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Abstract

This study aimed to 1) examine and compare social media usage behaviors of consumers in
Thailand and the United States, 2) analyze cultural factors, motivations, and communication patterns
influencing social media usage in each country, and 3) propose appropriate marketing communication
strategies for multinational businesses by considering platforms, content, and strategies aligned with
consumer behavior within different cultural contexts. The study utilized secondary data derived from
global internet usage surveys and supplementary studies on social media consumption behavior.
Content analysis was employed to compare usage patterns, motivations, and communication contexts
of social media users in Thailand and the United States.

The findings revealed that Generation Z consumers demonstrated a rapid shift in preferred
social media platforms, with Instagram and TikTok emerging as the most popular platforms in both
countries. However, businesses in Thailand were found to lag behind these changes, as marketing
communication strategies remained heavily focused on Facebook. This misalignment potentially
reduced opportunities for effective engagement and relationship-building with Generation Z
consumers. The analysis further indicated that cultural values, communication styles, and motivational
factors influenced platform preferences and content engagement differently across national contexts.
The study suggested that organizations should adapt their marketing communication strategies to
better align with Generation Z behavior by delivering entertaining, concise, and easily understandable
content through Instagram and TikTok. Such strategic adaptation was found to enhance brand
awareness and foster brand attachment, contributing to sustainable brand growth in an increasingly
dynamic digital market. For businesses seeking long-term sustainability, understanding Generation Z
consumer behavior and continuously adjusting marketing communication strategies were identified as
critical success factors.

Keywords: Digital Marketing, Social Media, Marketing Communication
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asyjaidumsioansiiaisauifnveamadudiunilesgusu msldidonideensual wasmaddaudau
vosijuilnmsiugiidvsnaluviosiuluvasiluuiunvesanigowing mslinnuddyiunisdalendlk
fuslnauaniseniedndnual uansenuAnfuBaineassd wasulsiiuuszaunsaldmynna Faas Faeldis
ufuTad engagement wazadeAUSNRRoLUTUR ST EZEIREN I B Y
3. Feauiiunside
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unaruiiuunanuddeludnunrveansnumulTIunTINLaE T ERlonans (Literature
Review and Document Analysis) InefiinquszasdiflodunsiziosdanufidsadiungAnssunislidedsny
saulatdvesfuilaalulssmalneuazanssewsni uazinamsduaseidenaiuildlunisiausuuinig
nsdoasnsnaniimnzaudmivgsiadmed suidedlildjafudoyaugugiannguiegiddaense
wiiumslinneidoyanfsginnunasifanuindefeviludvivinsuasdgramnsay
3.2 Usginnanwiaey
e sadunidodaenans (Documentary Research) Wazd1u3d8igauuIAn (Conceptual
Research) §901/BN1sMUMIL AT g9 wazdaanzsinuidouazienansiiisadostunginssuguilanuy
dodsaueaulatl msdeasmsnaniavia uazuwAnmuiamsssut A Taglifinsmaassionniudeya
nPEUN
3.3 unaslaya
wiasdoyaildlunisAnwiudsoonidu 2 Ussinnmdn éun
3.3.1 unasdonamaizinig Idun unanuaInansansivinis wifade uazauideiiiieddosiu
woAnssunslidedsnuesulal nmsddiuswmvesiuilanduuususd n13dea1snisnain wazuuddn
AU TUTTTUUINYA
3.3.2 unasdeyaiieadifnarsenugnamnssy THuA senuanumsaidendvianardedsnuooulay
MNnvhenu wazasdnsiildsunseensulussdivaina
3.4 FBMsAaidenianans
nsfndenienaaifieldlumsiinneidudunslnefinsanannasiseiolud
3.4.1 LﬁuLaﬂaWiﬁﬁLﬁamLﬁm%’aﬂmmqﬁquﬁﬂﬁmmﬂ%’ﬁaé’mmaaulaﬁsumﬁu%lmiuﬂamm
Inguaz/Ms0ansgewsng
3.4.2 \JumAdeviessnuiweunsnelutisszoznaliiiu 10 U ilelvdeyaiimnuviaiouas
aonndosiuLIUNDsdoRdvialutlagiu
3.4.3 uenansanuvasiidananindedie 1wy Nsasivinsikunsussidulaeivsnund
mhsnundnns viessdnsidouargnamnssuiiluiivensu
3.5 naginTIATsideya
maleneitoyaliiimelirnsidailon Content Analysis) e munuszifumsAiassivdn 1¥un
3.5.1 sUnUULardnwaiznslidedsausaulaveauilng
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3.5.3 mnanidefievesuvastoyauaviiidvinavudedinuesulat
3.5.4 UM esUS U TasTsLTideHasongAnsusulan
3.6 Sumeunsdannszitoya
fupsumsduaszideyaUssnoudie
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3.6.2 MIIATIEasTAF v tenasuAazatUIMINAEINITIATEATI LA
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4. #5UNaN1339Y

