nisdoAIsNIsaalaaUASAVAURDWAGOAWENWU
JouUNANVICDOSIWAANTUAUKIONYIAY

NSIUANYIVKIONYI1AYATINYSSSUNSS1Y

Marketing Communication Affecting toward Social Media and Student Brand

Engagement in University: A Case Study of Sukhothai Thammathirat

Open University

olruny IWIdune
Anothai Ngamvichaikit

Corresponding author, E-mail: anothai.ne@gmail.com

unAQgo

ms’;wummqﬂi:mﬁtﬁa 1) Ansnwgfnssu
mslddedinn nNsasaNsNITAAIARILADEIAN Uaz
ANNENWUTDINNANBIADATINR AN N NNINSIRE
2) ANEIN15ARAITNITARIAKNILAFIANNTNAAD
ANNENNUABATINAAAUIIT0INNANBINNINETaE
qlaviBassandaT mﬁﬁ'mfﬁnmLmuwﬁ“ﬁ'ﬁaﬂmﬁ%’ﬂ
\anuAWLASIEIUTINM NTINEIT IR WLTENaY
e sauAenasesdussuukaznsaNA 1wl
Tnengudantnansauniwalderdanuiedosly
NADANTNITAAAHILAOFIANTDINNINRE Uaz
TnAneszauUS e 31U 26 au wasesilelu
ﬂﬂi%’zfilL%x‘iﬂmﬂﬂwﬁ’aLLUUﬁuﬂWHﬂILLUUﬁIGIﬂiGﬂ%’N

a 13

Ainmzidoyamemsiienziidomanlusunsuin
fosnsweslan nguaiegslunsidedninuie
inAneUSuaed 400 au wedssiionsiduidaiinm
Aouuuaeuny Insizideyasiaafifnssuun taun
And Souar Alade uazAndeULNIATIY alA

L%\‘imémuﬁ’mmﬁmswzﬁmsnmnaﬂww‘@m NAaNI3

Received : May 25, 2019
Revised : November 5, 2019
Accepted : November 25, 2019

35awudn 1) SnanmldRedianiiefnmutiigns
waztilowfiaulaiuiee anutuis uazaunun
futiten nslddedsnuasumiingndeiinodenionis
PunAnendedaneiu uazdedonuinAansnina ey
189 Weaudaiauianssuindnm AnMINA1TEANS
way witlgwilumsideu swlnglddedsnuuiuni
3 Falusdeti dugemeansninudunan Sninm
§ NAATUABNTIOENTNTAR AR URDRIANAY
nstupunsiiewasasfnsuasdunsildmsinass
UNAN® waz ANNKNWLAensINAA M luTzALLAY
fie 2) NISARAISNITAAIANIUADRIANEIENITIHE
unsiitovnansesdnsiosuaznisidrusinaesindnm
AINAFBANNYNNURDATINAA TR IR AATY A

ANAINITNDBUIBANNYNAUABATINANA YIS DY
az 71 andunsAnElagannzarineasaegng
wﬁwméfﬂzﬁmﬁﬂﬁfiim%ﬂm%wL‘fluﬁawmLLu’amami
Aoansnseanar i saurasuiiom EAIIGIIGE

dll 9 a g 3 1 a a a
FTUY LWORTNATINRANUNDYNIHUTZANDTNIN

B
U

94 / ssasImsudanssudoaisdvau

WANENIINTD A5, ITUBNNITAAIA EIPTITTINSINITIANT NHTINB1EBFLUYB55H159Y



o

NRIAGY : NISADRITNITARIA / ROFIAN / AN

o

NRUADATINAN UN

e® Do

Abstract

This research aimed to 1) study consumer
social media behavior, social media communication
and brand engagement as well as 2) study the
relationship between social media communication
and brand engagement of Sukhothai Thammathirat.
This study is mixed method with qualitative and
quantitative approaches. The qualitative research
includes systematic review and interview. The samples
are 26 university stakeholders and bachelor degree
students. The research instrument is semi structure
interview guidelines and the content is analyzed by
QDA Miner Lite Program. The samples in quantitative
study are 400 bachelor degree students. The
research instrument is questionnaire. The analysis is
descriptive statistics; frequency, percentage, mean
and standard variation and inferential statistics
with multiple regression. The results reveal that 1)
students use social media to follow their interested
information, entertain and chat with friends, they
use both formal university social media and informal
social media which set up from students in order to
remind their activities, follow educational content and
solve their academic problems. Mostly they spend
time longer than 3 hours a day with social media
from their smartphones. The students rate on firm
generated content and student participation including
customer brand engagement in social media at
agreed level. 2) Social media communication by firm
generated and customer generated communication
positively affects customer brand engagement
statistically with total explanation of 71%. Educational
institutions especially open university like Sukhothai
Thammathirat Open University need to prioritize
on social media communication to enhance their

effective brand equity.

Keywords : Marketing Communication / Social Media /

Brand Engagement

(-]
unun
JaytunisldFedinuninnuisnzuninly
Usznalng 789114815331 WA 2561 WU AL
Tneldareaulatitin 10 T lussein Tasldiian
Ao ¢ Aav o ¢ A o
lunszuidlossuladuazUjdunusuudadsaunin
Nqn lasian1z Facebook UAY YouTube LauLualsy
Qs <, 1 >3 = s = 3, 1
unsuazuzesuidunguinAnsiuasiniFaudungs
nldatesulaliinign (AENIMUNMUIZINTTHNG
BANNTOUNE (BIANTHVITY), 2561:42) NISFOANT
HIuFeFIANT0IgI NIt AU TRy ANAN I MIINRA
= £ 1 dll = a >3 6 > o 1
samfsasianuingetelunsindaime dutinlug
@ a ﬁ"
nsanaulage
WWIAANITAS AL NNUARATINAAAUFILTUN
aulanianisnana sl e99IANIAILFOANTENUFD
feau gnanansnsndanddusinludedonn iy ns
a I3 s P @ v |
VENTH N1TNAlas NS N19330 LuAYN LazdINa
LﬂaﬂwﬂuaammﬁaLLa:ms?ﬁasﬁwiavl,ﬂ (Gummerus
et al., 2012) unAI1U Harvard Business Review 183
Giamanco and Gregoire (2012) lusiata Tweet Me,
Friend Me, Make Me Buy szyuszlazinisliaadans
FTNNGNANANT MY NAUNTBINAANENIN
tlugnisteuazmsdodn saHedAN1IANNENRUS
ﬁ/‘i_lgﬂﬁ’l Giamanco and Gregoire nNanIN adﬁﬂiQiﬁQ

faqtiudsdszgndlinisdeasnisaaasmededianla

YR '
o A a

= ° A =3 @ A
WIRItININNATazLN NeNFeFIANNAETUADNNS
FOANTUATATNATINANAUNNHUTEANTN WG
° @ a I I3 Ao @ o °
ASUNNINEA LTI DL TURIANTNAINDUABININNG
ANALATATNATINANAUT IHUANA9INBIANTEIAA
Constantinides and Zinck Stagno (2011) &1979
UnAnHIYsENALLIBS LAUMNBULINUN G ANTTH
Wi dnfnmunningrassuludiiuiinisdeans
| A o <, = ° <, | = @
NNSAAIAHIUFOFIANLTUIEDI DY LTUAEIAUN1S
FpuvnIngndslulsumalnaEuindedsanlulady
PRINNINITADFITNITAAIANAN LAZIARINTINIL
YT FUNUS LA ADUAIDINENANEID 819D UN1INS
(M3l As1IUEIA, 2558 )
wnIngndeglaisessnsnuduaiineasiadn
o = lo & © a v o a a a I
WnAns lddndudp s funisudnvedE sunurInegaey
nsasNANNYNRUGeanIT UK BRI N AR ML TWERY
MN8N AR UA NI I NaTEUININANEN

