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Abstract

The purpose of this study was to study content marketing on social media that
can influence NIKE shoes buying decision, to compare NIKE shoes buying decision on
social media classified by personal information, and to find the correlation between
content marketing on social media and the NIKE shoes buying decision. The population
was active users on Facebook social media, and 400 people were selected to participate
the study. A questionnaire was utilized as a data collection tool. The collected data were
analyzed by the following statistics: percentage, mean, t-test, (One-Way ANOVA),
Correlation, and Regression Analysis. The study found that most participants were male,
aged between 21-30 years, and single. Most hold a Bachelor’s Degree and has an average
income less than 15,001 baht. Most were school students and university students.
Content marketing on social media had a significant influence on Nike buying decision at
the significant level of .05, while different factors of age, education, income and
occupation influenced different decisions. Content marketing on social media correlated
with NIKE shoes buying decision on a high level in the same direction. The suggestions
were that entrepreneurs should create up-to-date contents with beautiful illustrations
to convey their goods’ story to target customers by selecting suitable persons to present
the goods along with prices must be clearly specified to be useful for target customers

in making buying decision.
Keywords: Content marketing, Buying decision, Shoes, NIKE, Social media
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1. ASTINISRaNALaNNUUHBdIruNNafanIsYasoainlun (NIKE)

a d‘ o dy d‘ U aa a 1 U a dy v dy
auyAgIun 1 myinssanallevnuudedinuildvanadenisindulatioseavinluf (NIKE)
INNITANWINIUNG Table 1 WU NISAANPLLBNUUEDFIAY ANUNITENNDULLBNNT

A oA v v a vy d, P v = v % % & PR
Wwetiold Arunsidsugiilonadugnalinateunlugnan drunisadrsilonniagig
PANNNAIINIIBITUA AUNITAS1BUDMNRBULING WALAIUNITLTRILNULUTUR LDNSNane
nsdndulafioseaynlun (NIKE) egeildudAgynisaianszau .05

Table 1 Social media content marketing that influence on NIKE consumer buying decision.

Social media content marketing B Std.  Beta t Sig.  Result
Error
(Constant) 1.551  .139 11.180 .000*
1. Educating Targets with trusted  .108  .039  .135 2.736 .006* Y
Content

2. Escort potential consumer to 089 .043 114 2086 .038* Y

loyalty customer

3. Shipping Content with an 165 041 221 4.034 .000* Y
Emotional Twist

4. Making Content tuned for 194 052 232 3.752  .000* Y
Audience Connection

5. Empowering Brand 090 .036 127 2499 013 Y

Ambassadors to resonate

product characteristic

* JydRnananszavu .05 (2-tailed)

2. Wisuiisumsindulagasaavitlun (NIKE) vudedersdnuunaudayadiuynaa
anyAgIui 2 Teyadruunraiiunndiuinanenisinduladesesrilun (NIKE) vude
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Table 2 The comparison of the NIKE shoe purchasing decision process classified by gender

Gender  Mean Std. Deviation  t df Sig. Result

Male 4.160 0.550 0.513 398 0.608 Not Different
Female 4.102 0.569

* fifedfyneadafisesu 05

29N Table 2 naMIvinERUALARAT UM A1 ttest ispduliddny 0.05 wul1 medndula
Fasousiluf (NIKE) S Sig.viiu 0.608 Fannninsesuileddyneadffiseiu .05 wanein
mAkanseiy Sratensinaulateseadlull (NIKE) ldunnsnafiu
Table 3 The comparison of the differences between people of different age affects the

decision making process of NIKE shoes

Decision making process of Sum of df Mean F Sig Result
NIKE shoes (NIKE) Squares Square
Between Groups  5.289 4 1.322 4511 .001* Different
Within Groups 115.775 395 293
Total 121.064 399

V
o aad

* JydRyneananseau .05

271 Table 3 Wisuiflsumnuuandnsuasyarafifioguansaiy fuaronisinaulato
soairluil (NIKE) #2835 LSD wuh onguansnaiu finasenisdnduladoseninluf (NIKE)
uaneneiy eehdidodfgmaainiiszdu 05 Falifinsizsinnaunndnases f Table 4
Table 4 The analysis of individual differences in the overview of the NIKE shoes purchasing

decision process level classified by age range

Age Below 21 21 -30 31-40 41 - 50 51 - 60

Year Year Year Year Year
Below 21 year 116 .000* .293 .044
21 - 30 year .009* .648 .078
31 - 40 year 471 212
41 - 50 year 144
51 - 60 year

* fuddnymeadnfiseau 05

910 Table 4 wanslATEFALLANANTIRMIFAAUlaE psoviTluR (NIKE) S1uunmma
918 WUin yaratislony Andn 21 T AU 31 - 40 T wag yaeadisleny 21- 30T v 31 - 40 T
wnnsnsiues wiitfedndmeadaissdy 05 lnenduyarafifiony 31 - 40 T finmsnaulatetigendn
dugdulaiunnsety
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Table 5 The comparison of the differences between people of different statuses affects

the decision making process of buying NIKE shoes

Decision making process of Sum of df Mean F Sig Result
NIKE shoes (NIKE) Squares Square
Between Groups 1.718 2 .859 2857 .059 Not
Within Groups 119.346 397 .301 Different
Total 121.064 399

