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1) seauAnuAaivreINITnaIniion anulindawasnisdedivesusiana
poulau Tudwminnin wua niseaiaiieneaglusedu win (X = 4.21, SD. = 0.57)
Aulindlansuusunseulau sgluseduuin (X = 4.19, S.D. = 0.61) weAnssunsde

sgﬂmmwagﬂuizﬁumﬂ (X = 4.08,S.D. = 0.65)

2) Sinmedvinavesmsnaaiieninazenulindadiinenginssunisden
vowuilneooulavludininnin wun mananiilon SavEwaideuanuasdedidty
eadAfiszRu 0.05 ne mmﬁmﬂa%aéﬁim (B = 0.33, Sig. = 0.000) A1TAAN
bER ﬁﬁm%‘waL.%qmﬂsiawqamimmi%a%’l (B = 0.3, Sig. = 0.000) A1ilanslaves
;;:U'%Im fiBvswaldsuingsgane nqAn33LN1500%7 (B = 0.49, Sig. = 0.000) Tnelaina
ns0AneEAINNINETUIBAMNLUSUTINTINg Ans TN TTedla seaz 68.2 (R? =
0.682)

AdAey: AseaeLien, A, Wqﬁmsums%a%w, QU%Imaaulaﬁ, J9nI9
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Abstract

The objectives of this research were: (1) to examine the levels of
content marketing, trust, and repurchase behavior of online consumers in Tak
Province, and (2) to analyze the influence of content marketing and trust on
the repurchase behavior of online consumers in Tak Province. This study
employed a quantitative research approach. The population and sample
consisted of 300 consumers who had previously purchased products online
through social media platforms or e-commerce platforms in Tak Province. A
questionnaire was used as the research instrument for data collection. The
statistical methods used for data analysis included frequency, percentage,
mean, standard deviation, and multiple regression analysis to examine the

influence of the independent variables.
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The research results revealed that:

1) The levels of content marketing, trust, and repurchase behavior of
online consumers in Tak Province were found to be high. Content marketing
was rated at a high level (X= 4.21, S.D. = 0.57), trust in online brands was rated
at a high level (X=4.19, S.D. = 0.61), and overall repurchase behavior was also
at a high level (X= 4.08, S.D. = 0.65).

2 ) The analysis of the influence of content marketing and trust on
repurchase behavior indicated that content marketing had a positive and
statistically significant influence on consumer trust (B = 0.33, Sig. = 0.000).
Content marketing also had a positive influence on repurchase behavior (B =
0.34, Sig. = 0.000). Trust had the highest positive influence on repurchase
behavior (B = 0.49, Sig. = 0.000). The regression model could explain 68.2% of
the variance in repurchase behavior (R? = 0.682).

Keywords: Content Marketing, Trust, Repurchase Behavior, Online Consumers,

Tak Province
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adiluseu 6 Weufiiumn Muuas uaunauiaeenslae 19899 NuLINIDY Hair et
al. (2010) FauugrNFIuFIesIAIsIINNIT 20 WNTesstuIuTLUsEunATlyly
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1. ﬂ’]iﬁ]i’)ﬁ]ﬁ@Uﬂ’J’]ﬂMNL%ﬂL‘f@%’] (Content Validity) LUUABUOIURIUNTS
mwaauimﬁ;mq@mq@ 3 9 WeUsufiumumanauvenidemuarmudennass
fuingusvasansise nglssriinudennassuedidon (index of ltem-Objective
Congruence: 10C) fvumnamiian 10C = 0.50 lapanumssvasiomimsumiy
0.994

2. MIVadeuAILTeriy (Reliability Test) ﬁwﬂﬁwmamﬂ[ﬂ}ﬁwaaumm (Try-
out) funquiesnssiua 30 au Adnuarlnadesfunaufis1sass uahaaum
arduUszansuean1vesnseuuin (Cronbach’s Alpha Coefficient) Farvuanan
aadesiudl A1 a = 0.70 fornedesdednnuundede dwanislasizraainy
Feumfu 0.876
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GﬁLﬁUﬂ’liLﬁUGZT@yJaIWElﬂ’]iLL‘i]ﬂLLU‘UﬂE]Uﬂ’lSJVIgGELUEULLUU saulat (Google
Forms) ﬁwsLaa%ﬁUszTayJaUszmm FIOU WO WA DALADU NINGIAN 2568 T1UIU
300 adu IﬂEJEJ%‘U’]EJ’?G]@]‘Uizﬁﬂﬁ%@ﬂﬂ’]ﬁﬁﬁﬂﬁﬁgﬁlauL%ﬂﬁ] LLﬁS%USENﬂ’JWﬂJﬁUSUEN%EJQa
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mﬁlmwzﬁ%agal,l,ﬁﬂaamﬂu 3 Fumeu lown

1. mﬁmiwﬁ%@%aﬁﬂﬂmaacgmuLL‘U‘Uﬁaumm TaadAnssaun (Descriptive
Statistics) lawn A (Frequency) so8ay (Percentage) ALadY (Mean) wazadu
Lﬁsmwummgm (Standard Deviation)