AUNNIINLIFY Wr1IneaelATARITRINIINISARaNT

UR 7 aUUR 2 (14) n.A. - 5.0. 62 / 95



Hudedin Iﬁﬂﬁ;i%ﬁu‘lﬂ'ﬁ Facebook 1ag YouTube
fous U woe. 2560 1uduan tetuteamnens
fndodnanslilnagaiuiinAnsvesumiingdounn
T 0e9lsAR unInendedndudesifiunisnouns
LUININSAOENTNISAMARNUADFIAN LRDNSWRIW
spnﬁmam%nﬁ%"amwiavlﬂui:ﬂ:am (N INYNAY
qlvip991139717, 2560, 15 Hguisu) sdududes
Anw e usunaresnsaeansnIsAaIANILEad IR
FEN19ASIANUYNANUABATINAAA MY UNINEIAY
etualUiruaLInInIsaea1sN1saaakIude
fanvaIunIngaseg1adugyssTn

ﬁwmsﬁf fRdpauladnm n5Apa15N15AAA
dﬂuﬁaﬁaﬂuﬁﬁNacﬁiaﬂmuanﬁuﬁamwamﬁm%
uuﬁwmﬁﬂqhﬁﬂﬁiim%i’m et nailduUszneau
nsinaula INEWAILIULINIINITIIURUNISFOENS
N15ARIANIUADRIANIDINNAINENAY LATEINISOT
mavl,'ﬂﬂﬁ:a;ﬂ@ﬁ.ﬂumiﬁwmmsﬁamimimmmlﬁun'
psRnsanumsinmaug  lulszmelnadely

SanUs:avAzoun1s3vy

1) iednswafnssunslidediny nsieans
nsAAAE U RIAN WAZANMNNNNUARATINRAT D
NATIMENAE LT E 85I BT TVRIUNANEINMTINGRE
qlviB930N DT

2) WefnmAsa1sNIAAIAEURDRIANNSHAAD
mmanﬁu@iamwNﬁmﬁmsﬁmmﬂfﬂﬁﬂwmwﬁmmﬁﬂ

ql¥i8331 9T

NISNUNJUJSSNUNSSU

NMSFRAITNITAAIANIUFDFIAN UTznaunle
WUIARAIATY 2 Uszn1e Usznousig

= ¢ .
1. NNSLHEWNIL NN YDIBIANS (Firm Generated
. . < £ a{g' 3,

Communication) 89An5 Midaviaisziduwnulunisg
a ' A o . p=|
FRATNITARNANIURDFIAN (Content Marketing) LW®
1 L dld 1 dl £ ol L= Lo
dedayandagua iNeades wazadnaneludusuans
naulving warassuJaunusiiungsunisdeans
davane Watangdnssunininguszasanionis
Aa1A (Marketo, n.d.) lagsaas1anmaIdensUa1s
BULNYITDINUATINAAA Y 1INNIINI5 LN 1A
IAANITTONT DN WANBUNAAAUNIALATI 1T 19
AN lulgle snnnalawanluadansisou udu

96 / 7sa1sINIsSUSaNSSUAOA1SAIAL

wazldnauuazfinaunisidiudindenisasaisain
Q%’mffam (Baltes, 2015) n15798w84 Kumar et al.,
2016 1u Journal of Marketing 5zqﬁﬂnﬁia%ﬁdL§aﬂﬂ
maamﬂ‘ﬂiuu?ﬁlaﬁ'amldama@amn@iawqaﬂﬁugnﬁw
Tugaifagu

2 M3iaIUIINVRIGNAY (Customer Participa-
tion) APAIANAIIINNNNTABANSUULASLANTNTID AL
anAda@mIIu FearonadonsInaniuriaanndns
AUN19HEIUIINYBIGNAIAINUNAIINNITARIAYDY
Vargo and Lusch (2004) HWINALUUIAAGINIVBY
Business Model Canvas ﬁ@mﬁamwé’uﬁuﬁﬁ’ugnﬁw
Lﬂuquﬂﬂmﬂu Canvas (Osterwalder and Pigneur,
2010) Fariu N1sidaIUIINVBIGNAANTURUINIY
aaylunisasniguauazaunanala (Bijmolt et
al., 2010; Nambisan and Baron, 2007)

f9iu N15ARAITNITARIANIURDRIANYD
WINENRE  SINANMNANINNTIHEUNT LT a N0
BIANTHAZNNSHAINTINRIUNANET TakA NITUAS
198117815 N19IAANNS NMTUANIANNAATAULDY
UNAN®T wazn1souvsenaulaetindne 489 fd
funﬂiﬁaaWinﬂimawmdﬂuﬁaﬁaﬂu%%ﬂuﬁauﬁuﬁmﬂa
mﬂﬁaa@ﬁnma:gﬂﬁwﬁﬁdmiw

Tadiugsiaiuaniusnaulanufnaugniues

anARBnIINAAIMA (Customer Brand Engagement)

'
A o

Lwamvl,ﬂgimsﬁmauhe?;a (Gummerus et al., 2012)
iflosanndedsnninliiAnu faumusszninagnénds
MueaieauasHARS waznstsrmaANnustoya
Namf]’m‘ﬁmngnﬁwmnﬁu (Verhagen et al., 2015)
ANNENWUBBIgNAABRTINAnAMT T uLLARTuY
minsaaaluuSunuesiodinn (Hollebeek et al.,
2014) ﬁﬁwmﬁumﬂmﬂﬁmnmmmﬁu@ia%m‘%au
(Student Engagement) faulan1sidiusruvideaula
yasnnAnslunsiseunisaeulunsunaesdnsmans
73D mw;dﬂﬁuﬁiamﬁﬂi (Employee Engagement)
ﬁﬂdnﬁamwer{mﬁ’ummwﬁmm@iamﬁﬂi‘ﬁﬁwma%i
TUUSUNNgAnssueIANT ANNENNULBIgNAABAT
NAAAMNIUAMNANILNINITARNN V8D TEAU
ANNFUNUTNNONTHI LHANA LLa:%m%mﬁgﬂﬁﬂ
UJauRUusAUeIAnTgInavsonsINanius suidu
ﬁa%’a’mmﬂ%‘aﬁmuﬁﬁﬂﬂgjNaﬂi:naumﬂammuﬁ
Ltamaﬁﬂﬂuﬁ'qm Hollebeek et al., 2014 #51911915