MnnmsAnwmgAnssumslidedinuooulatvosuilaalulssmdlneuazanigendng nuinanuunnsis
meiamsssuiidninastsdaaursusegdlalunisldau suuuunisdeas uaznsiidusmvesiuilan
funusudluusazuszimalasdslidns@nvifiesdnToudiounginssuguilanszuinasemnelneg
wazan3§oLNIN10819azL88n (Hofstede, 2001; Kim & Park, 2017) TaadiAves Yatandey (Individualism)
waznauiien (Collectivism) iunseueduiendniianunsaidenlostunginssuuslnaldegredifoddnyidu
seAuginauagluseAuUseing

Tuvunvesszinalned siidnuvaznsiausssuuuunguden fuslaafuudldilddedsauooula
iieadannuduiuiungudsan nsfnwianunaminden waznsdidusalufanssuvesgusuesulat
waAnssudenanavioulifudusigalasdunius (Relational Motivation) fiusuidnidudumieves
nauLAE AT sRITULUTUS Yaie Ui uvesUsemravsgeu s mAsdidnuasmelansssunuulianniey
Fulnalidedsnnesulatifiouanioandsfinu arwAnasisassd wazanuduSadiyana Taglsieuddny
ﬁ”uLﬁamﬁasﬁaué’mé’ﬂmﬁuasagzmmLawwmawum

namsAnwSdiidiuin nseenuuunagnsnamnanveskuuRsssulanllansalfuumaieatu
livnUszmea wadududesusuliaenndasivussgdlanazusunmeiausssuvesnqudnung degragu
Tuvssmalne nmsasradomiiiuensunl enuduiug uasnsfdusulusedugum wwisaiuasan
Anfsouusua ’mezﬁiuaw%’%am?mnwsﬁamsﬁlL‘TJmiamaiﬁci’u%lmLLamaaﬂﬁqé’mé’ﬂwaﬁdauuﬂﬂa
LazAuARAI1sETIAETIsLinsEAUN ST (Engagemnent) ) Rodhaiiussdvsamannndt agndlsiima
fidodialundvasnisliianisd@nvianizansUszmaniniy dso1adrdanisinnunginssuuilaa
Tufmusssudue

w9 191uddedungdnssug uilnalud edsaneeulatazuandliiiunnsinvesudazsussine
uinnSeufisudednseninsUsamalnenazansgonindnsitedita Insuidenountidiing iy
nsfnwlusiuniamsssuiissssmaien ngliasdnfusegdlauazsuuuunginssuiiunnssegiadussu
(Kim & Park, 2017; Lee, 2020) n1sAinwid3suifisussninsansuszimai sssndudiordlannuunndig
\Befmusssuiidamasiensnenagndnisnainluszduainasgiausiade uaztrsiinindesiteanuiludena
gnsniTonlomginssuguilnaduusumsdoasmsnaniivulimnzauduuiasuiummeiansssy

Tavagd vuidsilldnondrdenruddyues nsdearsnisnaiauuutiufausssy (Cross-Cultural
Marketing Communication) fifesendearsndilaluusummsdany Sausssy uazngnssuguilnaseis
Anda ielishaanunsoadeauduiusiisdutudusinalussdulanldognuvinge

5. afuTena
5.1 AnwuaziUSeuifisunginssumslddedenuooulavvesiuslaalulssmalnouazanigenim

