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ABSTRACT

The purposes of this study were as follows: (1) to study the purchasing
behaviors of buying fashion product via Facebook website. (2) To study and create
interesting content in the form of multimedia. This qualitative research made use of
in-depth interviews involving a range of 10 respondents who age between 22-27
years old.

By the research, the M Generation target will admit to spend the time to
watch the content and video more than other types of contents on the Facebook
page about fashion due to the video content made them feel more inspired and
entertained and if the content included the promotion campaign that will be the

best chance to boost the sales.

Keywords: Content Marketing, Facebook, Video Content
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7) Solvable & Beneficial Content [{uAUNUATNIITaLANAINTOUBWLA LY
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Uy viselideyandulsgloviwnginfaaiula
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2) Amazing Story
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3) Emotional Story
Jutlemiiadeanudilszivlaliiudnldsuans aufienvssfiannnuaiude
pzl3U99E9
3) Cute Story
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i) MUUSHEYNY (2559) NA1I0IAIUABINTITHATAIINNEIETLNT §519
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a of -~ & v & I~ o & ' o § wa
daduin 2 Usenns iensivaeuluilssiuimnniilenniidadewand Ussnavegasyinlid
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1) nsnauvireumuiazyiugiluedils Wewndunaiifesdenndeariv
U a a E vag v A o ¢ s s & S @
wandnInenlewiuvesildiudedinuesulad inswnsinadvseuysilonuund
s v 2 o
UTEAIALNDEYNIOUAIIULTUAINY
2) Auazdsunaudusgalsdowysinadil demaiiaudulngiviinisuss

finagdeumussevdu 9 Ysenaudilsgagiaue falu dusaunsatinferussensves

AunznaussulaLa Aazillontalunisiysaoumnualadey

2.4 NgufneaiuaENiUYauslna / gnAn (Consumer / Customer Engagement)
Tust a.A. 2006 9 2008 @a1tu The Marketing Science Institute (MSI) Ll
Aflemiielinnaudilatiuinetuin “anukniu” (Engagement) iWunsiudsunas
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finssushfuanniu Sntaustneng q Isnsasduiuimeesuaiognediduiuusud
Ao Msliguslaalafidiusulunisaiauinnssuiasnisesniuu ANuyNRuveUslag
(Customer Engagement) A miLLamaaﬂéhawqaﬂiiulﬂgil,msuﬁﬁmmﬂdﬂLwimi%@ oz
wiultluFewesnsaiaufduiussenihauusuituduilaaduneyana Snidlidnud
wipsdedudntou warldnandndentsfe iunsiuwRanssuidesnsiidaudiudv
WUSUALUIIUT (Marketing Science Institute, 2006)

Vivek, Beatty & Morgan (2012) l¢fthuauain anugnituvesuslaatiu ldned
nsfiamusilavesynnaiiasdniunieatsufiuiusiuAonsaasing 4 veauusud uus
ganilu AnuynudsrNiaNdla (Cognitive) AayniiuGaensual (Emotional) A31Y
HNIULBINAANTTU (Behavioral) wagAuENTLGIEA (Social) donnneaiuanideves
Dabholkar (1990 #1slu Vivek, et al,, 2012) 31 avwiyniiuesiusiaadusesuiiguslang

£

AAgTRsTUNITHER %ﬂﬂﬁﬁuﬁuﬁ‘uwﬁ%mmaaLﬁummﬁuﬁuﬁ‘ﬁ’uQU'%Iﬂﬂ"Lé’mﬁu
Hollebeek (2010 #19lu 41101 viywe, 2554) titauedn deu aedusenau way
ffveamsAnmaruyniy sguuiuguTeLLIRARALRNTLTEIgNA Faazdsznaulude
3 dyundn aln AuAa (Cognition) a15ual (Emotion) kagwgAnssuvessuslaa
(Behavior) L1 N1sANWIANNETUYENAT tne Patterson, Yu & de Ruyter (2006) 161
83U NFATNANURNRUVUNITTIINITIAIA Fia Nsaseanumniuiugusing lned
osdUsznaveg 4 d fall
1) NM153AT9IUNITNTYINU (Absorption) Mg ﬁmm&gﬂ%mrzgﬁiﬂﬂiumi
afunnuynitusieddladmils Wy wsuivioosdns Judumsazvieuliifudaifiveanis
asepnuRnRuiuguing
2) n3g¥iAnu (Dedication) nungfis Msdadmsiulunmsaiisninuidnining
Judweaiusud dwaludafiisuensunl
3) pudetunarl3lalunususeausandn (Vieor) naneds auiiufives
fuilanuardnlaiudaunssunisairsanugniuiutimne
4) MstuEuitug (Interaction) ey mMstidiusausenisdeasanmng
(Two way Communication) szminaizesiunguimsnsvestiuslnauazuusus
Bowden (2009) 83une31 Msaiiennugnity Ae msidenleaseminavanauas
o1sunifuuslnavidlmiuanddnnela lnsaugiutasinluganuasinsnidewusus
1n8 Bowden llaualuuinaeinszuiunsasennuEniusenivnguyuslan Ussnausme

