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media marketing activities on agritourism participation. This

study employed a quantitative research design examining the

notion of social media marketing activities across four
Keywords dimensions, which influence visitor engagement: Interactivity,
Agritourism, . . .
g Informativeness, Entertainment/Hedonic  Content, and
Samut Songkhram, ) . .
Remunerative Content. The sample comprised tourists who
Social Media Marketing Activities,

Tourist Engagement had visited or participated in agritourism in agricultural

tourism in Samut Songkhram Province.

The study instrument was a questionnaire, and the data were analyzed using descriptive
statistics, including frequency, percentage, mean, and standard deviation, while inferential
statistics were applied via sequential multiple regression analysis. The overall level of social
media marketing activities was high, with interactivity receiving the highest mean score. Overall
tourist engagement was high, characterized by significant behavioral and behavioral activation.
Social media marketing activities (interaction, information, entertainment, emotional value,
and remunerative content) predicted agritourism tourist engagement. The content providing
reward value (X4) has a regression coefficient of 0.29, indicating that prioritizing 1 unit of reward
value will result in a 0.29 unit increase in agritourism tourist participation. The interaction
aspect (X1) has a regression coefficient of 0.28, suggesting that emphasizing 1 unit of interaction
will lead to a 0.28 unit increase in participation. Additionally, the entertainment content and
emotional value (X3) have a regression coefficient of 0.22, meaning that focusing on 1 unit of
this content will yield a 0.22 unit increase in participation. The information delivery (X2) has a
regression coefficient of 0.10, which means that if the focus is on providing 1 unit of

information, the participation of agritourism will increase by 0.10 units.
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11981938 (Entertainment / Hedonic Content) wag@1uLil ov17i 1A A 113 snanovuny
(Remunerative Content)) iloa313aunsnensal

A151991 2 LLaneAn Tolerance wag VIF 9a9fauys

fausiinennsal Tolerance VIF
1. muNsUFUNUS (Interactivity) (Xy 0.44 2.26
2. ﬁmmﬂﬁﬁﬁmﬂa (Informativeness) (X, 0.42 2.37
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3. iuilengennuduiiskagnAmngesual (Entertainment / Hedonic  0.47 2.11
Content) (Xs)
4. uilemlvinaAndnanaulnuy (Remunerative Content) (X 0.45 2.20

597 2 wansliifiudndauysnensaiian Tolerance agjsening 0.42 - 0.47 uawdlen
VIF 9113 2.11-2.37 Avia 2 agluinausidautsiu Sanudsiudiutos Seieldnmuusmennsal
fvndnseilue S ldfidaymuusduiinmuduiusiu (Multticollinearity) Wulumudonnas
Jowuvesnsldadinsinmzinisonnesnmaniitmualiien Tolerance Fosnnnit 0.10 uaz

VIF fsilounan 10 Aagn 11dwdUywn (Vanichbuncha, 2007)

A1519f 3 wansaunITNEINsainsdIuT e sTnTe N BT wnEATIINRINTTUAITAAIN HILFE
Fepuooulatl (MIUFEURUS (nteractivity) #un1slidoya (nformativeness) Autianidsann
TuLfisuazaauA1n19o1sual (Entertainment / Hedonic Content) uagd1ull avndi 1k 118
nanauLNy (Remunerative Content)) 91nsidiusmvasinronfisndanens Ingldnisinszi
miﬁmaﬁlwmﬁ]mwu%umu (Stepwise multiple regression analysis)

DUAU fianensal R R? fouay
1 (Xa) 0.72 0.52 51
2 (Xa), (X0 0.78 0.61 61
3 (Xa), (X9, (X3) 0.81 0.65 65
4 (Xa), (X0, (Xa), (X2) 0.81 0.66 66

