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Abstract

The purpose of the study was studied the effect of content marketing in infographic and
electronic word of mouth communication that affected on trust of apparel customers in electronic
commerce. The samples were 400 of apparel customers in electronic commerce. This study was

quantitative research that used multiple regression to test the hypotheses.
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The study found that the content marketing in infographic positively affected on trust of
apparel customers in electronic commerce. The most positive effective factors was infographic
60% (B = 0.442), followed by infographic 30% (B = 0.148). Conversely, infographic 0% (B = -0.047)
was ineffective. The content marketing in electronic word of mouth communication that positively

affected on trust of apparel customers in electronic commerce. The most positive effective factors

was persuasive (B = 0.581), followed by accuracy (B = 0.187) and clarity (B = 0.088).

Keywords: Content marketing, Infographic, Electronic Word of Mouth Communication, Trust
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