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ABSTRACT

This study is a qualitative research which is conducted with these objectives:
1) to study process that Thai television channels use to formulate content marketing
strategies through Facebook fan page 2) to study a set of technics that Thai television
channels use to build engagement with audiences through Facebook fan page. This
study collects data by using In-depth Interview process with persons who are the
decision maker of television channels: Modernine TV, Thai PBS and MONO 29.

The study found 1) process that Thai television channels use to formulate
content marketing strategies throush Facebook fan page has many factors, for
example, context of each channel, positioning, business objective, communication
objective 2) Thai television channels use many technics to build engagement with
audiences through Facebook fan page, for example, real-time content, VDO content,

dialogue content.

Keywords: Content Marketing, Facebook Social Media, Thai Television Station
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