, “the centre" is the founder of the fan club. The members approach the centre to gain information which they
disseminate to other members in order to maintain network communication. When the network grows larger, members
interact with a few people who have similar characters to themselves. However, if they are different characters with in

the group, these members will adapt their characters in order to achieve cohesion within the group.

The factors influencing music fans to apply for membership are : 1) admiration of the singer; 2)
consideration ofthe membership fee ; 3) motivation of joining activities and the desire to make new friends ; 5) a desire

to gain celebrity ; and 6) the influence of advertising.
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