MnmsAnwinuinfianuuandisi daaulunginssunisldd odenueoulatszninaguilaalne
waroluifu deaenndeetulATausssundnues Hofstede (2001) Ao Jatandoy (Individualism)
luansgerusnuiivuiunauiivy (Collectivism) Tudsemelne duslaalnedniidiusuluwnannosusgie
unamvosalat uazunamwosumiedn ileiaiuadsmudiiusngy 1wy nsuesidomyueuviofanssudsay
FeazvioungAnssuaduius (relational) Mifuainunaunde) (Komin, 1990) lumanseiuduguslan
olFruuunanesuBuaniunsy wag TikTok ieuansdndnualdiuyana 1wy Inadnanuainsassdvie
A ST saenAdasUNLYBY Kim and Park (2017) fiwudnuaiznisuansoandsnuasluinusssume funn
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mMaUsuifevitsiusudesitananuiewd Wunuiseres Lee (2020) AfnwUszinadealagyn
NTIATIEATILINUETTY

5.2 Jnsgitademeinuinusssy usagdle uazsuuuumsdeansiidmasionginssunsldauluusas
Uszine

nnaidenud Jeadeamssandudiivuausegalandn duilaalveduiad eusesusagals

\Bsduius (relational motivation) 1y AnuAeINsTIazsnwIMEuaTANARTUIe THaifUNGY danali
sUnvvdeansidunuuden (indirect) wagsafuyuwy 1wy nsldaininosuansersuallulatifiendnidss
ANTALES (Hofstede, 2001) vz luansgoininusegalanvuiaiuairmuoniligsuuvud oans
asslunsaun wu 3aleduilidumnuduendnuwaiuuinden dafiun1sidiusqu (engagement) H1unns
UTuussdluyAna (personalization) (Kim & Park, 2017) Hasemanifliiesesuenuunnse uidadonles
AusgAunsiidunindususud Inelvaiduanudnfnnanugniuyusy diusEnidunisnszaeteys
wuulhfa msfsgalaifionszduersualdruyana (individual appeal) Aulsidenndasivaunouniiiyaiiy
Yadomeuszansaansiissaganen (Lee, 2020) Suduanudnduvoanseudruinusssulunisiwsiey
NEANIIUATIA

5.3 LAUDLULLLININTA DA INIA AT vz aNdnsugsRatiund Tnefiarsanunanredinion
uaznagnsiaenndeatunginssususlnaluusazuuniausssy

neddeiaueuuIUIU e andesiuUTUN Tussu TnegsRvtumAnasiiansaranidssuuamg

LUUREIR NN (one-size-fits-all approach) wazldnagnifiarunsauiuildeuls (adaptive strategies)
unludsznalne wusiidemiidnadunisiidusiuvessmey wu wasiguuetn Aidudssaunisainse
NN lETImAINTIUNGY Wowasuasnennudninenusus (brand loyalty) (1u 1A59015 "Share the Love”
voauvsudemsing) luansgauinimsidunisnssdudld 1wy Anssuuuinfen AlRlFusuusadon
\iauaneruAnassassAiiusnsnisulanduegenuie (conversion rate) (1 Nike's #JustDolt challenges)
ﬂaQmémdwﬁaamﬂa”mﬁmm%%’asuaa Hofstede (2001)

6. tarauauuzdmiun1sITelusunan
miﬁﬂmﬂ%&ﬁ%ﬁﬁuﬁqSmﬁwa%mﬁamﬁwuﬁiimﬁdﬂNa(ﬂ'a‘wqaﬂiimQ’U%Iﬂﬂuu?iaﬁmmaauiau‘iuu%w
Inguazanszawin dsamnsodesenidunuamaideluouan wazUszgndliidsufoalfogadtodify
ATedalumsudunsifudoyadsszdnd iledusunanisdansesisminsisudisungingsy
sevinstasiouaznisinuluunanrlesuianiziienvaziounsgelanazsunuunisiidius i unnssiu
uennilmsdrsanansenuveanaluladini wu Al uagszuuusiudon deidnsnaronissud
uaznsnouaussvasiuilnalundar Tausssudmiuniagsta fefunutliifudsnnudnduveanagns
nMspanALULTesd (Localized Marketing) Tnsnsidenunasvesalfmnsaunisesnuuuiiioniliaenndos
Aunssgslameiamsssy waznsidendiidvdnavudedsauesulayl (influencen) finssiudnwazanudodio
VoIRUILnALAAzUTEINA fadrannsalilneaiirinusssnnauinnilfunsoudmiununudeaisidia
Wlefinsziunsiidiusin anudnddeuusus wazussansanlunsiifmainseninassmalsogadedy

