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Abstract

This research aimed to study the relationship between content marketing on Instagram and
engagement and brand equity of Japan apparel brand of M Generation’s in Thailand. The samples
size in this research consisted of three hundred and eighty-five M Generation’s users of Instagram
of Japan apparel brand, was born between 1980 to 2000. Online questionnaire was used as a tool
for data collection. The statistic values for data analysis included frequency, percentage, mean,
standard deviation and analysis of the Pearson’s correlation coefficient. The data was processed
by a program of the statistical package for social science. The results of this research found that
content marketing on Instagram was related to the customer engagement and brand equity at
a medium level. While the customer engagement was related to the brand equity at a medium
level. For the recommendation from the research were as should to adapt the research result
with brand equity building strategy of another apparel products or Thailand textiles industry by

using content marketing via Instagram to build customer engagement.
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“Content is king” t{udnafiflgnduduinainuanngvesdad ina Mideutulud 1996 Tnei
IFasuneisewrmvediandumesidnfiavnanendu “Marketplace for content” (Text broker International,
2017, “Content is King,” para.2) %Wﬁﬂﬁ]’lﬂﬁuiu%j’lwa’l‘EJQﬂ 2000s Aofsrupaulavifleneesier ity
sionlud 2014 manaadadomAldsunisseniuegundnurannmsnanidasivledvesineas
Forbes Tu1a The Seven Most Popular Ways Companies Use Content Marketing (Forbes, 2014,
“7 Content Marketing Trends,” para.1) wenanideinadsiansidam ﬂaqwéé’mmimmm%uﬁam
fifidndunslimuAndiu 60% vesnagnsvenmaavimuauslud 2014 fdndunslinunagnifnd
dutwdu 93% vesnagnvnamsnaaavaaLasSisyyBninfigsfads 63% dnislénmsnaiaidadom
dieashemnugniuiuguslan (Pulizzi, 2014, p.30) wazileiinmugmiuannauguslaafidaudionels
fagviliiAn Word of mouth Tumsuanludednueaulat deasdnadenmamsidudluiian (Abdullah
& Siraj, 2016)

Turaiidagtud fHedsauesulategifusuumniiiutesmdumamsunsidon udain
n1sdrsanguiiegislszrinsyilnglude.a. 2016 vesdingnsamansdtnanuimuIgInTsunig
Bidnmsetind (eadnisumw) wuineda laxd gy Suamunsuuazvinimes fedudedinuesulat
5 SusuusnilldFumnuien Ineduanunsufieitudedinuooulaviifiadinislinuvesi 42.4% voangu
ﬁ?@&iwﬂx\‘muﬁ (Ministry of Information and Communication Technology, 2016; Thailand Internet User
Profile 2016) lnsBuamunsuitodudedsauseulatiiiiuluiinisdearssnusuamuasdussensdun Tinm
Huvdn Fumnzauiungunanfasieseusimelungundniusiinetostunisueadiu feieidulssunm
naunanSausitlngfianlusiuaugliduamunsuianun (Hansson & Ericksson, 2016)
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Tudszmele T 2559 vesdthgnsmansdriinnuinmngsnssumsdidnnsednd (eadmsumaw) fisvy
Inguiiinlualisienan Sedfnsléom Sunesidnegil 7.6 FilusieTu Fegeaninnn weweisduils
¥11n1581939 (Ministry of Information and Communication Technology, 2016; Thailand Internet User
Profile 2016)
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1. fAdhunnsiesns eugmiuAnInnsAeasLUUNFeUN (Word-of Mouth) luguuuuns
domsszvieypaadnUssnvmilaiiAntuuudedsausonlatifs Brown, Broderick, and Lee (2007, p.4-7)
Isaueiniuludiedeinedsnuooulavinuantifviilifinnuygniu 3 aghe sulsiun 1) sefuanugniiu
(Tie Strength) mnefsszduaalnddauazanufveansufduiusiussninagfumdeyatuumasdoya
2) Arwadiondsesandnlundy (Homophile) VidluidvasdnuaisyneUsssing uagdtimasiiudinuae
3) mnidefioveuviasioya (Source Credibility) fthsatiuayuysyifufinueafdsrumor

2. fiaguersualauidn Haven (2007, p.5-6) lollenuanuyniulagsjaiunisesuieniny
dAnYeIAINTUYRINTISYINITAAIALAIN AU INSIAIRllansatdns NS (Reach)
uazAId (Frequency) tteldinmnuidniusiaswesuilaniifiveuusudlddnsely nsviannudila
Bosnnuynituazdesinriufuysduiidmanessfuamnuiduduresanusniulunusudfiunnssiulag
anunsoaguléced

