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Abstract

The objective of this research is to test the relations between effect of content digital marketing on
marketing performance of retail business and service in Thailand. Questionnaires were used as a tool for
collecting data from 460 executive of retail business and service in Thailand. The statistics used for analyzing
the collected data included were multiple correlation analysis and multiple regression analysis. The results
showed that content digital marketing in the aspects of relationship, value, identity, emotion and intelligent
content overall has a positive effect with overall marketing performance of retail business and service in
Thailand. Consequently, the executive of retail business and service in Thailand should focus more on content
digital marketing on reliability, intelligent content, information, relationship, value, identity and emotion in order
to perceive the customer’s feedbacks, to systematically managing the customer’s database, to build reliability
so they could constantly gain the trust and loyalty from the customers and persuade them to repurchase the
product and service in the long term.

Keywords: content digital marketing, marketing performance, retail business and service in Thailand
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NeFaUAISILIITIMUNLAUATY 0.40 WuATiseusuld waznismatrudeiuvenasasie (Reliability Test) vaq
wuvgeuaandumed Tngldiimenduuseaniuearives AseuwIA (Cronbach’s Alpha Coefficient) §3n15mana
AaTtaidaiom ﬁﬁﬂé’uﬂssﬁw'éLLaaWﬂﬂsaumﬂaqiwdw 0.853-0.897 uazNan15ALIuIIuUNINITRaIn A1
ﬁmﬂasﬁm’éuaaﬂwaamaumﬂagjiwdw 0.905-0.941 Fsaeandeaiu Nunnally (1978) ldinaueinanutdedoniu
ngufives Cronbach FauugihidiAduuszaniuearivasasouviadilng 1 wansindieuaenadasiuseninede

aaulusuugeuaunn aansathluldlumsiiususudeyaiiievinisideseluls

AdAuAzNITIAIIzdaya

Tunsfnyideaded fiselaldadfmlunismaaeunninunsrosiuns WWud mavesouanudsiugssvine
wUs9a5% (Multicollinearity Test) lnan15l4 Variance Inflation Factors (VIFs) LLazaﬁﬁﬁiﬂummmaauauuﬁgm
leun nMsdiasizanduiusuuunyga (Multiple Correlation Analysis) azn15itasiefinisanneenyg (Multiple
Regression Analysis) FauTouaunsle ﬁ'ﬂﬁ

MPM = O+ B1RS+ B2IT + B3RT + BavL + B5IT + B6ET + B7IC
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NaN15398LLazN15aAUTIBNE
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fals  MPM RS IF RT VL T ET IC VIFs
X 3.94 4.03 4.07 4.15 4.02 3.98 3.83 4.12

S.D. 0.53 0.52 0.61 0.64 0.57 0.50 0.68 0.64

MPM 0.310**  0.374**  0.327**  (0.528**  0.038**  0.507**  0.526**

RS 0.561**  0.627**  0.333**  0.459**  0.533**  0.474** 1575
IF 0.558**  0.353**  0.3d4**  (0.552**  0.473* 2174
RT 0.498**  0.310**  0.547**  0.526™  1.849
VL 0.111*  0.565**  0.592**  2.130
T 0.190**  0.352 1.818
ET 0.667**  1.326
IC 2.144

T
o ada 1Y

*dudAgsaiANIzau 0.05

(V4 o
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o
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aad

N19ad i szav 0.05 lnediaduusedns andunussendng 0.038-0.528 ludrdusauy 31783 aviin1snaasy
Multicollinearity U51n931A1 VIFS ¥03i7uUs8a5¢ n15na1nfdviatduilonidainud 1.326-2.174 wangin

AnuduTusvesuUsdaselufstuneliAndym Multicollinearity Fsgenndasiu Black (2006) lalauoan VIF &siian

Hounin 10 wansdulsdaseiinnuduiusiunaladiindgm Multicollinearity
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Aanwazusnisiulsenelng

wan1sAHLUNINITNANAlag s

N1SAAINAINALTIL LN

- —= < t p-value

duUszansnisannae AFNUAAIALARDUNINTITU
sl (Q) 0.420 0.151 2791 0.005%
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F = 94554 p = 0.000 AdjR2= 0.594

o o o o
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