' a

AU Tuseas AR S usUuFedIAN suUsTNay
e 3 AnnanAye AN NWUFABATINANT UL
21910 ANNLNNUADATINAAAUIMTINAUAG LAz
ANNHNAUABATINRAA I TINGFNTTH Faduns
i’mmwQﬂﬁu@iamwamﬁm%ﬁﬁww UL
Schvinski et al., 2016 ANHIAILUTAINLNWUADATY
HARAUBRDAIAN NaNBT naufanssneaulal
171'Lﬁmﬁ"mmiuﬁiudaummQuﬁnﬂﬁummﬂﬂmu
Ufduiusifideuusus lagfinn1sideidonunin
MNMSFNMBEITIEN uartiiudITeEalSunaie
AnnzviesrUsznaulamiuds 3 ssrUseney laun
nssuiilown msutsiiu uaznsadaienn uansly
Lﬁumsﬁlamﬂm@ﬂﬁ’]ﬁdmémﬁmwLﬁ'miaaﬁ’u
mmgﬂﬁu@iamqNamﬁmﬁuuﬁaﬁsﬂu ANUENWUGD
smNﬁmﬁm'fﬁlﬂunizmumiﬁdaN@Tﬁgﬂﬁ%ﬁﬂmi%a
e wazthldganfnensiudnduad astieiduivane

NSsSauIlluUdAQNISINY

NSARAITAITARIAKIUAD

a (-4
fianeaulan

o

afrasasdnslumsnanngniliifAngiugnéfising
fBMIINARNAMT (Brodie et al., 2013)
mﬁﬁmﬂﬁﬁﬂﬁdaNmiamm;dﬂﬁwiamwamﬁwﬁ
WU mmLﬁmﬁaaizijgnﬁﬁuLLmu@i‘a'amiv’f
Lﬁmmwugﬂﬁuﬁiammamﬁm%uuﬁlaﬁmu (Carvalho
and Fermandes, 2018; Leckie et al., 2016; Dessart,
2017) MSHEUWILTDMYDIBIANS (Ashley and Tu-
ten, 2015) m'mwmﬁzhué’mﬁuqmuuu%aaaﬂaﬁ
YOINTINANTUY (Dessart, 2017) Waz NI5ADANS
FTNINYNANMNUATINAAA MY ( Islam, Rahman and
Hollebreek, 2018; Carvalho and Fermandes, 2018)
5’;1“;1“]1&13@%’817{a'ﬁNa@iamm;jﬂﬁu@iamwﬁmﬁmﬁuu
Fodsnu agslshin Seflmnudniudesdineiladonis
foansnseanrhudedsANiTIuNMSINeuNaTaM LAY
mﬁﬁd'sui'ammgnﬁwﬁﬁNasiammaﬂﬁummgﬂﬁwia

ATINAANUMN IUUSUNFDNTUNITANE

o ] (% (-
AN gﬂwumamwamnmm

.« NNTLNBUNTLIENIIRIBIANS

+ N13HUEIUTINYDIINAN

© ANUHNWULTIVALAR
- AHKNNWTIR TN

© ANHHNAULTINGFANTTY

AINWA 1 NTBLUUIAANSIAE

38atunN1sdqY

mi‘i'%”ﬂfflf*ﬁgﬂLLUUmﬁ%wn‘i%ﬁ’mmﬁ%ﬁa
AMMNLAZIET N U NFUUUUNTINEHEANHE UL
wangduneu (Multiphase Design) (Creswell, 2013)
Usznaude 6 suneu laun

1) msguAuLaznumuegaiuszuyngutoya
2990uN39491N EBSCO Business Search Complete
c??al,wiﬁ‘*?i(%'uﬁl,weﬁﬂﬂ Af. 2004-10 Huieu 2018 fo
d39ANAIN Facebook WAz YouTube Search AIUANU
msziﬁ"ummi@ﬁniumg’uﬁmmﬁﬁ’m'ﬁaﬂae}mmmo
2 ngu g (1) Qﬁdquﬁmiaﬂumi%msmsmmm
dudedony loun qﬂmmmﬂiuwﬁwmﬁﬂﬁﬁa'au

L7129 UNNS DA TN RDFIANYDINAINGNRLUIUNIN
6 LABU WU 13 AL LAY (2) UNANHINUIINGIRLD
mamumwagjLLaxiﬁﬁaﬁmmmwﬁwmﬁﬂnﬂ‘;"u”lsi
o | < o ° = P

AN 1 TILHIADIN U 13 AU lAsLASRINDAD

WUURNNIHINILATIFSINEIUNITATIIAINNATIAN

'
a

W@enTanuiu 3 au lagdssiausoiudareie

o Xl

[

awsugHannettes mungiunslddedianly
= a @ Ao o o
NNSFDAISNITARIA ANNAAUNNABNSITADFIAN
Tunis@eansnisaan waznanausuNlaiUANNKNAL
YDIUNANHIADATINAAN U AIUUTZLAUAIDINUANE

Dadmsuinane loun woinssunslddedsnuuns

UR 7 aUUR 2 (14) n.A. - 5.0. 62 / 97



WWINENEE  ANAAuTfeFedIANNrTINeNsE
WAZAMNYNANULBINNANBIFRATINR A MY

ENFeiauailenNfmuTIINNITNUNMIUITIUNTTY
LLaxmﬁ%"ﬂL%a@mmmﬁwamﬁu

NN9ARATNITANARIUFDAIANTDINMING T
wangRsmseunstiiomuas msiidusnaenindnm
miﬁams%mﬂaﬂnmimua"aﬁ"\mu N1SAAAINAN
UNANEN NSUEAIANMNAAAILIBIUNANE LAZN1TONN
ARUNNUNANT NITUTT LATAITUULTNNNUNANEN

mwgﬂﬁu@iamwamﬁmsﬁ (Customer Brand
Engagement %38 CBE) W18 SLAUANNANAUS
N19015N0l MaNa uazdnInefignAufanius
AUBIANTEINANTONTINAAI MY Uszneume AN
HNWUARASINAAAUTIEIDTNA] ANURNNUABAT)
HAAAUITIAUAR WAz ANNNNNUGBATINEAT U
INOFANTTH

- .