1) Ay (nvolvement) utladefiugulums ineuynifuuasasfouliduissedy
mnuduiusueadaniifideustnyieuusus

2) msuFduiug (Interaction) 1unsinluBsdnludnunrvesnuiriulaetiiaueis
Tunsinfanssuiuandsiuoonly

v
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4) msfiondna (nfluence) \unsinssiumsiwiasyaradufiaginis@aywuyaraseudis
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4. ANUANARDATIAUAN Lﬂuﬁﬂﬁuamaﬁqmmaﬂﬁuﬁﬁgﬁimﬁﬁamwﬁuﬁﬂ ANUANARE
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1. uAdoizes ﬂm%%’umsmmmL‘?NLﬁamﬁuaaﬁﬁimﬁuﬁwaaulaﬂwfumm;qmwmmum
(Vongmahasetha, 2017) ms’i%’aﬂ%ﬂﬁﬁi’mqﬂizmﬁﬁa 1). dednvmginssumadasunmsnaadaiom
(Content Marketing) izé’ums%fuﬁmsmmmL%aﬁam wazuuIliungAnssunsuslaamsaaaidailon
voaffuslnrdudesulaflumanganmamuas 2). Wefnwemudiiusszniunisiuimmandaiom
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wazwwildunginssunisusiaanisaandailent 195ULUUNTI38@9E@ 33 (Survey Research) ATy
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mi%’uimsmmm%uﬁam wqﬁmimmiu‘%‘f,mmsmmmL%QLﬁamwiuizﬁuqq firnduUsyansavduriusues
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2. AteEes Msdasunsdui nsdeasuuuindelinmedidnvseiind uas anufitela
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mseaadaiiom Anugniluddon | eugniuluidcn | euygniulufiido
nsdeans 9151IAN3EN neANTIU
Sig. r Sig. r Sig. r
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Sig. r Sig. r Sig. r Sig. r
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mudlandaunasidildsunisna “Like”snnnn1sunaualuzuuuuuni vse Wiwuadu 9 4 wi
waz lasun1sna “Like” unnninenasunfivuivalanuuste 23 wih wavdaaenadoariuColumn Five
(Column Five, 2016, “ultimate guide to visual content,” para.23) ﬁszufjwmﬂwaﬁﬁaﬂm%’amm
HUInmesMEsUNMWEINsaazaun SIInlaunnd1 5-9 ¥s uay duanceendennuiuseu (Favorite)
i 4-12 ads

4. MsnaaBaiionmededuanunsy duiomitly é’mﬁamﬁ%’uﬂﬁﬁwmimaLﬁuLLaz

muilemiaenndesivdnynizvoduanunsy danuduiusiuguamnsduiinsodudiniganyseimne

'
a1

zyﬂuiué’wumﬁ%’ﬂmﬁuﬁwaéwqﬁﬁaﬁwﬁagmaaﬁaﬁizﬁu 0.05 Inefinduusyandanduiug () Wity
0.578 waz 0.546 waz 0.534 auainu danuduiusivludemafeiduluszauuiunans Taegwua
mi‘[ﬂ’fmuﬂaqwémimam@aL*‘f’jamchuma?%aﬁuamLmiuﬁmmﬁuﬁuéﬁ’uqmﬁﬂmﬁuﬁwLﬂ‘%lamm'ama
MnussmadUuludunsiinesaud deiedugnduduiiasiliAangfnssuniste Wesnndaud
Tunstaidemriumduamunsusie Tusghamnzay ﬁlﬂﬁﬂﬁ@‘bﬁmuﬁa@uamLmsuﬁﬁmmmmﬁam
Snsrany Snvtademilnaddadulidomifliaruiiuds, domiviliAnnisdeus, domiillfiaa
wsetumalauagiiilomivinuniiofunsiudanusionst (Pain Points)vasguslaa Jeilviguslaalv
awaula Fianssuans wazilmnuduineiunsdud uazideiinanuduiee fuslanidindudivgiui dud

01881853 INISUSKHISSSND
auAuandugauAnsIaNBUIKIUS:INATNg 21
Tuws=sgUnur auIRaWs=INWSAUSIBAAT d8IWUSSIBNUNS

UR 7 aduiiAy 14U 2 Us:911dou NsnIAL - SU9AL 2561




tufigounn iWedeld ddlaeiluguslnmasEuduainnishifinnsaud aunseits fuievinnisdeansean
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Journal of Business — and Management, 18 (8-l1), p.38-46.
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