PNe15197 3 wandlidiuinanuulsusinvesnsiidusiuvesinveafiendununsiosuns
I¥anfanssunisnatnn1ud edanuseulas (MsUFFUWUS (Interactivity) F1un1slidaya
(Informativeness) A 1uiil a1 119 9a1 1wt U suaza A M199133a] (Entertainment / Hedonic
Content) uagduiileviiliiguAdwanouuny (Remunerative Content)) 99nN15ildausaNves
Tnvieadfiendaununs wudwé’hLLUSé’mLﬁamﬁiﬁ@mmL%amama‘uLmu (Remunerative Content) (X4)
FrunsUFuTLS (Interactivity) (X,) fuionidseutiufisuazamamisorsual (Entertainment
/ Hedonic Content) (Xs) kagaun15lidaya (Informativeness) (X,) @1115005UN8AMURULUTYDS
msfldusinvesinvenfiondununsldogradived @y

A15199 4 uansrduussAnsanduiusonnsenyauuuutuney vesiingnsainldneinsainis
dusivetinviou e Tununs

fauuswensal b SEb B t p

1. #1uiil 0w 1 e A nFananouuny (Remunerative 029 0.03 033 8.05% 0.00
Content) (Xa)

2. MUNSUHFURUS (Interactivity) (Xy 0.28 0.03 029 7.38* 0.00
3. @rud enndennuvuiisuazauaanisersual 022 004 022 536 0.00
(Entertainment / Hedonic Content) (Xs)

4. ;mumsliteya (Informativeness) (X, 0.10 001 0.0 2.36** 0.00
0 < 0.01
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01997 4 wandlifiuin SudssAvinisonnesnnanuuudunouvesiuUsmensaiild
wensaifanssunIIRaIan1ud edsaueoulall (MIUFAURUS (Interactivity) Aun1slidaya
(Informativeness) A 1uitl an1 119 9m 11Ut UL suaz air1m13 510l (Entertainment / Hedonic
Content) wagdnuiilomiliguandamanauuny (Remunerative Content)) 99NN siidIusauvas
dnveafisndununs wuin dudeomillinua dsmanauuny (Remunerative Content) (xo &
duusvaAnannes vy 0.29 mneaud mnlkaruddys eademitlinueandwanouuny 1
e Mafldudmmesinviesiiendununs Wity 0.29 niae

FunsURFUTUS (Interactivity) (X fduuUszAnsannoy wirfu 0.28 waneawin mnli
AuddEeInsUREUTUS 1 e mstidusiuvesinvieadiendunuas ifiudu 0.28 e

Fruilevidsnnutuiisuasguamisensual (Entertainment / Hedonic Content) (X i
HulszAvSonney Wiy 0.22 vaneanudt wnlmuddydeademismutuiuasamuami
o15ual 1 e msfiduswmesinvieaiisndanuas indu 0.22 nihe

sumslifona (Informativeness) (x, Sidudsansannes Wity 0.10 et wnli
mmﬁwﬁ%yﬁmmﬂﬁ%ga 1 v msiidausiureninviesiiondununs Wity 0.10 wise

aun1snensadluguaziuusy

¥ = 055 + 0.29 FrudlomitlFnmanTmaneuuny) + 0.28 (MIUFEUTUS) + 0.22 (o
Weanuduiisuazauinieensual) + 0.10 (Mslideya) v3e

¥ = 0.55 + 0.29(Xo + 0.28(X) + 0.22(x + 0.10(xz (2)

aun1snensallugULUUATLLLLNATEY

Z = 055 + 029 (FrudleviliinuAndsmanouun) + 0.28 (MaUFduRuS) + 0.22 (iom
Weanuduiisuazauinieensual) + 0.10 (Mslideya) v3e

