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Abstract

This research aims to 1) study the perception structure of social media marketing strategy as a Case Study for

Coffee Business, and 2) estimate the impact of social media marketing strategy on customer equity as a case
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study for coffee business. The sample consisted of 400 Thai people who have experienced in a coffee shop
and have experienced in a social media for the coffee shop. The data were then analyzed by description
statistic consisting of frequency level, percentage, average, standard deviation. The inferential statistics of
hypotheses were tested by Partial Least Squares Structural Equation Modeling analysis: PLS-SEM. The
program that we used to test PLS-SEM is Smart-PLS 3.0. This study set out to identify attributes of social
media marketing, including of five constructs: entertainment, interaction, trendiness, customization, and E-word
of mouth. The results of this study showed that the perception structure of social media marketing strategy at
the highest level are customization and trendiness. According to testing of hypothesis by coefficient evaluation
found that interaction and customization are affecting 3 factors of customer equity including value equity, brand
equity and relationship equity with the statistical significance at 0.05. The finding of this study can provide a
strategic guide to a social media marketing plan that can create a long-term customer relationship.

Keywords: Social Media Marketing, Customer Equity, Value Equity, Brand Equity, Relationship Equity
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sunGguii 6 | Tasun1fiUfaunus (Interaction) S8nSwasda 6.345 0.000% GUSTEPO
TasngmuenduaNUFUNUT (Relationship Equity)

auuﬁgm‘ﬁ' 7 | Tea3pnszuafion (Trendiness) idntwadadads 2152  0.031* GSTEPY

AuFNURIEUA" (Value Equity)
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ﬁaauuag1% t-stat p-value NAaNIINadau
ANNAIW
o9
sundgIun 8 | Jadunizusiley (Trendiness) A8nTwadadads 1.607  0.108 Vl,&iaﬁfum}u

AUFNEHATIEU (Brand Equity)

awﬁgmﬁ 9 | evpnvzuafion (Trendiness) igndwadadads  1.052 0.293 laimstuanyu
AMANFUANMUFUNUS (Relationship Equity)

auuﬁgmﬁl 10 | T8N I8WaIANUABINIILANIE (Customization) 6.069  0.000* GSTEPY
Hanwadadaivguuesdiudn (Value Equity)

aumﬁg’m‘ﬁl 11 | J298n1I81aIANUAINIILANIE (Customization) 2.935  0.003* GUSTE PO
idnswadadedogud1d1waI1Fud (Brand

Equity)

awﬁgmﬁ 12 | J238N1I8U8IANNGINTILaNIZ (Customization) 3.453  0.001* GBI
fdnfwadededoqmardiuainuduwus

(Relationship Equity)

auuﬁgm‘ﬁ' 13 | tadunsuandadidannsafind (E-word of Mouth) §i  0.435  0.663 LHEDSIE AN
ondwasiedaiugaenuasduen (Value Equity)

aumﬁg’m‘ﬁl 14 | tadansuandadiannsefing (E-word of Mouth) §i  0.866  0.386 Vlajaﬁfuagm
dndwasiadadugaenduanFuen (Brand Equity)

awuagm‘ﬁ' 15 | tasanisuandadiannsafing (E-word of Mouth) §i  4.506  0.000* GUSTE P
intwadededoqudrdiuaituduwus

(Relationship Equity)

o o e a

wiseg: * SlpdAynisianIzauanugain 0.05

LERETE (R}
[Entertainmmend
ATuATAR LA

[alus Equitel

L g s Wl

[Int=raction]

ATUAT AT T T

[Brand Equitd

LR A FERETENE TRt

AT TT AW

[Custornization] ATUATATH

LERET TR LFv.

[Reelation=ship Equity)

ATuanAa

AANmTatng

[E-word of Mouth)

AN 2 uEAITINANITIATEAFNNATIRIINNIBLLWIAAN I

%mmm: * p-value < .05, RMR = .08, NFI = .62
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