2) Ansrzvieamelysunsy QDA Miner Lite Waz

A A

WAIUILATDINOLUUADUNINAINTUNITIRNTIUT U
NNHANMTLATALTBIFUIINTUNTNINIITTUNTTY
Foudadu 3 dm ldun a1 wgAnssumsldde
f9mn §uf 2 NsdeansNsAaIRE uADdIRNAALLA
91N Firm-created social media communication U843
Schivinski and Dabrowski (2016) uwas Customer
Participation 283 Carvalho and Fernandes (2018,
p.37) UATAMNHNWUABUUTUARAWLAIINAINLS
Customer Brand Engagement 283 Holebreek et al.,
2014 uazdiuf 3 ToyadIuyYAAa TnesAsesiie
"l,ﬂmwmmwumwauﬁammn@ma@mg@ﬁ 3 MU
LazdinsnegpusEAUANNE MBI UEDUI N DY
tnanldasslaraudszansaasmnuidesiudiugsnis
Aoansn1saann 0.974 WAZAIMUTANNYNNUADULTUA
0.980 aglununivansuls

3) Lﬁuﬁa;&amﬁ’%’alL%dﬂ%mmﬁjuﬁaaﬂwﬁlﬂu
ﬁfﬂﬁﬂwﬁzﬁuﬂ%mtyﬂm’%wﬁwmé’ﬂqhﬁaﬁism%smﬁ
ﬂmmwagjLL@ﬂ%%ﬁﬂﬂMﬂ@Wﬁﬂﬂﬂé’ﬁ (Wanu3e
gyl) 91U 400 Aau lapAIuIaINgnsed Taro
Yamane (1973) nstinsivanuindszannsudusy lag
PUIALTTTINTIINAWIRUNANBINNTINERBGl2viE
5553135 mInannsamadaulud w.a.
2557 (aninnzidaunazinug, nugeu 2560) H33e

Lﬁuﬁaasmmn@uﬁu%miémLmumma%uamuw

98 / o1sa1sINIsudSanssuUAoa1SEIAL

sovlugisifounsngiau w.a. 2561
5) mslaszidayalimsiinnziadfdonssniu
T&un n1suanuasaud Soeay Aaasuazaludes
WUHNIA931%  1agAuanIsLUanuuiIg8InIg
ANUINATIALULSUATANATY 7 SEAU (ynyas 3
a2010, 2556) fil
AaAY ALY
ALaRe 6.144-7.000 Mg Lﬁuﬁwmﬂﬁqm
ALaae 5.287-6.143 Muneds 1Hudeuin
ALade 4.430-5.286 nuneds 1Hudae
ALade 3.572-4.429 naneds Uunans
ANaaY 2.715-3.5671 wunads lifiudae
ANaAY 1.858-2.714 wunede llmiudeunn
ALaAY 1.000-1.857 wanada VL;J'Lﬁuﬁwmnﬁ'qm
6) imﬂaﬁvlﬁmﬂmﬁ%’ﬁL%a@mmwuazl,%m%mm
ﬁwmaummm)juémﬁuﬁu;:Iﬁaf’sul,ﬁmiamwiu
wﬁwmz‘i’mmmfgﬂNaLﬂuLLuqmwaﬂﬁigaaWiﬂWimaﬂm
Hudediansasuwiinenasliuimhoauiiedes
ol

WANTSIY

ﬂémﬁ’aashﬂumﬁ%ﬂL‘%a@mmw%’wmuﬁmm 26
Aulag 13 ﬂm'mQﬁdauﬁm%@ﬂuwﬁwmﬁmmLm'az
19131719 WU 8 AU MNUUIBINUUTETITNNUS
1 au dinnadsunazinuanazdinmalulagnng
Anw §tinaz 1 AU guﬁmiaumﬂ 2 au A5vin
gaunsAeansudediny uazUffuudalisind
6 Lo uay 13 AuanunAnsfisinisldaedsauain
W 11 @19iTn Tmﬂ;ﬁ%ﬁmﬂﬁmﬁu 2 au tilasan
WnAnEan 2 aavizng WudnAnsidioddnm
Tudusndalvidayalidineswe

N33 BIUSNIMing A1 luN1T38T 9
YSuuauau 400 Au @mammuaaun’lmﬂmwmw
AU 179 AU (Fo8ay 45) LWANQN 219 AU (Sau
az 55) duluienyszuing 26-30 T (Seway 25.9)
anlvgigfauunludmiangamwuazlSuuna (Sae
a2 44.5) 9MTNNUNNULSENIONTY (Se8as 39.2)
A5¢18 115,000 v (Sesaz 31.9) Hszeznanig
Anwn 2.1- 4 T (5e8az 38.8)

woRnssumslddedsansesinAnessAudSyan
FRUNINEALFLIVIEoTINIFIT NNHAMSITETLE



AMNINLAZITIUTMUTNOUGIEY

- dnwuzdedinn (What) ﬁaﬁmuiums%’ui“um
infnmnsynoumsAedsnuiiumenisesumingas
217 WAL FUNUS INANUIINEaBglaviBos5u3
57 199 YouTube STOU Channel wazdadsnuilaiu
N19N13 %ﬁﬂégﬂmﬂmjuﬁﬂﬁﬂmw%ﬁwﬁm aun 1wa
NAD. LW Sukhothai Thammathirat Open University
Wudu aulienudayaenslasuanaIsuaaio

NIAAMINAITEANNIAIUNITEEU wazn1sundlym
nIn1sise Raldmunndeyannmsdunsaiuas
nsaumegaduszuuMeAIaAd was glae
559015977 waz STOU lu Facebook Waz YouTube
Search WU Facebook Group Wa Page ﬁﬁgaﬂm’m
NIDANNTNAY 1 WUAUNMUIU 48 NGUUAT 67 WA
YouTube 41171 30 783 MNA 2 LAAINTILATIZH

1A598519FDFIANIDINVIINGNALNTDUAIDENI

1A99a519R0AIANTBINMTINENAB Gl ED5TNE1T

NUINIABFLUVETINEIT

Fodsnunansunidnends fosonslliThmomsmelsmsamiinende

| | | ! ' I

Wt el nauein Werjnine
d 5 q.l ] . ‘ _I

. e n WED. - TUTULNDU NASD.

LW%‘i:I:ﬂLWf‘J &']uﬂWlﬂIuIaEJﬂ'liﬂﬂ‘H’] Sukhothai Thammathirat - meﬁ'auﬁﬂu
STOU Channel Open University << winendeglaviinssunsae
ENeUTE I AUNUS winendeglaisossndng || >>

BneUs s auAus

. NUUTTTRLNUS u.qhﬁﬂﬁﬁmﬁm
217 {&5. PR STOU
PR STOU

auinmalulaginisdnm

>>
winendglavitossande
fmans uan.
winendglavitossndse

- TUSNUNFANE UAS.
aYNTUIINIg

- TUSNUNFANE UAS.
URERY Tt

STOU Channel

guiimmamaluladuaz@eansmsinm anininalulad

AUSANTAULNA
STOU Callcenter
funnzifsunazinga

STOU Student Info Service center LLa:mﬂJvlwﬁmviﬁ

/1913719

(STOU) - TUSNUNFANE UAS.

uas. Wautisiiiou Fmdangauys
Adetdes (wsifuanug || - susudndnm was.
Basmsieu) FmTanTTy3
susnanzifenans was. || - iouiites Symans
SuUSoon was. U 2660 || Aviilames uas.

