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CLUSTER ANALYSIS FOR MARKETING CAMPAIGN
USING SOCIAL NETWORK
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Abstract

The objectives of this research were to 1) find the most important factors influencing
purchasing merchandise or using services that are advertised online, 2) identify the number of
clusters and the clusters characteristics that purchase merchandise or use services after seeing
online advertising in social media. The sample group was people who used to purchase
merchandise or used services through online social media such as Facebook, Line, and
Instagram. The questionnaires were used to collect data for 400 samples using Convenience
Sampling Method. Statistics used to analyze data were percentages, frequencies, correlation,
and Cross Industry Standard Process for Data Mining (CRISP — DM) using Operator k-Mean. Data
were analyzed using statistical software and Rapid Miner Studio 6. The research results found
that the most important factors influencing purchasing merchandise or using services that are
advertised online were saving information for further consideration, the text, image, and clip
advertising on social media, satisfaction with merchandise or service, and interesting price. For
clusters characteristics, the findings indicated two clusters: product conscious cluster and price
conscious cluster. Although these two groups had clearly different characteristics, they were
similar on the influence of online advertising in saving information for further consideration
and interest in the ads once seeing text, image and clip advertising on social media. Up-to-
date methods and technology innovation should be considered when creating ads online to
attract more shoppers and create more shopper’s involvement that would lead to increased

purchasing.
Keywords: Cluster Analysis, Social Media, Marketing Campaign
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0.3081 | Q7 5 | aulanislawandusrudederuosoula Weowiu presenter vasdum

0.2933 | Q10_3 | m3lawaniudediauesulauivinlidedud wion1suinig : Wududmsenis
usnslual o NUIAUEY

0.2757 | Q9 _3 | Bvswavasnislawaminudedinusaulal : ddlvidauwindeuiiioflsninudniiu
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M15199 1 Rank Attributes LAg2fUNSTRAUATIAUINIUFRAIANDULAY (5D)

0.2699 | Q9 5 | Bvswavesnislawanuudodinusaulall : lide

0.1886 | Q11_3 | TUsunsuaaasunsueniavnsnadanisae : In153us1eianiay

0.0627 | Q10_6 | mslawawudedinuesulatfivilvigedum wsen1suinig : galalusunsy
duasunisung

0.0000 | Q7 6 | aulan1slawandumriudediruoaulal Woiuuwiining viefauAies

2. Clustering process AduUNITIATIZRAIBNSLY K-Mean Operator Namﬁm'ﬁﬂzﬁmju
anunsowdadeyalaidu 2 nqusendawes Mwansseasdenlunsed 2 Tnefidnuvazusedivous
AvAAALNDT MIsvazBunneselUll

2.1 Cluster 0 nauihlunguinszndnfe@uduazn1su3nis (Product conscious) 1ng
=1 2 v Py a & v | a Aaa a ' &
nauilaziiuteyaliien1siiansande (egar 73.9) uazlusunsuduasunsveiidvznasenisde
Ao N15USNNSNaINITIe $ewar 51.4) aulanislavaniudniudsdiauasulal oy Toa21
A edUlawandunt Saaz 50.7) nslawanniudediauaaulatdnvinlidedus A AuRanela
WNeafuauAvsonsusMItiu 9 Geuas 43) waznisiveauaudulusunsudauasunisueniidnina
#9n1530 ($a8ay 40.1) Aatiu d115U Cluster 1 n1stawuNIudedirueaulatdaisuiuligliy
ANAINYBIAUAT NITUINTUAINTVY Foluwaniilitenind A wagadulayaunduainaigany

waula warlusunsudaasunisvenivewonsziluansafgaanuaulavesgninguild

2.2 Cluster 1 nguiilunguiinszniinfissnan (Price concious) dusunguillusunsy
' a Aaa a ' g oA ¢ 2 & v a a
duasun1snenidninadensde fe Weslduinisansinias (Seuay 100) Bvdwavesnislawan
' A o ¢ & < v v oA a & v a v A
Wiudedinneaulall fie tiutdeyaliienisiiansande (Segar 68.2) aulanislavanduaiiude
Fipuooulad wWawiu 19211 2w pavlawudual $esay 57.8) haznislawmuiniudadeny

e":l' o vdgl/ a 2 A a = 1 % £y 5 o v le’

paulaufvinlngadual ¥san15USN15 Ao s1Aunaula (Seway 40.7) aedudinsu Cluster 1 NS
lawaiudedinueeulalaisiiufgrdiuesisudnisansimanzaiunsafineanmnguills diu
YA NFIVUTITaNLAY FolawanNivanny A kazadulawundurmfalsnuuiaulaazaIuise
fagaandnguilldd uenaintudieaadungu Price conciuos gnAnguiidsweuiiaviiudeyald
WBN1TNIITUNTDAE

a o [y 1 v Al a v ¢ A = 1 4 o ¢
13199 2 ﬂ'ﬁf\ﬂLL‘UﬂaHm%ﬂﬁji@ﬂﬂ']‘l/l"?ﬁ@ﬁllﬂ']@@u1@uLllEJL‘WL!UﬂWiI?JUmWNWUﬁEJaQﬂﬂJ@@UVLﬁU

ardudl Attributes Cluster 0 Cluster 1
(258, 64.5%) (142, 35.5%)

1 avlanslavandudriudednueeulal ety logo vosdudn 0.092 0.109

2 avlamslavandudrindedmussulatl dowiu dennu nm 0.507 0.578
paUlawanduan

3 aulamslavandudrndedmuseulal dowiu TUswnsy 0.261 0.186
ALESUNITVILVDIAUAN

i avlanmslavandudrindedmuseulat dowu deddiemn 0.120 0.097
seazideaieudud iy
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M19199 2 NP uundsznguandnFedudeeulalidewiuunislavaiudedinuseulal (o)