3 sUuuv laun
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1) JUsUUTBINUSAY NN TR SdRanauawN (Calculative

LAY}

Commitment) dwiugnanlysiuuitugiuniaiuidnsengenseldusnig
2) sUuuwresANfgIteninTuINAITeiulungugnATivet)
(Normative Commitment)

i

3) sULUURUEAY M9 UIRLA (Affective Commitment) AakusUANINAA"Y

£ L4

91suahilviinaudedndiuiusun nsimuaNuduiusIumsNaiungdugnalul uay

' 1%
L v ] A a ¥

NUSA Y ININITAIALANEINAR NN ANanDN1TTEUAIMIOUTNITUINAINUSHYQ AU
Inla wasmnnquandiailivssaunisalifnezdamalianeduiusiuialaimudu auvh
Tinaneduanudedndaonusunlufian
Carman, Dardess, Maurer, Sofaer, Adams, Bechtel & Sweeney (2013) l9ean
< ! [ v ' < o w X A ! [

AATINIY AN (Engagement) takuseanundudduiunwansaiulunssuiunis
a519AURNT Usenaume 3 duneu ¢ail

gj a I 4 . @ [ a1

YUN 1 NIzVIUNILUURLNUY (Representation Processes) Wusyaun1slaiu
' A ) Y < £ O Y a £ v a1 ! 1%
Fuidunans waglpemlunsiudunutuduilanzdeadnunilasinlunng iu
AausinuNIsoRNKUUINtUTINTUTEEILNG ST 19NAENSAe

U 2 nszuaun1sluiusiing (Partner Processes) Wun1snisanassauderiu
fukusuakargne sedmungveanisraudiiunisiidmanedeaiy dnvdauusuning
dl & 1 U 4
deauaznaUselenidaiume

Uil 3 NFTUUNTTINAALAZSFRAULY (Co-production Processes and Co-
decision Processes) 1uszautugavnefiduduvainisiidiusngan ddnvaznshieus
mssindulamusuuuunayisnisvessiumdaieliliuinnssulns anudusaves

sal o o

nsvvuNsHARLarAnAulaTniudueg funslimsddyread ey sudidnimans
Sflofunnausyararily 1wy msusnanay weus1eia deazdsnalyigsunaniian
aanilauazesnizfudues

2.4.1 lumanisasaanugniuiugnm

31NN"5398904 Vasalou, Joinson & Courvoisier (2012) Wuannsilaiusu
(Participation) wasn1siduAesdas (involvernent) L*ﬁluﬂa%’aﬁuﬁ%ﬁﬂﬂéﬂ’ﬁa%qmm
HNUYaIgnAn Ingazdwmalminame (Value) Anulinngda (Trust) Wusdgaiaudsle
(Affective Commitment) n1suanse (Word of Mouth) A23295nAna (Loyalty) aznsd
duierdeafiugumulusus (Brand Community Involvement) fnsian

2.4.2 LLAansasaANURNIUYeEuLaa
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A9 2.1: Teanisaseanugniureguslng

Involvement
P3

Customer
Engagement

Customer
Participation

A
Brand Community

[nvolvement

fan: Vivek, S. D., Beatty, S. E., & Morgan, R. M. (2012). Customer engagement:
Exploring customer relationships beyond purchase. Journal of Marketing Theory

and Practice, 20(2), 122-146.

RN 2.1 wandAidiuin anusniturestiuslna ieanmsiidusiy dadle
wusuAlaasauRnRuiugusnaudy agdaaliguilaalasuitmae anulingda
Wusdayeydudnla msvende aufsrnuasndndlusuusud uasnsidufeadastu
yuruLusud sy Tasannsnosuneluusiastadeld ol

1) nsiidrudau (Participation)

msildusimvesifuslag Ae msfigndnldfidrusnilumsndauazanunsaning
sefumsiduiuiiguldfefnssuitdusutuiuiloanmeyanauniu sndegiadu
madalguslanlssimatrafinni¥ Build-A-Bear Workshop sihuciulesiooulat g

=

AN 0Ll UAINTTUNIRVUTLINUIUDS 7.8 aruau Tt A.f. 2009 Fedananaranisal
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LUTUAlEINN T U (Bagozzi & Dholakia, 2006)

2) MsdldamAeates (involvement)
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Aendeafunuiesuuiugiuresaudesnmsanauazanuaula lnaensfidmfedondy
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Aeadasiunuies SnvisddsmalmAnanugniussriagnénduiudunniudnge
(Zaichkowsky, 1985)

3) AaAn (Value)