Z =055+ 0.29(Zs) + 0.28(Zy + 0.22(25 + 0.10(Z) (3)

dsduazanusiena

dwsuingusrasdvesniside AnwiAanssumsmaiaiudedenuesulatiuaznsildiusu
ysinvieaigrdmivmsvisafisndanvasvesiaviayuuludminaynsasasiu a3uneldin
thvisafieafiuvieaiivuazinsavieaiivndununsluiminaysasasiy Sn1sviAenssunisnain
rudedsrusaulalnesinegluseiud TanuAniusosrunsufduus (Interactivity) Tneiliudn
Tonaliiduiiufduiusuasdearsiuamndnluguauldodsazan wazuanidsunufniiunie
Uszaumsalfugsmuvisniindanwnsldegaduiues Weiasanamuuian (Richter & Koch,
2007) #iluundnit WmnevesdedsrussulavensidalenaliAaufduius nsvinusuiu
warmautstuiomiuuoundiadu unanrledy wasdossulatl dunslifiona (nformativeness)
futlevidsmutuiisuazamuAm19e13un] (Entertainment / Hedonic Content) wagduilonil
1A AT swanauwn (Remunerative Content) 4 a@anAd ey (Muntinga et al, 2011) uaz
(Pletikosa et al., 2013) laAnwinuituseqslagusu LLﬁﬂLLazﬁwuiéfﬁaaﬁq(ﬂiuﬂﬁvﬁﬁwﬁammﬁa

nsldsuRumnmvidemilinuedesanauuny
dmiuinguizasdveaniside ilefnudviwaifwiuisvesianssumsnainsudedsn
ooulall Addonsfidusamvetinrioniiendanuns ndld@nudminaynsasasm e3ureldi
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omillianAdssanouunu (Remunerative Content) Tsludu duan wiednafiay dnanseny
Beuandenisdndulauagnistainsiuvesinvieafiendaununs egelifuddyneadffisedu 01 F9
donpaasiuNan1sAnen (Khairani & Fachira, 2021) Fadumnui HanTENUsiaNldIuTINveUTlna
(Consumer Engagement) uuiwanwedal Instagram Tunianisvieaiien Tnewuindonussianlty
tilafiwarensildusanvesuilanuniian uazaenadesiunanisdnuives Tuna vaaiaTy
(Liwjaroen, 2016) wuin Aevdedoyafiasrausagalaliifuilaadunildiusin lnsmeniensiansy
uwuidugUsssu 1y Fuan diuan Avsfiey vievesnsia sudunagnsdfnlunsisgauazinm
gugnAnlugaddvia dmdunsiufauius (nteractivity) luosuansaudniiunielidolausuuy
Aeyuruvioniondunuaslfegnsireny uaznmsalomaliduiiufduiusuasdeansivaundnly
yuwuldogazain fnansgnuiunsiidusmvesinveadfiondanvas aenadestunuisoves
(Shankar, 2021) Msilfduiusvosueundindu m-banking gnuesindudsnsedu (stimul) fidsa
AN EINTINVBIUTLAA (consumer engagement) LYULAEITUNUITLVBY (Arghashi & Yuksel,
2022) #inuin msduduius iJunilslunuanifivdnues Live Streaming E-commerce Features
(AeuandRvesdauiseuuulaflaniy) uennilean Visualization (N1SUARINTMN) Uag Authenticity
(Arugndesuia3y) FuAntuannisfignéndufduiusuaradssraunsalsususuingnisidou
Swflamisiazas seannsiiduiegniuuudafuiisitanuansnvesgnélunisldney
AuuTEm Live Streaming Tula@uailifeyrelvd Susuaunsaldanauiuganlaliinazegvindlnaniu
Fiodla Fsairamsiidiusiuvesgninesulat

uananfinanuisedmuin ionifennuuiiisuasamA1mise1sunl (Entertainment /
Hedonic Content) wagn13tidaya (Informativeness) finansenuluiBeuiniunisiddiusiuves
Ynvoufiondununs 3edennaesiueuise (Riskos, Dekoulou, Hatzithomas, & Papasolomou,
2025) Algmuin wwnAasumutuiiswesdoaansoutiosniduassdid lHud anutuiiadsnugy
(Hedonic entertainment) wazaautuifiadaruming (Eudaimonic entertainment) §avisaesiin