3 [ a o
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Useinalneuazanszensnt nuidedlifsuntiiuienuuendiadmginssuvindu sndaldinaue
wmansdeansnisnaniinevlanduiuniamsveausazUseima Saaunsnilugnisuszendliliagddu
FEAUFINATINYIA
7.1 M3fAnuMIidmsmvesfuilnaiukusud (Brand Engagement) Tuusunvesiausssuiiunneafiu
TuusiagUssimanilsluosdarnlnidldannisfined do msfmramadnssunisddiusautuuusud
(Brand Engagement) Traanadasiudamatausssuiiunnssiuvesuilan Tnonuiguilaaluiausssy
wuunaufieu (Collectivism) tuludseimalngazingfnssunisfidiusuduuusud (Brand Engagement)
flaldnnefafisinisuanseandsiaanvesdonniniy wu msuansanuAafunienisusiden
uidimsaunquisnuEnyniumesusifunusudlugusdrunidsvosua 1wy msiidusuluinssuves
wususfia e mansafvionsinnu fiiavsnauudednueeilayl (Influencer) Mduiivonsuludany
TunemssiutrungAnssunisiidiusinvesiuilna (Brand Engagement) Tuimusssudaaniey
(Individualism) 191 @nsgolusn Avuanisaniian1sdidiusauduiusua (Brand Engagement) W1un1sld
wusudifuaTesfiolunsasvioudndnual AnuAnaiiaassd uazauduivesiaies 1wy maasraidem
NNNIAAIATURUUANT 1B N13713398uA N13v13395 U5 suanInuAMAIEINNY wien1suys
FessndwdiiAsadestunsldndnds Hudu oudnunifaaueliunin mafidusiuvesuilon
fulusud (Brand Engagement) msgnusulilasBamuuiuninmsssuiunnsatuvesiuilnaluuiasUssme
wnninslinseunuuieiuilan
7.2 wssgdlalunislddedsauooulatuuuiuinusss Snutlesdaruiddydldanmsfnuluaded
Ao usegdlalunisldanudedmueauladiiliauisassuigldsnouumadedluynuszmea anmsieses
nuwsegslavesfuslaaludsewalveyaiunsidiusindugusy nmsshwanuduius waznslasy
nsgeusunnnquanludenulusasiifuilnaviewsfufiusagdaiiniunisussaudvuesdiuyananis
uansoenienuluinu waznsAumUssaunsalauiilualg
mMaenagnsnsmaneluusazUssmadlimslfifisdayaadinisldmumity mnudaisdilads
usstuindeudsinineuardsauiiuansstuatnadnts eTfa?aﬁmmsaﬁﬂﬂﬂsaqnm‘iﬂumiaammumia%ﬂq
doymymnsnana uazmsvhlawanuudedsauseulall vienmsnaunuianssuuudedsauooulatifidonlss
fuusepslammeznqulaegnaivsednsam
7.3 nagnénsTld diiamsnavudedenuesulat (nfluencer) flazviouTmusssuvasiuilnnainnsing
wui1 anwlindlavesuilaafidsoddsvinavudodsauooulat (influencen) Tutsemalvewamuity
Mnawduiusuuulnddaduiues uaznsiidnuludedsauooulat 1wy iidvsnavudedinuooulal
(Influencen) fidoansdisniwmensuaiasadomiduuidndiold uavasviounmenfamongy luvusi
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¥93Au{ Amamsn wariigaduiitauludiuladunia wu Yn3iidudunalulad wiedideansy
sugunm 1udu
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(Influencen) Wimungauiuusunvesuilnaluusazusena e neeadfnnu wifedlnTeRunuIv
wagmsdeasvesfiidvswavudedsnuenulat (nfluencer) fugfuslnaoensdnda
7.4 doiauaidanagnsienusudiumafiFeansdunyhnsmann sensinnsmainuudedinuooulat
Tutszindlng uddeiilugdeauodanagnslmifuvsuddrumdamsaildusuldldluland fannu
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