JuN 34 - susutnAnE was.

WNIAITA

M 2 lpssasiededinnseiunninenasglenissssnngse

o o

FUAUIUN 15 NINHIAN 2561

- MARA (Why) N5 RDFIANYDINNANEI
NUINBIRBNWUI UNAnBIRBUMBANNDNINgARD
nsldieAundeys seslufaiennuiiuiie uazms
a & a o w o = 2 1 P
Aaenuiiianinaulannaidy dndans3andinislide
Fynumliviuads vumgnisal lagldwaianisinans
FIANLAZAIINTIULAY

- STULAILATTINEAY (When) tnAnunlGae
FIANADUTIUIUNINNIN 3 TldsnDIuDsesay 57.3
5998981 1-2 TAludrausosas 18.8 way 2-3 T2lu9

ARusaay 17.5 laailinesnsay 6.3 Nldaadind
Hoeniniuay 1 121y

- 40IN19N151T (How and Where) wuinaiulvig)
o = o o ' s = < @ = v
UnANI T ROFIANKIUANITNINUNTDUNULAN D IS DEAY
66.7 99983l lENIau NNy WALLAALALARNAILADS
WiNNY $a8aT 28.5 NNesunAnesasay 4.8 16a0
FIANNIUATNADADNNIADSLTUNAN WNANHINNNIIU
agazldAofIANTITINOWDNU TRNNNA1ITU waz
< o a = Ao = a
LUNAIANINUAIUDILTUDU 2ustnAnwINUsznay

213ndaszusoagtnuauTaduIunIazid

UR 7 aUUR 2 (14) n.A. - 5.0. 62 / 99



ey 9 Wodu
msﬁamimimmmmuﬁ'az%'aﬂmm:mwaﬂﬁu
AOATVNANN UM
HNANHLANIANNARLTUABNTADANITNITAAIAK
ﬁlaﬁ'\iﬂmaau‘wﬁ‘wmfo"fﬂqiﬂuﬁﬂﬁiim%iﬂﬂud'sumi
aunsLiiennasesfng WaTNITHAIUIINYDIQNA/
unfnmlassinegluszaumiueie souanslunnsei 1
Tmﬂﬂmuugaﬁqma%’amm Suanwelafunisaeans
Hudedin 5uammu?iaﬁmuLLazﬁuwﬁu@Lﬁamﬁ
enfuumingnasuudedinn MNAIAL denndeIny
mamﬁ%’ﬂLf‘nmmmwﬁﬂfﬂﬁﬂmLﬁuﬂiﬂﬂmﬁmaamﬂ%
FedemuiungsanniadumsAneuaznisuitlym

o aa i = o =7 Aa

“Wunazgialensuaey ilevnndendunudy
AUN1sEussuuTe AeunisyunvasluneeTuiunis
P 2 o PP ] P aa
Frumedned N1l YouTube Taeldigns 59N
919158 AN TauluTUUTR waZTIAINITO
anlumgoielio1ule vilvreliaavaiy nouinau
usNANIEBENIN ANYNAL” (TNAN 4)

“luddedinu iwasusouuaingalmezlud
lassnmesliaysne” (Wnfnen 3)

" ld’dlﬂl >3 1 3 a o (>3

“mendasdiantisliisidmneunutymwiuin
= a ~ I & 1 oaa
U1 \W31271 Facebook AAUTILADUAABA NIIFUNTIIL
lWuds auniausew agwmiaismdaii Admin Anu”
(BnFEn®E 12)

a1sA 1 ALaAY ANDEILUNIATIIUYBIANMNAARLADNITRERITNITAMANIUFDRIANYDY NAS.

o . . Andsauu o .
AMNAALTAU ALaae NMSUUANAANAALAY
NINTFIU

NTLHELNTLIBMI289BIANT IINTNTIN 4.74 1.42 AUA2E
auwowa%ﬂumiaamsmua@mﬂmm WA S. 4.99 1.56 AUAIE
msdeansHudedinnaes was. Wulueufidy 4.7 1.50 AUAIE
ANANII
nsApasHILFedIANTDY Nas. Wiaula 4.72 1.52 WUe
Fodinnves was. mevauswiTywlvdusts  4.70 1.56 AUAE
20157
WewSeufiouuds nsdeansiuiedinnaes  4.56 1.51 AUAIE
was. wlaanIunInedeau
nsidmsinesgna/indnm 4.43 1.43 WUe
aummmamﬂmm NES. 4.95 1.67 WUme
Quwuumuammnmm NES. uuaamﬂu 4.87 1.61 Wiume
auﬂaumumamuuﬂﬁnmmuau q ey 4.08 1.62 Uunang
NAS. Uuaamﬂu
Sunrsiilewnaes as. Mﬂuauim 4.28 1.63 1unang
auudeiuyse AUNMIDiT0IR ALY NEs. Uu  4.24 1.68 Uunans
GRENGEY
Wedufifgwinisidou dunuluFediaues 4.58 1.71 WAUAE
NAS.
Ausuztmengminisseu was. Wunau 4.36 1.63 Uunans
auluaaaaﬂu
Suuustindedonuwes uas iaudufamudis  4.48 1.65 RATeH
aulimuuziilunisysudyaninisees was. 4.07 1.67 11unans

4.
UUFaFIAL

RUELUG NAS. UILEILK) uuﬁwaﬁé’ﬂqimﬁ'ﬂﬁiiuﬂ%iw

100 / osansdzmsudanssudoansdvau




UNANHIUAAIAMNAALTUAD AN NN UABAT)
NAAADING L B901500L L BINOANTTULAZLITINAUAR
Taasiulussauiuee dnAnvIAuMeNIN 3 99
S Qs =1 = Qs al dl 2 a Qs
Ae auflanugalunisFou dugilanldFeudu
ﬁaomiﬁﬂuﬁuwﬁwmé’ﬂqhﬁﬂﬁﬁm%ﬁwiaiﬂu

o a , o '
aUIAN AILAAIILA19199 2 iulUaumanIsaNA Bl
C =1 1 = = Lo =3 £ 1 [~
WnAnwInantInsssulidnsamenuernduany
magila anNsandeuan lenensiaLiiarInud
unAnmdANuyNAUIDNINeaBEIeNTH LAY