€

funumddglunisnsesunislausuveuilnadokusuARUUSEAUN TN THlLAENITTUS

Y

URIGIGITE

v o s o 174
darauauuzdmiunisimaluly

1. nMsvawnsudunusiudedeauesulal Jawmiaguvuaisidunanvesudodeny
poulall WU MANTeYeImNIRdTiave U Weasn1sdeaswuasaniiuinvediien laen1s
nauAnny Widwugdineganuianssuvisaiiedluauvseyuuy N133nnanTsuaenanan (Live) 5o
nsaiuiliinvisaieIwysuszaun1salanMsaun1e Fuavyigaianuduiusseninsuguiu
Unvisaien uarduasunsTuInedndnualveunaniongudununstuiminaynsansy

2. msdnauetoyandauauazidulselovd arswawinisdnauedayaii oafuwnas

vieugndanens Wy deyafanssunisveuiiedluaiunald n1siSsuiitinuns nsulssundnsdun

a

Y A o v a | ] a D aa A a a
Viosdu ududunanIsiiunakazggmaveiied lnenislddenin 3ale niedulngiiin
winladne weteliinviesieranansaiinisleyaliasninuagaununsdumslaegamansay
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1%
1 A a

3. MyafrufionidannuduiisazAuAImNIeITunl ATaseassaiiomiasieuindin

a

Fausssu uazniygviesduvesiminaymsasns Wy Aanssnfuueninn suaunald 3833
yuwduth ieRnssunaFoudnidyn ey Ineauoiuaduifleovieifend (Storytelling)
deasannassiulanagnszduorsualiBsuinvesinvieadien Ssaztaofivauaulonaznsildiy
Smfuuvaie oYY

4. masraussgslainudenfilinuendmansuuny 1¥dedsrueauladiduromdluns
ahausgslalsinvioadioadrandidinsan wu msdaldsTudu msuevdiuandmiudfnmuma nns
FnRanssuswayn vidensuansdndusiviesduvesuvy Ssagtionszdunsud msvense waziiix
Tomalunisadulaiunisnvondeluiiui
darauauuziBauleuny

1. misnunnsgmsatuayunsimusinueiunisnaiafiaviawaznslddedenuosulat
Tunfusznaunsiamiagusu lasdlassniseusuvieiindeuienfunsaaiomadna nsld
unanvesudodsrusaulall uaznsiinnevinginssuduilaaoeulat ilefiudanwanansalunis
Ussnduiudunasionilsndanunsvesuuy

a a

2. mesgesativayuliiamigusundndendoainsassifiasioudndnuniuaz iy
viosfuvesdminaynsasas Iy Wy IaTInyurusunass mvhaiuuenin axunalsl wazSmusseu
fiosdu sirugUnuudefivainuans wu 3dle Beudn vieasaidu iloadunindnvaluazamands
Jaussalitunsviouisndanuns

3. mirsaudiiAvatesmsimusuleuisnazinasnsatuayun TN seii o b
wnsluszduiing Taedumslininensiostiuegiedsdu msouinvdundon waznsaiaseld
Tifuyusu Welimsvsnfisndanvasludminaynsasnsmwansadulnn ugdunissnusn
SnunivesurunaramNNTInvaI sz vuluiiud
Foruauuzdmiunisinideluadedaly

1. nuAdeluswianmsinnsandulsduiienaidninadenisiidiusavesinvioniley
AEnualunaviandien (Destination Image) Aufianalavasiinviaaiies (Tourist Satisfaction)
aulindadoundsvioniien (Trust) wieanudalandunnbeusn (Revisit Intention) wialidnla
nginssuesinviendiellfesnsnseunquunnd iy

2. uidelusmianealfinadanisiiasevidugs wu nshinmesiaunislaseaing
(Structural Equation Modeling: SEM) Lilafnuaudusiusidsanivnszminaianssumsnanmsiiude
Fipueoulay nsdidsinveninveadies wasnadnsnanvoniiendu 4 Jsathefinamuwiug
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