Sheth, Newman & Gross (1991) Wlaua31 9 ufvein1s5u3AMAII8IGNAT
119NN Tl TUNINSERuIINANLNTL VadTuogfunmafieamislianussaunsniii
rrusn effuslnadianuiewelainnisliusunasuauddnemues fuilnaagiusldse
Frennanesit IiunuennsvhamulagSalulfR denisadanisildusniunis
nszUINNIHER warsmeenuuuluguuuuiifuslnadesnisazdsaaienssuinaaives
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4) aulala (Trust)
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glvinuaeTu dwaliguslaadniuuaugianuiulaladiewnniy anviiduinnny

Tindlalusi Dove 91nmsiildidrsiufanssy dunaiuldaeinmngnaifiauyniuuin

seaamaludinnulingdaun Tulwespruduiug Wewnguilaainnuidniiuusuali

anudAyuagldlaguilnanieiilaass (Ganesan, 1994 wag Morgan & Hunt, 1994)
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5) Wusdeyy19udnla (Affective Commitment)
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wazAnuvadva feageguuiuguvesaudureunarasfoudsauduiusmadnla
§NFBE18 11U Haley-Davidson Iéas1ausagilafuffuslan iieaianudosnisuazas
aruduitusiuuusudeg Fuilifusinadauyniulusedugs SniaduRntusdynymida
ﬁﬁ]w’fadﬁ’li’auﬁﬁ]ﬂiima@jLaua (Verhoef, Franses & Hoekstra, 2002)

6) n1suansie (Word of Mouth)

A1SUBNABABNNSALASUNITUNY NISUBNADNAUL AITUNNANHILEIUININD LD
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N sala = aw Y A Ry Ao o s
viseLluszaunsalia Fewaannnsidenuin guslariiusdygyiduanlaiiaiuiusunnae
daaliuondenfnuueieg Snvisiuslaadatiedndueraadasiituiuusudlunisuen
soludajuslanaudu o 8ndae Wekuslaalmukniuiukusuatngauasinliinn1suen
AoLAINGANITUNARNULUTUA (Bone, 1995 wag Feick, Price & Higie, 1986)

7) ANAENANG (Loyalty)
v A Y A A 1 [ [y 1 3 = S v &
Anudnfvesusina fednduseiunsnevaueswowususun dnnsdadu
ameiinTuneludslavesiuslnaiogluseiugs wansdemnugniulusualauiniign 39
Jusgduanuduiusvesiusinaduiusuiognsuiuuily (Jacoby & Chestnut, 1978)
8) nsilduneavedluyuvuwusua (Brand Community Involvement)

McAlexander, Schouten & Koenig (2002) leitauain fiugnulunisuansenudu
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2.5 wurARRIRUNgANTIIAMUKNTLYBIgNATIUYNTLLUTUS (Customer

Engagement in Brand Communities: Community Engagement Behavior)
anugnituvesifuslag Tegnimualiiatiounginssuiiuenmileannisvingsnssy

Jumsnusemginssuvesuilan fiwaduusuivdeuisnannislafunsmdndu

YpAWLEINNI5TVE (Van Doorn, Lemon, Mittal, Pick, Pirner & Verhoef, 2010) tinan
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v
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Ieignuanafisnanusing (Bowden, 2009 uag Roberts & Alpert, 2010) Tuvaued Libai (2011)
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ngAnssuftazafdlulumnuasindnisedugasintu Van Doorn, Lemon, Mittal, Pick, Pimer
& Verhoef (2010) léFlsifutanugniuresiuslnatsznauluse 5 asdusenou léud (1)
arunituvasiuslnaansouandiiiiuldvanvans fadfduegfuninensvesuilae
W e (2) wadldnuandiidiunannmanedBunguilan wu mewawuluGesing (3)
nsiasuuladuveunilintudauaey 1w msdeadou (@) anuAsuulasdinasie
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AINUABINITUDIUIARNVBIAURNTUYBIGNA

Van Doorn, Lemon, Mittal, Pick, Pirner & Verhoef (2010) I@lvmesuneioniu
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Auuesn
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Management: CRM

2.6 AUFUNUSVDINGANTINAMURNWUVBIANAT LUYUBUUUTUALAZNTTUSHaU ST v
(Customer Engagement Behavior in Brand Communities and Perceived Benefits)
Gummerus, Liljander, Weman & Pihlstrom (2012) lanaaeunaansuasduniusias
UINTENINNANTIUANULNNUVDIINAMALNTTUINAUTEIEN DMINANUKNHLYBIGNAT
auilng Aasihlugnssudiadssloniguiiu Sduvned Seifimsfinvifiead
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2.7 AnuduNusNsiNaUseleviionadwsva s NN WLYaIan Al lugaBULUTUA
(Perceived Relationship Benefits and Relationship Outcomes of Customer
Engagement)

Gummerus, Liljander, Weman & Pihlstrom (2012) I MsIATIEiT LA UNaNs
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