ANUNNINNIANMNHNWULTINANTTUUALAUAR

| & o

“UNIIMYITANLEDE UANAAIINNEIEIN HIT
guassaxnemius Gembinylanengiusiniuuas
il (dn@nm 12)
“arlasyadonmIngnasluudd isnganalaeg
g9lupz 959 9 wainisiisuaenuas vuanIy
D3 P v o o A a = =,
Iwwsrdasdanugansnidunugiuusnisa iWaidu
a a (=4 e = »” %3 =
I r0sveInsIdudnAnL” (UnFAn®I 5)

@SN 2 ANARE ANDEIUUNIATTIREATNITUUANAAMNAAAUARANNNNAUABATINARNAUN

o Lo AL o
ANAALAY ALafs NSLUANAAINAALTAL
WINTTIU
a9
AN NWUARASINANI U B IV AUAR 4.94 1.60 LALAE
N5 ARAMNARFIAN M TAAUTTANDI NAS. 4.73 1.72 LALAE
auaulanisiSeu s dusgann swuineiiseu  4.87 1.61 LALAE
nsfaaydedInn nszdulieeniizedsnized 5.01 1.67 LALAE
UAF.UINVL
AN NWUFABATINANI U TIDNTHIL 5.22 1.63 LALEE
o oA <, ~ o a < o
dudniduuinifeldiseun uas. 5.21 1.70 LALAE
dudanugrlunisdoun uas. 5.34 1.74 WALAIENIN
duidAnduiieliiiaun was. 4.97 1.65 LALAE
augdlanlaFeu uas. 5.54 1.54 WAUABNIN
AN NWUADATINANT UL TING ANTTH 5.14 1.62 AU
auldiaInuUNISSeu &S, NINNIDE19DU 4.66 1.56 LALAE
Welsfinunduseimsisous audesnFaunu 5.11 1.70 LALAE
UAD.
SudaInTSouny Nas. aaldlusuian 5.30 1.69 WABAIBNIN

RN UAD. PN NMW%WBW&BQT%ﬁHﬁﬁiNW%ﬁW‘H

HATRINNTABENTNNSAAIARUARAIANTIT RBAIL
ynWUABATINARA T TRNInANI NN INedpglaviy
555UNBFIWUIN MSADAITNSARIARUADFIANIT
mimﬂLLW%L‘f‘I@JmLLazmiﬁdauéammgnﬁWLfJuéTaLLUs

ﬁa'amasiam’mEﬂnﬁ’u@iamwNamﬁ’meﬁimmm’lumamn
Imﬂﬁﬂ'ﬂmwmmma%mﬁmm@ﬂﬁuﬁamwmamﬁmsﬁ
Tawsanlasesay 71 (R2=0.71)

UR 7 aUUR 2 (14) n.A. - s.A. 62 / 101



'
a1

a1swh 3 Namﬁmiwzﬁmimnaﬂwn@ma:m’nmiﬁamimimmmmuﬁaﬁaﬂuwaamadammHﬂﬁ’u@iamw

NANA A
fauUswansal B SE B p VIF
ATl 1.213 0.130 0.000
ﬂ?iLNﬂLLW%LﬁBMT‘U@G@Gﬁﬂi 0.443 0.043 0.465 0.000 0.359 2.788
nsild@UIINYRIGNA/AINANET | 0.403 0.043 0.424 0.000 0.359 2.788

r=0.84 R2=0.71 Adj R2=0.71

é'hLL‘U‘smuﬁamwQﬂﬁu@iamwﬁmﬁmsﬁ ANNITWENTDE 0.443FC + 0.403CC + 1.213 = CBE

> a £ o a e = £ o
b iy mauﬂimmmimnaﬂmmm‘wmnicﬂugﬂﬂzzuuuﬂu B unu AENUSEENTN1TNANREVRIAINEINT DL

Tusdazunuanasgie R2 unu Auss@ninimaesnsneinsal  Adj R2 uni A1dse@nsniwniswensnin

9 1 { 1 s a A‘ 1 &
USUUAT SE Ui AIAINNARIALARDLNIATIIUTRIAIENUITENINI50ANDY FC BRIEDI NISINELNILHENIBY

[ = = 1 £
29ANTS CC MUN8DY NMTHAIUTINYBINAN
CBE #3889 mwanﬁu@iamwﬁmﬁmsﬁ

mi‘wMaufa‘lauvl,wmmﬁl,mwzﬁmaaaL"anv;
U NAN NN LSS TIPSy [iauang
anududaseaanuee Mulitcolinearity Test lasld
ANADG Tolerance waz VIF %dLﬂmsﬁﬁI/’JvL‘LJ Tolerance
Asialdidlng 0 waz W1NNd1 0.2 uay Variance
Inflation Factor %a® VIF msiesnit 10 @lunis
340l Tolerance I@ 0.359 uaz VIF 2.788 3adoin
WWudaszeonu (81510 Jude. 2557 : 43)

L:ﬁ'aﬁwmamﬁ%’m%a@mmwuam%m%mmm
aﬁﬂ‘mm"mﬁuﬁuQﬁa"ml,ﬁ'mﬂﬁaﬂumsﬁamﬁmﬁmmm
nﬂﬂuLﬁuﬁaaﬁamm&ﬂﬁcymmmﬁaawshu%aéfmm
1uwﬁwmﬁaLﬁaa%’wmmgnﬁmiamwﬁmﬁmsﬂm
WWIzaNIIndeNNwInendadaminfnsindy
ﬁaaL%ﬂuﬁatlmuLaaaﬂwauwﬁmmﬁﬂqimﬁﬁﬁiim%
7% ;ﬁ%ﬁ%’wﬁaLauauu:ﬁmmiﬁmmmiﬁams
N1SAAAVBINMNINGIRE Tmﬁﬂﬂﬁmﬁaguﬁﬁaa'ﬁ
Aaaliesanisiiowinisdeans NMSYITUINITNG

a

NAALLOUINMSITEUNITADU ToyananTTNAINUGNU
=

= & A = o a
NI13IFAN LLazLua‘M’mL‘LJuLLid‘iJumaiﬁﬂum‘ﬁW g

2 ﬂgi 12 u’; > £ 7 d!
stuvumsasienidesdunsrfudilalaing @
faI01AEN1TRRNUULYTaYATEAITIMNIZANALTD
FIAN UBNANE NISROFNTHIUTDFIANADIINIEL

N15UTERIUNITNIINUIINAUTEWINITDAILANLARE

102 / ssansdmsudanssudoansdvau

Uszinniuwnineasiieg laun dewidlide Fedng
a o < s = o
Folnsvad waziuled sanludinisusyauuiy
AUILINUNLNEITRINUAITFDAITLALAITUSNNT 59U
19N15a519ANNRFTINANFed NNl un19nIg

