nsansmsUszndudusiia:-msiusan i 14 auui 1 2564

nsasu aAnuiswelaveuslag
AaLaYINITNANAUUDUFALNSTUENDINUAIUAI AT
Consumers’ Exposure, Satisfaction and Purchase Intention Towards

Content Marketing on Instagram Stories

Received: October 10, 2020 / Received in revised form: November 5, 2020 / Accepted: November 16, 2020

95101 lvunvgyana Jirapa Khemabenjapon
gnsanwal nisdudsssa Suthiluck Vungsuntitum
PIAaNNIalun1INe1ae Chulalongkorn University

UNANELD

o @

\7 1Al Usrasd Wefnnmadaiusaranufionelavesiuslon dewewinisnatn
vuduanunsuanes Tulsosuanudiiussninenufielavesfuilaaseidomnismainuy
Buamunsuanes fueudlatendssumuiommenann laedunsidodatina TugUuuunside
Bedh1a Felduvuasunuesulasl d1uau 400 g 1Jues eaflelunisifudeyananisidewuin
1) ﬂaq'ué’hasJ'NLTJ@%ULﬁammimmmuuSuamLmuama%"as“i’l,uizﬁumuﬂaw 2) nausiegeilanalasie
Hommnanauuduanunsuaneslussduiamelatiunans 3) nq’mﬁaaﬂwaﬁﬂ’mé?ﬂa%awé'ﬁwm
Hommamanauuduanunsuane’ vesdudussanidernuazeiausine warAuduspnnens
wazaun lusedud vlad eun luvasd faud slad oduddseinmed edld i wazgunsal

v
v o

Bidnmsefind wlosiimesuazvemnusetiu uasuimadugsAalsusuuaziinn lussduiiladoun
nans HansaaeUaNNAgiuwudn 1) fulaadidina eng antuam uazsieldsnaiu dmadniy
Suamunsuane’uandaiu 2) fuslafifmauazengsineiy Sanufimeladonagndnisiiaue
dommsranuuBuanunsuaneiuandaty 3) fuslnaiifionguarseldnetu danufielase
stuuy masthiauaidemnsmaauuuanunsuaneiuandnsty 4) arufisvelavesiuilnasona
N5 msthaueliemmanaauLBuanunsIanes danuduiusfunnudsladovdssusandon

AIAAAUUDUERLNTU-ERD3 InedlAnudunuslumsuIn

AdNARY : BudnuNILEnes, N13asy, Amnudanela, Wenin1seaie, Anusdlae

5101 WILUYING (WAL, J1ANTAIININGTFY, 2563; E-mail: joyjirapakh@gmail.com) uazansanual wisdumsssu (Ph.D
Hoasunary wninendusssumans, 2551) YagUumseiuvi ] ¥remansnase Uszmadnmsussnduius aagdnamans
PNANIAIVINENY

wnmiduduniwedineninudies “msladu ruiianelavesuslaa fouevnnsmanAULB AR LN SLERe3 fuARY
Filate” 1o 35 wsrugana Tnedl deemansanse asavsdnval nisdufssan WuiiUinuiineiinug FadSunsUssdunams

aouineninusluseau A UsesUnnsdnwn 2563

.67



68 Journal of Public Relations and Advertising Vol. 14 No. 1 2021

Abstract

The purpose of this research is to study
consumer exposure and satisfaction towards
content marketing on Instagram stories as well as to
explain  the relationship between consumer
satisfaction towards content marketing on Instagram
stories and purchase intention. The quantitative
research was conducted via online questionnaires
to collect data from 400 respondents. The results
of this research show that: 1) Consumer exposure
towards content marketing on Instagram stories
overall was moderate. 2) Consumer satisfaction
towards content marketing on Instagram stories
overall was moderate. 3) Consumer purchase
intention was high on clothing and food items after
watching content marketing on Instagram stories,
but moderate on electronic and furniture times as
well as hotel booking. The Hypothesis testing results
show that: 1) Sex, age, status and income have
impacts on consumer exposure towards content
marketing on Instagram stories. 2) Consumers of
different sex, age have different levels of satisfaction
towards content marketing on Instagram stories. 3)
Consumers of different age and income have
different levels of satisfaction towards content
marketing on Instagram stories. 4) Consumer
satisfaction towards marketing content on Instagram
story strategy has correlation with purchase
intention after viewing of marketing content on
Instagram story. The correlation was positive but at

a low level.

Keywords: Instagram Stories, Content Marketing,
Exposure,  Satisfaction,  Purchase
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