* sydududfyvneadan 05

21 Table 5 WisuiisumuuAnAYeIyARaTIan Uz A MATEUAT ILANA1STY TTNase
nsdmaulad osoainlul (NKE) wuin nsdnduladesoasinlull (NKE) e Sig winfu 0.059
Fannninfedfyneadnifisedu 05 wanei1 anunmuaneeiy fnastensindulatesearii
luil (NIKE) Alsdunnsneia
Table 6 The comparison of the differences between people of different educational

levels affects the decision making process of NIKE shoes

Decision making process of Sum of df Mean F Sig Result
NIKE shoes (NIKE) Squares Square
Between Groups 2.204 2 1102  3.681 .026* Different
Within Groups 118.860 397 .299
Total 121.064 399

* sydududfyuvneadan 05

210 Table 6 WisuiisuAILANAYRIYARaTTsE A UNSANYIUANFsTUTHaRaNS
dnauladosendiluil (NKE) wui yasafilszdunisdnuuandisiu Suaentsdndulade
soailu (NIKE) unnsnsfuegnaitoddameadinfiszdu 05 Jaldfasginnuuansnased
P4 Table 7
Table 7 The analysis of individual differences in the overview of the NIKE shoes purchasing

decision process level classified by educational levels

Education Level. Lower Degree Bachelor’s Degree Higher Degree
Lower Degree .078 .013*
Bachelor’s Degree 097

Higher Degree

v o w a

* fpd Ay eatanszau .05
310 Table 7 #an153ATIERANLLANA1TIANSAnaulage o luR (NIKE) Fauwun
MUTEAUNITANYY WUIT YaRaNilseAun1IAny AnIUTeey1es AU geandndTyeyns
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LY

! U ! IS o L2 aad‘ ! ! 2 a a U a di’ d‘ !
LANANAUDENUUYAIAYNNFRNTEAY .05 I@EJﬂtjﬂJq\‘iﬂ’N‘Uiiyiy’Wﬁ umimﬂﬁﬂ%awqam’]
drugpulaumneaiu
Table 8 The comparison of the differences between people of different monthly incomes

affects the decision making process of NIKE shoes

Decision making process of Sum of df Mean F Sig Result
NIKE shoes (NIKE) Squares Square
Between Groups 6.805 3 2268 7.862 .000* Different
Within Groups 114.259 396 .289
Total 121.064 399

* syAUtYEIAYNINEnAN .05
91N Table 8 WisuWisumLNEUBIYARanilelsndedod oulnadenisindulade
soailun (NKE) wuian msanaulatiesesyinlun (NKE) e Sig windu 0.000 Fsnnnindudey
aaa ) ' Y A 1A ' v ] v a & v g
P9ERRNTEAU .05 k@R s1elaRAsAaRaULANANAY JKafan1sinduladasesinlun (NIKE)
uansiiuegrelifedfyneaiiiisedu .001 Faladnsennuwaneesedns Table 9
Table 9 The analysis of individual differences in the overview of the NIKE shoes purchasing

decision process level classified by monthly incomes

Average monthly Below 15,001 - 25,001 - Over
Incomes 15,001 Bath 25,000 Bath 35,000 Bath 35,000 Bath
Below 15,001 Bath 734 .000* .000*
15,001 — 25,000 Bath .002* .005*
25,001 - 35,000 Bath .607

Over 35,000 Bath
* flfuddymadafiseiu 05

911 Table 9 mamﬁmﬁwﬁmmLmﬂgmﬁﬂaﬁjﬂﬁié]’ﬂauia%aiaaLﬁ'ﬂ,uﬁu (NIKE) $uunana
neldiadedeidiou wuin yarandneld dndn 15001 um fu 25001 - 35,000 UM AN 15001
UM AU 1N 35,000 UM 15,001 — 25,000 U 11U 25,001 — 35,000 UM L@z 15,001 — 25,000 U
U 1AN3Y 35,000 UM wnsnsfueg iifeddyvneadiAisesy 01 Taendayarafisisels 25001 -
35,000 U tag 11nA71 35,000 U ﬁmiﬁﬂauh%aﬁgﬂﬂdw daufﬁ'uhjl,mﬂﬁmﬁ’u
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Table 10 The comparison of the differences between people of different occupations affects

the decision making process of NIKE shoes

Decision making process of Sum of Df Mean F Sig Result
NIKE shoes (NIKE) Squares Square
Between Groups 4.498 5 .900 3.041 .010* Different
Within Groups 116.566 394 296
Total 121.064 399

* sydududfyvneadan 05

910 Table 10 WSsuifisumNLUANsIvoIyAnaTitloInuansstulnasenisdadula
Foseasilunl (NIKE) wuin yanafidendnuandraiu fnadenisinduladoseasilunl (NIKE)
uanssfuegslitidfyyneadaniseiu 05 3dldTinsesimnuunnsneeg f Table 11
Table 11 The analysis of individual differences in the overview of the NIKE shoes

purchasing decision process level classified by occupations

Occupations Student  Official State Employment Self- Freelance
dom Enterprise employed