' )

a o Qs @ = a 3 U
NIRAIlABTNTNINANYY WAz AweLn

asdwan1s39y

n939enuI1 JatuinAnslianuaAyde
msldFesiauAoudisann dmlngldnauuiedns
w3 Flussatulagianzriiugansnln e
AUNTBYA ANTULA waznsanmutienaula
LafAMNADFIANTDINMIINGI A UUSTNO LAY
FofsnuiunenisTesuningds uazuazAedin
laidunionig %ﬁmzﬂmmjuﬁfnﬁnww%aawﬁ
i e l@sugnasuisfion NIAANINEITEANG
PIUNITIFIU  LATNISUATYNININIGIEEU ANAR
FuAoN1sa0a15N15AaATUEIUNNSINELNS LD
IngaiAnsuaznIsiamusInvsinAnsdsegluszay
Wing  UnAnslanuAnindea Ny nWusRens
nARA T F 9ol VINDANTTNUALLTINAUAR
agluszAUTUMEY NANTIATITRDANDENYAILERAS
Tfiudn nsdeansnsaansudodsnunsaesiull

HAGBAIN Qﬂﬁu@iamwﬁmﬁm% AT WRINLIRE



AMNTUADINILUINIIANITFRAITNITAAIAKNUTDFIAN
2819HUTLANTA N LNBAS1IANUANARDATINANA DU
Tngnsativayuliiianisdaansiionn JUMLY uay
a ' A o a '
FLUUNSADAITHIUFDFIANNAHNaNAD 1

onuUs1gwan1sdvy
anInenaeglanesssunsnaiduuniineiay
Daliiseusldnaendin iagaﬁﬂmmmjuﬁaaﬂw
infnmsEAUUS Y asvesmTIng1duiiengiade g
AN aeall Lwiﬂ'amagﬂunfojumual,i“ﬁ'"mw
1 35 T wungdnssunisldedonuiduszesina
WInann 3 Flassesu uazruTsImENsln
unan Lﬁ'amiﬁum%ga fneusosaulas wazanu
Tuia lduanasanansuznguimegniluniside
wofnssunslddedinsvesin@nEresunineas
TUn (150 AS1IMEA Uaz Aty 2560) UAZNIT
§1979209ngNUsEEINT Ny (AUNNURABIUIINTTH
M9BLENMIeAngd (aeAnsuvTY, 2560) MTIdEd
indneldanugndyiunslddedsauiuegisunn
UnAnsfiugistunisdeansnisaainniuiedony
wludimnsineunsiianaesesAnsuas nsilainsan
gaainfAnmEhudsdinnannndnItumsITeNNANE
seauUsaneslulnefidesnislidedsnudutome
MaNtUNISANE (3TN0 280942 UATAME, 2557)
swlutansidelungugnivesesdnsgsiassyiins
foansnseaariudsdeauaniiiomesdnsadned
(Kumar et al., 2016) WaZN1TASIINNITHAIUIINAIN
anf (Rishika et al., 2013) TIBATNAMNTNNUTEU
ANugnAn (Sashi, 2012) MsAseiTusuinnsioans

mima’mmuﬁaﬁmu ﬁx‘lﬂ’]iLNEJLLWilLﬁ@M’]?J@\‘]@dﬁﬂ‘j

fnaanssuUs:NAf
mﬁ’é’fﬂﬁ%tﬁ%’uﬁuqmﬁgumﬁ%’mmﬁ’umn

mwﬁwma"ﬂqimﬁﬁﬁﬁm%iw I8 UBVDUAMENTI

12IaTNTHEIUIINTDY UnANEHNafaANNYNAULD
UNANHIADATINARAMILTINAUAR LTIDNTU WAZ
IWOANTIH goandninun1siseludrsszmeniien
FUMsiNeundLilowuesesdng (Ashley and Tuten,
2015) Wazn130d@IUIINYDIQNAT (Islam, Rahman and
Hollebeek, 2018; Carvalho and Fermandes, 2018)
AINAABANNENANUABATINANA MY SINTINITITY
Tauenaluudunuesundnedsinisdoansnis
mmm*?idwaﬁiammQﬂﬁuﬁiamwamﬁm%é’aﬁwmi
U IiovsesesAnsuar nsiidiusnsenindnm
ag’lumiﬁ'amsmimmmmuﬁlaﬁmm’lmmﬁﬂmiﬁ
dmdrnlunisaoansasialmal

sratiu LisuanmIneapglevissssnigss
mﬁmamﬁumiﬁnm%ﬁLﬂuﬁaagaLﬁunﬂﬁﬁaaﬁiﬂ15
mm@dwuﬁaﬁ"&ﬂmauvl,aufiuﬂ'ﬁa%ﬁamwQnﬁu@iamw
NARAUFINTY MsWRINTAG s WReFeaNS
mimmmi’]uﬁlaﬁmuLﬂul,'%iméwﬁgy@iamﬂNﬁmffm%
NWIINYIAEY aﬁfuaguﬁ’umamﬁfmﬁdmm (3
$oni As1imzaed, 2558) nszdsdsauillalania
s[.ﬁ’d%wLﬁa‘lﬁ’ﬂﬁ%aﬂﬂﬂaﬁﬂLLaZﬂ%’Nﬂ’ﬂu&dﬂﬁu@i@
ATIHAAN U LANINNIINNT TN BUNU TET ANAUS UL
aLAn Tmfm%’mLf';ammi??iami*?iﬁﬂmmﬁiaﬁnﬁﬂm
Ltaznizﬁuﬁﬂﬁm:nﬁﬁ'aui"mé?m,l,@ii:ﬁuﬁ”ugwuﬁami
FAANN STAUNANNABNITUAAIANNAALAY lUaun

o 2

srAvgIReTINNAnlonusaiulFeans NAANWSTINE

::1' I3

ngm a\‘iﬂﬂim‘iﬁﬂ‘iﬂwﬂﬁ%ﬂﬂ’a’mQﬂﬁuﬂlm@ﬂﬁﬂ@ia
ASINARAUNTINNINANIIDNTH ANAALAZNITN
o > <, >3 ﬂ’l LU NICIID 1
TN amﬂuﬁwwLuamumamimmmwmuﬂﬁqNa
N15U5LNBUNITNIINITIHN TOLRIVDIATINAAS DU

I3 < o I3 ]
BIANT LLa:ﬂ’numﬂu“nmamﬂﬂuﬁxmmma‘lﬂ

ADNA LAZUNANEIYDINRIINGAE QG‘IE‘]U LUUFBUNIN

a9

lun15398A5 99

UR 7 aUuR 2 (14) n.A. - 5., 62 / 103



19NA1SOIIDN

MIAU ATIIULIA. (2558). wuInnNsidFedIny
2 aUAUITUYTLTITFNNUD. 15815398
AN1ANADIANAY. 8(2): 55-69.

