n1sWaILINaENsn1TRaIaLdallaniaaulall

VBINFUFINIRANTIURNMD JanTadeslnal’
THE DEVELOPMENT OF AN ONLINE CONTENT MARKETING
STRATEGY OF TEXTILE FABRIC HANDICRAFT PRODUCT
IN CHIANG MAI PROVINCE

#M1iMs ALfA

Sutapat Kongkird
URIINYIEWIGN

Payap University, Thailand
E-mail: sprightly12@hotmail.com

x4 1
UNAnga
N7 UiIngUssasAiaMauIuuuTIa09weIn1snaInlaLilen veangugsna

9
o =

PRONTTUNIND J9InTIAT el WieAnw1U398n159a19 3 dounINnidnsSnananis

| a

gouuNAniel veangussAninansIuiive damiadednl waziievuuudiansd
IHnasmdngnsnisiinevsuanudnismarnidaion vesngugshainanssudme
Jamiadeodnl Tnsudseenidu 2 szog msideszogiivile Wunsifeuuunaunany
Tnens3doiaiun MWnqudede fe filidedenuosulatl $1uau 400 518 19
wuugeuauvvesulatlunisiutdoya n153dei@nanin yinsussyungugasniu
fuszneumsinanssuimesiuiu 5 vinu eBudunuudiassitldainnside ddvde
11 Zeven - Zix Model dauflumsiianziosAdszneuiladisg EFA ddduilaany
naundureslagenadoinaunduivtoyadszdng laedadvdanunaundui 6
Fulnunusioonsu Aeadud X2 = 164.025, X2 = /df. = 2.688, RMSEA =
0.065, CFl = 0.974, TLI = 0.967, SRMR = 0.023 Wa¥N153LASIENINTNE WU
mimm@LG’?NLﬁamdawam'amiaam%’“um%mﬁmsﬁﬁmmmﬁmaﬂumqﬂﬁﬂ AN IDERUEG
ysaRATsEiv 0.01

mMideszeriiaes iunsiuuudiass Zeven - Zix mnnanisideluszosd
silaneusuanuimanandsdemosulatliszneumsiamiagurudiive Smin
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Abstract

The research is divided into 2 phases as follows. First phase research is
the result of the research used a mixed method. Quantitative research and
qualitative used a sample group of 400 social media users using online
questionnaires to collect data. Qualitative research results Is an in-depth
interview with successful textile handicraft entrepreneurs from content
marketing and consumers who used to buy handicraft fabrics, 5 persons and
Focus group with the successful textile handicraft entrepreneurs from content
marketing 5 persons to confirm the results of the model development
obtained from research which is named Zeven - Zix Model. This research
developed the model of Zeven - Zix Model Content is an important factor that
affects the Acceptance of customers' products, woven fabrics.

Second phase research Is knowledge training and online content
marketing skills for textile operators with a sample group of entrepreneurs in
the category of textile handicraft products in Chiang Mai Province, 30 people
using purposive sampling with pre-test and post-test results. The research
found that content marketing training with the effectiveness index with El =
0.670, meaning participants had a score 67.00 percent higher than training that
the lessons on online content marketing strategy development of textile fabric
business group Chiang Mai Province Resulting in an average score after studying
higher than the average score before studying with statistical significance at the
level of 0.05.

