UseAndHavas Food Influencer sian1siidiusauvasiuslng

ASNANEIAUAINSITN Tulau

The Effectiveness of Food Influencer of Consumer Engagement,

The Case Study of CP Bologna



Usg@ninaves Food Influencer siansildiusiuvesiuilng

= a ¥ aa 1
ASUANYAUAINTITN Tulaul

The Effectiveness of Food Influencer of Consumer Engagement,

The Case Study of CP Bologna

alngns nvAal

miﬁuﬂ”hSaizLﬁud’swﬁmamﬁﬁﬂmmwé’ﬂqm
fwemansuIUndin @1v3vinsaeansnsnainaava
UNINYIRUNFINN
UnsAinwn 2564

dvansiluveauminerdunsaunn



TR NG UNINERENTUNN
auilflinsAuadassludiumilsveinsfinywinuvangns

Y

NAFRENSUMNUUAR @1U1IBINTABEITNITAAINAIND

1589 UsgdviEnaves Food Influencer siansildiusiuvesiuilaa nsdlfnw

AuAYN Tulaun

A3y elngms nvdad

IRansaiureulng

a’r.:l' =2 Y1 6 a
919159NUINW AIEAENS19158 A3.UgIN anglafiu
SRR AIEA1En519138 A9.4M303 daUin

eX2p

eMmans1913ed A3, ATITIU FAINY
ANUATMTIRTINERY

30 wawnAN 2564



Y]

a),

a a

dingns adad. Uiyadwamansuindio (@uivnisdeasnsnaina
NQEANAL 2564, UUAAINGIRY UMINLIRENTUNN.

NSANUTEANSHAVEY Food Influencer sian1sildusinvasuslag nsalfnumduansI @
lulath (51 wth)

919138MUSNY: {ermans1a158 ag.Ugun ansiaiiu
UNANED

U230u Influencer Marketing (Suidnsniiunuiniugsnasing o luusemalve wazds

a

Jwnlilumazdulaunduny waggsiaussnmndnisyiniseainaie Influencer 1 n¥ian

]

AogsRavszandufgulnauilae Suduiulvgidednw Food Influencer Tnegfidemuin
Tuiligtutinnisemaiiieadestugsienims devhuaugnismanesulatudiu dw
TugionaazldlaindnnistaaulunsAni@en Food Influencer dulugiansanaineen Like
(m3wou) Mniadnurunaliundnd fey Tnseravgitlalldddaianisnausunagns Food
Influencer uaztioswneaniunsainsunsszuaveshi¥aledn-19 MAndulutiogiu vl
nginssumsiulssmuonmsvesiuilnalutiagtudsunasaniy fauuatodudi
wiounu LesaninaEesanuazein, gueunsiy wazaunw fideddldiden “I4
Tulaun” lewheidundnsnsemsussinnmdounuiivigly 7-11 aenadesiunginssu
fuslaelutlagtuiiuesmeonmswiouuiiteldazmnlugalain-19 9nfinariundreiuagy

a a

Y 1 Va v a o = dll ! ISR !
1A Q’Jﬂ]ﬂﬂﬂ?’]ﬂﬁﬂiﬁm’]ﬂ’]iﬂﬂ@ﬂLi@ﬂﬂi%ﬁ‘ﬂﬁ&lasﬂ@ﬂ Food Influencer aan15d@3UIINVDI

%

AUslan nsdifinuduAns @i lulaun Jadundndueienmsdisaguniouniu anglduien
Fvon fla woud wiliesisa 911

1 £
av adu s 14 v a

INNUIBULINQUIEaR 2 o il 1) iefinyusedninaves Food Influencer
! a1 ! Y oa 1 a v f 1 A A 14
fon5ildus IR US A WEUAWUTUATH Tulau 2) liefnwuuIniensidentd Food
Influencer nguszasAn1slauslugsivemInsaunu
Tnsuideisestildszivuideamnass (Experimental Based Research Method)
Tunsiusiusindeyarunsdnunumanguiieg1s ¥e9 Food Influencer FaUsgnaume
1) il dnuruma yuuny 2) wlydnunume U5 3) wednununa Aulumes Tagsusin
MINAapsiuil 25 Juiaw w.e. 2564 Augnn1snaasiuil 25 wweu w.e. 2564 10y

szeziian 1 e wddwanisnaassdudiaveennisidiusiuvesuslaaiintuas



a3via 3 letnurinasieseiUssninanisiidusiuvesiuilng wasfnwiuuamiams
\denld Food Influencer Tugsisamsniauniu

asUnannaesvesideiuandliiin Food Influencer fuszAvnasensiidan
938 wilseAnBratuumnansuoanlumunisthiauevenion dwmaliiudauima
n3denld Food Influencer lugsfvevnsndounuiinsasiivdnnisau 9 snatuayusy
Frofufusuaugfian uastssnvendom Tnensvih Influencer Marketing finazifu
dhunilwasnsnenagninisimanainesulat Ssveglutumeuluuiiu Juegiudmine

¥

YDIUTUA WUTUABIMITNITBUNUTIRDINUKUNAENSEN15Y1 Influencer marketing lag

saa 1 o Y v

MuuANagNSA d1uN1533naNAT SHMLNEYRILUTURLDY kAzSYan NI zEaY Beawyh

(%
= |

Wenunsandsgnaladetudmalignandianuaulaludiwusud wagneliinnisiidiusy

AaAgy: n1snamleelegionsnaniinaiuan, inenununw, nsiausiy



Wetchasilp, N. M.Com.Arts (Digital Marketing Communications), May 2021,
Graduate School, Bangkok University.

The Effectiveness of Food Influencer of Consumer Engagement, The Case Study of
CP Bologna (51 pp.)

Advisor: Asst. Prof. Patama Satawedin, Ph.D.

ABSTRACT

Nowadays, Influencer Marketing play in a significant role in Thailand and it is
likely to keep growing every year. The most business that using influencer marketing
is the market of consumer goods especially in ready-to-eat food category. From the
research when the marketers do the ready-to-eat food campaign. Originally, not have
a clear principle to select the influencer. By the way, influencer selection mainly
based on the number of likes on their Facebook Fan page without concerning of
food influencer strategy planning. Due to the current Covid-19 pandemic be the
cause of consumer behavior has changed. Ready-to-eat food become a popular
product because of cleanliness, hysiene and quality of food.

The objective of this study was to study the effectiveness of food influencer
on consumer engagement by employing the case study of CP Bologna aims to 1) to
study the effectiveness of influencer engagement by using the case study of CP
Bologna 2) to examine a direction to select and use food influencer appropriately for
consumer engagement in the ready-to-eat food category.

The experimental-based research method was utilised. The food influencers
from Moommam Fanpage, Mee Pro Fanpage, and Let Eat It Out Fanpage were
collected between 25 March ad 25 April 2021 and analysed. Specifically, the three
fan pages’ photos, delivery techniques, and budget were considered.

The result of the study revealed that the food influencers could encourage
the consumer engagement. But, their effectiveness was indicated by content
presentation. In details, the Let Eat It Out Fanpage could provide the best result.
Likewise, such factors including photos, delivery techniques, and budget did not

impact on the different effectiveness of the food influencers. As a result, in choosing



a food influencer effectively, there should be other factors to be considered,
altogether with a number of followers and types of content. A ready-to-eat brand
should develop a food influencer strategy by basing upon knowing customers, brand
itself, and appropriate platforms. Unavoidably, the customers will have more

confidence and engagement in brands.

Keywords: Influencer Marketing, Facebook Fanpage, Engagement
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