2. MIBATIEAAEITUNISAATALTom (Content Marketing) arulanslaves
pgu%bmmzwqﬁﬂsimmi%a%w Iﬁz?hﬁl,a?{mt,azéauLﬁmLuummg'}mﬁaﬁa'ﬁmﬁzﬁu
mmﬁmLﬁumaqéﬁiﬂﬂiu%’wi’@mﬂ

3. ANTIATIENNTNAABUANNAFIY I{aﬁﬁmﬁmiwﬁmiamaawnqm
(Multiple Regression Analysis) [iennaeudninavesdnUsdasy (nsnataieni)

RoRILUIINY (NANTIUNITTeY) tnelidulsdenansdie Anulindavesusling
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1. fayarialuvasdmeuuvudauay yravkuvasunuauvydunamdgs
91538M13 26-35 9 anlvgyuszneuandnminauuisnensu feelaedsnoifion
$¥9774 15,001-25,000 U wazdondodunmiuraaniseaulal 1wy Facebook,
TikTok Wag Shopee 1nign TnadngAnssunisdoduaussnnundy indesdiens
wazadlylutiudundn

2. szRuAMuARTiuREIUNSAANALian (Content Marketing)

M9eil 1 Anade mudsauunesguasgusEiunAniurenIsnain

\ean (Content Marketing)

msaaeLienn (Content Marketing) X SD wlana

1. auanufeiresteion 435 | 0.56 maﬁq@
2. pueidetieveniom 4.22 | 0.60 1N
3. uALATLANETUNITHEUNS 4.18 | 0.59 1N
4. élmmmﬁéau%amaqsguﬁm 4.25 | 0.55 1N
5. AuAMANYEITaYATlASY a.04 | 064 11N
54 4.21 | 0.57 1N

9INPT 1 HENITIATIZANUD ;;U‘%IﬂﬂﬁmmﬁmLﬁus{amimmmﬁwﬂu
mwawagliussﬁu 17N (ARaY = 4.21, S.D. = 0.57) Tnedlofinnsanidusieniu wuan
ANUALLAEITD YD D97 aﬁiuazﬁumwaﬁqm (1@AE = 4.35, SD=0.56) 59983UIAB
myﬂummﬁa'auiammc;u%‘[ﬂﬂ aaﬂmzﬁ’umﬂ (1988 = 4.25, SD= 0.55) ATUAD
Uniedovaiion asﬂuizé’mmm (tadle = 4.22, SD= 0.60) AU ENslug
BN agﬂmzé’umn (@AY = 4.18, SD=0.59) LLaxéj']uﬂmmﬁuaq%azgaﬁlﬁT%’u (@Y =
4.04, SD= 0.64) Gsagnouriienifiguilaauinuusunseulaufinunin unaula

wariluszlovuase awalvyuslnaianidlingdaluiusue
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3. szauAuAaiuigaiuaulianlavesfuilaa (Consumer Trust)
A19197 2 ANadY @A UUNINTIIUNINTIIUTEAUAINAALTIUAB AN

Tindlavesyuslaa (Consumer Trust)

aulinelavesduilaa (Consumer Trust) | X SD wlana
1. gualaagAnauusuniinudedne 4.29 | 0.58 11N
2. yuilaadosiulunuanutsavosane 4.17 | 0.62 110
3, WusuASnEANLT é’mqmuaﬂﬁu‘%mimuﬁ 421 | 059 110
larwoun
4. yuilnasdnuaensitlunisdeduaestlay 4.12 | 0.63 1N
5. guilnadonuusunluveyaiignaes 4.18 | 0.60 1N
sauiahy 419 | 0.61 an

INANT199 2 HaMTRaTIEUNUN yuilnadindlingdaneuusunesulaulag
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q

sAnuUsURdANTednswarLUTUATN YA URY I NA LR Y TIR T UAY

o w
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¥

4. SEAUAMUAALTAULNEINUNYANTIUN15T2DT1 (Repurchase Behavior)

e

A13199 3 ARRY AU TBRUULIASEIULIATTIUSTAUALARIUAD NG AN Y

N15%991 (Repurchase Behavior)

anﬂiiumieﬁa%’] (Repurchase Behavior) x SD wUana
1. 1ABTRAUAINULUSUATLINNIN 1 ASS 4.09 | 067 el
2. finnuitanelalulsvaumsanistensinou 4.25 | 0.56 10
3. filoardodunanuUsUALsnlusLIAR 4.16 | 0.60 110
4, LLusﬂw;J%uiﬁ%@ﬁugﬂmmwiwﬁ‘ﬁj 4.03 | 0.63 el
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5. AnynituuazAnAtuLUTUA 4.12 | 0.68 1N

s2Laae 408 | 0.65 3N

21913797 3 wan1slesznuUilaafuwluslunistesilae sauegly
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