Student .143 .035% .002% .043% .790
Officialdom 488 .990 .866 .259
State Enterprise .398 339 076
Employment 770 074
Self-employed .188
Freelance

o v a

* ffeddyneadavisediu .05

270 Table 11 Han1TiATEdALLANA1TIBENIEUIUNMINTSERAUlaTD s LA
(NIKE) $uunanuendn wuin yanaiidendn daisou/dndnuw fu winauuisnenvy
Uniseu/infny) Au §5lamia way dniseu/ddndnen fu §INdIudl unnAaiuegiell
fuddmnadianszdu 05 lnenduyanafifiondn f5amAs winewuidvenvu Laggsia
dui fimsdadulateiigandn daugdulsiunnsiaiiy

3, AuduugsEninansinnsaanahevnuLdsderuiunisinduledasearinlul (NIKE)
augAgudl 3 mavinseaalemuudedseuiinruduiussunisinauladosoai
ufl (NIKE)
MNNSANEIMIANG Table 12 WU nMsvinismansLievnuudedsnuiiruduiug i
nssinauladesesiilul (NKE) drunsdmeuiioniidonels éfmmimﬁsuﬁﬁiammﬂugﬂﬁﬂ
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Tinanennlugndn funsasatiemidianaumvannateviersual sumsasiomnaeuland
LAZAUNIS TR NULUTUS AN Tanuduiusiunisdeauladosaawinlun (NIKE) syeu
AUAUNUSLN NANREINU

Table 12 Social media content marketing are correlation with NIKE consumer buying decision

Social media content marketing Relationship analysis of the NIKE consumer buying

decision

r Sig Relationship Level Level
Educating Targets with trusted Content  .542** .000 Moderate direction 5
Escort potential consumer to loyalty .572**  .000 Moderate direction 3
customer
Shipping Content with an Emotional .611**  .000 High direction 2
Twist
Making Content tuned for Audience .634**  .000 High direction 1
Connection
Empowering Brand Ambassadors to  .551**  .000 High direction a4
resonate product characteristic
Average overview 697 High direction

» ffudfyvneadffisedu .01 (2-tailed)
d3Unaraius1gnani1sIveY

NNsANEIEINSRARLTemuLdednuitinadanisinauladeseasinlul (NIKE)
;ﬁ%’aﬁﬂszlﬁuﬁ%aﬁﬂiwé’qﬁ

Jadudruyanaiiuandsiy uadenisinauladeseasinlull (NKE) vudedeay
fiuansneiu Feaennadofunuiseves (Balan, 2017, p. 5) fRnwIeansmanaiovvadiul
(NIKE) waendslunainfagnénuudedsan wudr Jadeddlunsvhnsmamden Yssneude
ANUARNES WETIA LLﬁ%M’]QJLLG}ﬂﬁi’N“UBQLﬁ@i/i’]%ﬂ%lﬂ/im%ﬁmﬁuqﬂﬂﬁ‘ﬁLLGlﬂGﬁx‘iﬁJu waedsanisaiiy
madhdadom a¥smmussrivlaseriem wanfast wiensaudfanale

nMsnaatewuudediny @runsdseuiiomiiiedsld fnnuduiusiunisdnaula
Faseavinlufl (NKD) dvaenndasiuunanuuudumesiinues Khaleel (2018) AldAnwnagms
nsmanaRavavesluf (NIKE) wuin msyimseanatiemdenisuanseanliidunususdidnb
AUTLAA mmm%mﬁuQU‘%Iméf’mmmLﬁmﬁ’u LaznsAeansIuteImsiidenadesiv
nginssumesiuilng awiidvidnaenisindulatosoariluf (NIKE)

dmsunsaaniiovuudodny é”mmimﬁaui{ﬁiammﬁu@nﬁﬂﬁﬂmamﬂuqﬂﬁh
feuduiusfunisdnauladeseainluil (NKE) Ssaenadesfunsdinviiiweunsing
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Facebook for Business (2018) #lufl (NIKE) Usginainmdldldnislawunluguuvuiile
(PockeTVO) waznuin nsvimsaanauilem sensielonisiandouasnsldnundnsas
fisvsnasonssinauladoseasinlul (NIKE)

msmenAiievnuLEedeen drumsaiadomifiamennnanevneensual fnaudusius
fumssnauladosearinlul (NKE) Ssdenndostuunamnuaes Ghausi (2018) finuin nsmain
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Usgansnnlunisioansludsguslaa silingutimunednidudumisveadossiluden
LazansUsURlENNTY
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AsmanLiemuudedany drunsldsunuuusus fanuduiusiunisiaaulade
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	Age          Below 21    21 – 30         31 – 40        41 – 50          51 – 60               Year          Year               Year    Year              Year
	Below 21 year                 .116     .000*    .293    .044
	21 – 30 year              .009*    .648    .078
	31 – 40 year              .471    .212
	41 – 50 year                                                           .144
	51 – 60 year
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