Keywords: Content Marketing, Acceptance Product, Purchase Intention,
Attitude, Handicraft
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Usznalneiulgunsilinsatuayulunisiimaluladunldlunisiissia
Zundh “Thailand 4.0” fiflunguiivalasiamelungunsndyddidnnsedng fio
Tfuiduiedeuasugia dudseiusnughfeszdugramnss Tnsanizogneds
nawaATygitessiiEuarfesaiefudseugmen Selagtudedinusoulay 4
AudFnyesaBean1snatn naBAlud w.e. 2561 wuin aulnevhAanssulunisly
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i danavilviusenaunsianviarinanssuime st dwmetdiseld
antiowas legshafinsudsiugaiu sshedemsiinagninisnaiaiiviuateifiefios
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AAUARADLUTUA (Attitude toward the brand) vifuafan15viIA19Ma1a (Attitude
toward Marketing) arufialade (Willingness to pay) nsndvLNdesnAss (Repeat
Purchase Intention) N13d8a15UNABUIN (Word of mouth) §3del¥n153iA51e%
99AUTENDULTIE1929 (Exploratory Factor Analysis Model: EFA) WU Scree Plot,
Rotated Factor Matrix Wa¢ Total Variance Explained tavin1sdnangudauuseu
w1 esduszneu fe 1) mananaiBauilem (Content Marketing) wagngudus
anu 31 1 9efUsEneU fe nswensundn e (Product Acceptance) Fadusaudsii
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flendiimnuaenadas X2 = 164.025 drunas, X2/df. = 2.688 {1ULNNT, RMSEA
= 0.065 W1ULNEU91, CFl = 0.974 W1UA91, TLI = 0.967 1NN WaE SRMR = 0.023
NN MUY TUmaiAUEenAaDd (AN5197 1)

A1519% 1 ANEDRNIUYSULUUINRDWIgUNUTAIUSULUUINADY

Goodness-of-fit Acceptable Values Value Result Value Model Result
x2 Wbna 0 542.195 BULARN 164.025 NAULND
df. - 64 61

x2/4f 2<X?%/df <3 8.471 TN 2.688 NN
RMSEA 0 < RMSEA < 0.08 0.137 LN 0.065 WU
CFl 0.90 <CFl< 1.00 0.879 lalsinunauat 0.974 WU
TLI 0.90 <TLI< 1.00 0.853 lalsinusnaui 0.967 NAULND
SRMR 0 <SRMR < 0.08 0.056 LN 0.023 WU

N153ATIERIAUSENBaULTeBUSY (Confirmatory Factor Analysis: CFA)
AN5199 2 NNTIATIZIIAUTENBULTaEUTU: CFA

Construct | Measurement item Factor loading Residual SE t-value R2 value

Content Marketing
Relevance 0.812 0.340 0.023 34.930 0.660
Informative 0.878 0.229 0.014 61.097 0.771
Reliability 0.920 0.154 0.010 | 89.924 0.846
Value 0.936 0.123 0.010 | 94.354 0.877
Uniqueness 0.882 0.222 0.015 | 59.033 0.778
Emotions 0.930 0.135 0.013 | 73.797 0.865
Intelligence 0.927 0.141 0.010 | 93.331 0.859

Product Acceptance




248 | Journal of Social Science and Buddhistic Anthropology Vol.5 No.2 (February 2020) Q%y@

Attitude toward Ad 0.893 0.202 0.016 | 56.065 0.798
Attitude toward brand 0.877 0.232 0.020 | 44.343 0.768
Attitude toward Marketing 0.928 0.139 0.012 | 79.441 0.861
Willingness to pay 0.706 0.502 0.036 | 19.710 0.498
Repeat Purchase Intention 0.647 0.582 0.035 18.594 0.418
Word of mouth 0.668 0.554 0.041 | 16.303 0.446

N15A129NSNA (Path Analysis: PA)
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fuusanun fuUsna
AMseeNsUNARAY (Product Acceptance)
DE IE TE
nseaagaiion 0.793%* - 0.793**
7Y INATATWIN
‘Vill’]EJLWC{]Z ** =0.01
Relevance Informative Reliability Value Uniqueness Emotions Intelligence
4 o812 403578 40920 4 0936 4 0.382 40930 $os27

0 793 *x

Content Product

Marketing Acceptance

Attitude to Attitude Willingness to Buy in the

Attitude the Ads Word of mouth

brand marketing pay future

a | A fa a ) Y] P )
AN 1 HANISUTEUIUATNISINLNDIDNTNAVBIALUTAINALS haziIbUTHE
nUBLR: ** = 0.01
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Zeven - Zix Model
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