11301 AS1INIIA 233 ENena aaauria Suunsue
WAZ TRANT AUNTA. (2560). WOARNTINNIS

o o 3 an o a =
ldRadinneaulatanslidnszauuSynns
a % [
UAINRENBATANENS. MTAITUTSUANEAT
dA2. 10(2): 16-31.
Nwﬁwmﬁﬂqhﬁﬂﬁiim%iw. (2560). nsUsza
AMENITNNITHAIUIFADNITISIUNITHOULAL
a a 1 Qs o Qo =
U3N15BINITUNRIANDIFIUNNALULAE
= 3 dl = o ™3 =
n1sAN®Y A3 1. uunys: drinmealulad
NNSAN®I NASD.
YoYoN AIAZDIA. (2556). I5NITNIENAAINTY
a o 1 a ¢ ngz' ql
M13398 1N 1 (WNWASIN 5). Nganwe:
gisenandu.

FEANTIOU AADIFY UNT @19185a Wnonu neneuan
wend 13w uaz 3017 wnauen. (2557).
NOANTTUUASAAUARTDIUNANBIAUE
LATANAANTNWIINGIAeAAUINTHBN1T LT
A o ot a a
FoFonnoaulatlunIsEou. 215815331115
Veridian E-Journal, 7(2): 802-812.

AUNNUNUNRINTTNNIBIANNTBTNE (BIANTNIITYU).
(2560). $1BITUNARITIINOANTIHE LT

[ 3 £
dumasiiia ludszsinalne 3 2560. Fuau
Wa 12 JquAn 2561, N https://www.
etda.or.th/publishing-detail/thailand-internet-
user-profile-2016-th.html

o >3 = >3 2 @ = ﬂl

auinnsideunazinug. (2561). TayadnAnsinag
ANIUNINWITTAVUTYYING. NNIINLIAE
qlaviB599113977

o = U Qﬂs o Qo = o S

§1970y HUA4. (2557). ARAIUFIRINTUNTIAENGBY
wazUJUa. ANWATIN 1. ngannwy : &nn
ﬁuﬁuﬁaﬂgmmmcﬁwﬁwmﬁﬂ.

Ashley, C., & Tuten, T. (2015). Creative strategies in
social media marketing: An exploratory

study of branded social content and

104 / ssansdmsudanssudoansdvau

consumer engagement. Psychology &
Marketing. 32(1): 15-27.

Baltes, L. P. (2015). Content marketing-the fundamental
tool of digital marketing. Bulletin of the
Transilvania University of Brasov. Economic
Sciences. 8(2): 111.

Bijmolt, Tammo H.A., Peter S.H. Leeflang, Frank
Block, Maik Eisenbeiss, Bruce G.S. Hardie,
Aurelie Lemmens, & Peter Saffert. (2010).
Analytics for Customer Engagement, Journal
of Service Research. 13(3): 341-56.

Brodie, R. J., Ilic, A., Juric, B., & Hollebeek, L. (2013).
Consumer engagement in a virtual brand
community: An exploratory analysis. Journal
of business research. 66(1), 105-114.

Carvalho, A., & Fernandes, T. (2018). Understanding
Customer Brand Engagement with Virtual
Social Communities: a Comprehensive Model
of Drivers, Outcomes and Moderators.
Journal of Marketing Theory & Practice.
26(1/2): 23-37.

Constantinides, E., & Zinck Stagno, M. C. (2011).
Potential of the social media as instruments of
higher education marketing: A segmentation
study. Journal of marketing for higher
education. 21(1): 7-24.

Creswell, J. W. (2013). Research design: Qualitative,
quantitative, and mixed methods
approaches (2nd edition). Thousand Oaks,
CA: Sage publications.

Dessart, L. (2017). Social media engagement: a model
of antecedents and relational outcomes.
Journal of Marketing Management.
33(5/6): 375-399.

Giamanco, B., & Gregoire, K. (2012). Tweet me,
friend me, make me buy. Harvard Business

Review. 90(7): 89-93.



Gummerus, J., Liljander, V., Weman, E., & Pihlstrom, M.
(2012). Customer engagement in a Facebook
brand community. Management Research
Review. 35(9): 857-877.

Harrigan, P., Evers, U., Miles, M. P., & Daly, T. (2018).
Customer engagement and the relationship
between involvement, engagement, self-brand
connection and brand usage intent. Journal
of Business Research. 88: 388-396.

Hinkle, D. E., Wiersma, W., & Jurs, S. G. (1998).
Correlation: a measure of relationship. Applied
statistics for the behavioral sciences. 4:
105-131.

Hollebeek, L. D., Glynn, M. S., & Brodie, R. J. (2014).
Consumer brand engagement in social
media: Conceptualization, scale development
and validation. Journal of interactive
marketing. 28(2): 149-165

Islam, J. U., Rahman, Z., & Hollebeek, L. D. (2018).
Consumer engagement in online brand
communities: a solicitation of congruity
theory. Internet Research. 28(1): 23-45.

Kumar, A., Bezawada, R., Rishika, R., Janakiraman,
R., & Kannan, P. K. (2016). From social to
sale: The effects of firm-generated content in
social media on customer behavior. Journal
of Marketing. 80(1): 7-25.

Leckie, C., Nyadzayo, M. W., & Johnson, L. W. (2016).
Antecedents of consumer brand engagement
and brand loyalty. Journal of Marketing
Management. 32(5-6): 558-578.

Marketo. ( n.d.). What is Content Marketing?. Retrieved
from https://www.marketo.com/content-mar-
keting/

Nambisan, Satish & Robert A. Baron .(2007). Interactions
in Virtual Customer Environments:

Implications for Product Support and

Customer Relationship Management, Journal of
Interactive Marketing. 21(2): 42-62.

Osterwalder, A., & Pigneur, Y. (2010). Business
model generation: a handbook for vision-
aries, game changers, and challengers.
John Wiley & Sons.

Rishika, R., Kumar, A., Janakiraman, R., & Bezawada,
R. (2013). The effect of customers’ social
media participation on customer visit fre-
quency and profitability: an empirical inves-
tigation. Information systems research.
24(1): 108-127.

Sashi, C. M. (2012). Customer engagement, buyer-
seller relationships, and social media.
Management decision. 50(2): 253-272.

Schivinski, B., Christodoulides, G., & Dabrowski, D.
(2016). Measuring consumers’ engagement
with brand-related social-media content:
Development and validation of a scale that
identifies levels of social-media engagement
with brands. Journal of Advertising
Research. 56(1): 64-80.

Schivinski, B., & Dabrowski, D. (2016). The effect
of social media communication on consumer
perceptions of brands. Journal of Marketing
Communications. 22(2): 189-214.

Vargo, S. L., & Lusch, R. F. (2004). Evolving to
a New Dominant Logic for Marketing.
Journal of Marketing. 68(1): 1-17.

Verhagen, T., Swen, E., Feldberg, F., & Merikivi, J.
(2015). Benefitting from virtual custom-
er environments: An empirical study of
customer engagement. Computers in Human
BehaviorYamane, T. (1973). Statistics:
An introduction analysis. Harper & Row.

48: 340-357.

UR 7 aduR 1 (13) u.A. - D.9. 62 / 105