A Attributes Cluster 0 Cluster 1
(258, 64.5%) (142, 35.5%)

5 avlanslavandudriudednuesulal dewiu presenter vos 0.021 0.023
GOLE

6 aulamslavandudrindedmussulal dowuufnng wied 0.000 0.008
AuALes

7 | svwavesmslavankudedsauneulat : Feviuiifignle 0.127 0.202

8 | Bviswavesnslawarnindedinuesularl : iiudeyalfilons 0.739 0.682
finsene

9 | Bvwavesnslawarrinudedennesulad : ddvigauuindonile 0.028 0.039
HepuAnLiiy

10 | Bvisnavesnislavanndedauseulal : e see ldweu 0.077 0.062
nslalead

11 | $vEnavesnslawanrdedinueeulal : Lo 0.021 0.016

12 | mslawansudedinuesulativilatedudn viensuinis - 0.275 0.407
s1aula

13 | mslawansudedinuesulativilatedudi viensuinis - 0.127 0.140
aauiduisinuiesienuidede

14 | mslawansudedinuesulativilatedudn viensuinis - 0.056 0.058

JuduAvsenisuinistul o Mihfusu

15 | mslawandudedinuseulaiviligeaud wiensuinng : & 0.430 0.306
AuRaelafieatuauirionisusns

16 | mslawansudedinuseulaiviligeaud wiensuinng : & 0.092 0.058
Qﬁuna'n5qmﬂu§aé’ﬂﬂmau1aﬂ

17 | mslawanshudedinuesulativilitedudi viaensuinis - 0.007 0.031
gnlalusunsuduaunisueg

18 | WsunsuduaSunmsnefidsvinareniste : Slesdusinisan 0.000 1.000
31A1E

19 | WsunsuduaSumsunefidsviswaseniste : Tvoauau 0.401 0.000

20 | Tusunsudaesumsuedisianinasonisde : finssusetafivy 0.049 0.000

21 | Tsunsudaesunisunefidsvinasoniste : Snsusnisudenis 0.514 0.000

Uy

UalEuauULANNITIY

1. MyleszsidnunzUszinguuesteyauiinaanalasly K-Mean analysis {u3snnsd
Judivensulumslinneginguuardnuazyszdnguainauidenatsuiaegainiievans (Balan &
Rege, 2017; Bradlow, Gangwar, Kopella & Voleti, 2017; Boonjing & Pimchangthong, 2017) .6l
iesesilanissedrafelianunsnaiammeinsalifianuusiudlatusmnndeyafivanzay uas
Frensimilesteyaresnisteyauimamnn fufu Jemsduuiaudoys Wuarumainuans
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VOIANWULNNUTZVINTAEAT LTU AMULANANNIAIUDITN 5116 AzdsnanonIundug lunig
Ainsgideyauaraziulsslondluin iy

2. msldedinueaulatsn q Wunawuazsliinrausimeauiesfunisideu W
Al Facebook yilviAnnaisaufuriruafvesiliifeafuiivlediedetnedsan uazdanasio
WeuaRRefunI1slawaIuY Facebook #ae (Yazdanparast, Joseph & Qureshi, 2015) Fe Ag
yhnsAnuiieifudnsnavesdedenuildfifnenslavansiudedinuesulatl sensifudeya
Aeatunislddedenuoaulat iy Ussinnvesdedinuseulall szaviianiilidunediin uay
svarnaiidnudedauosulatiiolinssiiieniuansnavesafednandenistodudusons
winsitlavaneeulaurudednveaula

3. mslawarihudedinuesulatuszneusedonny nw wieadulavandud a3y
aulawniian feduifnnisaarnaislfanuanlaferfuuianssumanaluladlva q fiawis
ity platform vosdedinneaulall 1w Infographic, Virtual world, Podcasting &g Crowd
sourcing Wy titevilinisdeansmensaasitaule aynauiy asnu innsildiusmanga
wazviliannsnandiladng

4, mnﬁ‘u%’amaLﬁamiﬁmﬁméﬁaLﬂuﬂﬁaﬁﬁmmﬁw Aoy E,j fisviswasienstedufvie
mwmwawimwmmwaaammaaulau wansliidiuindeunisinduleden ANA1RBIIINITYITRYA WA

9/
1 @

Uagdulanesulamfuluiedeyaumiaa mmmmLsuaaasuauammuummLﬂuﬂiumumﬂma
muummmmumaaam%nmsﬂummuaauiau Feafuasifinemindoiiesnntu mssdueiu
anurneufannsouduinily tinnsmana Jsmslimmdfyiunsuandsudoyaiiotu
MsvensensBiannsalind (e-WoM) iosanmsdeansuaniudsudeyaaunsailaie iuden
ooulat] uazdnualiugeifliaseuvasdeyaiiunanngudansifiedtu

5. wAlANTAlATzianuvazngy (Cluster analysis) lumeadanfiusslovilumsinges
anwazUszdnguveseyanazaiunsaldlavatganiunisel afiarsantanldedaminzauazeie
TssRvannsainlafennudeanisvesgnilinssussiiumnssfumsinseiandeyaiilaglsl
AoauuAguvensnsel nansieeiaansadilldlunsiauindedusivionisusnisivng
fumnudesnsvesgndn viierdudeyaatuayuditieliinnisnaiaaunsadnfsngugnanlangs
Whmneuasinnuiansa Bty

5 s . . < A o Aa a a Y] a £ =2 o
guyueaulall (Online community) WunTivesruniianuaulsluSeadeiudiuanuasuteyadeiuuae
urudumeiiden uazillen (Content) Minawsidudsddyianfiasdinrnudnsavosyusuiug
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