wuamswaansaanadationuudedeansoulan
ies¥1eAusnAluas AuA s sie
GUIDELINES OF DEVELOPMENT CONTENT MARKETING ON SOCIAL
MEDIA TO BUILD BRAND LOYALTY FOR BUSINESS

a s 1%
ANTIUR UWLAN

US53N UnTN UIMEIRENTUNNEUYT

unAnge

nMsiTeiifnguazasdiie (1) AnwdadediungAnssunisldnudedsnueeulardma
so msaseenudnilunsidudligsia (2) Anwtadenininauenismarnduiomildwasie
nsadnnudnilunsaudlisgsia (3) Anwiadedunsnandienudeulosszniadomiy
nsduAfidsasionsadseudnilunsdudlissie @) Wuswmataunmaadadenu
dodsnussulatlifioaianiusnilunsaudlisfsvesuseneunis

mMeeidunsitedninu Yssrnsililumsifeadsd fo Ussrmul@idnadd waneeld
Uimsdedsaueeulatl S1udu 56.85 Srueu Amuanguiietidunisinu Taeldgnsmils srunl
langual9813 914U 400 Au Lagldudnnisduaiog1eniedSuuuniuasain luuvasuniy
Wursesdlelunsifiununudeya afafldlunsinset leun fevas Aede dudsavumnsgu
AANULUTUTIUURLILAENTIATIEVINITONDDERUUNYIAN

wan13de wudn (1) {lidedsaneeuladliarudidglug esnisadrenissuideon
nslawanveansdudiuldannisuuziifefunsiauslavanda LineliAnnuidnsnsn
AognAmTelliy MIveredemanisindenuyIieniensusvnliazaindenisidntauag

o =<

dndansiiunisueaiulinsduindiedu nsinseaindialusiuduienseduaiuaulaves

(%
v v a

A o & M o | 1Y) Y a v
anAn 5’31]‘1/]Qﬂ']iNﬁG\Wi@u’]Lau@Lu@V'W‘UuaEﬂ‘VTLLUaﬂ&LWN NTU (2) {j?ﬂﬂﬂ@qqu@ﬂiiﬂﬂqiisﬁﬂqu

[

=

dedsnusaulay] Usznoude Tnquszasdlunmsltdedsaveeularl mwidlunslidodsaueeula
saduai drsnattunislédedenuesulatl sroznansdilidedenuesulatl ulvidodann
ooulatfiliuinsvesilivinsdessulaufiunndnaiu dawasernusndlunsidudiliunnsiety
(3) Sadonninauenanainidaievdswasioauinilunnaudwes)lduinisdessulad uas

(@) Y239 1UN15aNANANUTBLLE95ENINNTLMNUASIAUAT AINARDANLANG LUATIAUAIVD

AraAgy: N1sea1nliailont dedsruesulatl Anudnalungidua



ABSTRACT

The objectives of this research were: (1) to study factors in social media usage behavior that
affect building brand loyalty for businesses (2) to study the factors of content marketing
presentations that affect building brand loyalty for businesses (3) to study marketing factors
and the connection between content and brand that affects building brand loyalty for
businesses and (4) is a guideline for developing content marketing on social media to create
brand loyalty for entrepreneurs' businesses.

This research is s a quantitative research. The population used people who were
using and used to use social media services ,amounting to 56.85 million people. The sample
group in the study was 400 people using the Taro Yamane formula. The questionnaire was
used as a tool for data collection. The statistics used in the analysis were percentage, mean,
and standard deviation. one-way variance and multiple regression analysis.

Major finding : (1) Social media users place importance on creating awareness of
brand advertising content, as evidenced by recommendations on good advertising pitches.
Does not cause discomfort to customers or users. Expanding the contact channels with
distributors or the company to make it easier for them to access and lead to increased
brand visibility. Marketing increases promotions to arouse customer interest. Including
producing or presenting content on media that is new and concise. (2) Behavioral factors in
using social media that has a purpose in social media use. Frequency of social media use
per week. Period of using social media. Social media websites that use the service of users
of different online media services the effect on brand loyalty is no different. (3) Content
marketing presentation factors it affects the brand loyalty of online media service users and
(4) marketing factors in which the connection between content and brand affects brand

loyalty among online media service users. Statistically significant at the 0.05 level.

Keywords: Content Marketing, Social Media, Brand Loyalty
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