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Abstract

This research article aimed to: 1) examine the level of content marketing
and business performance among medium-sized online business entrepreneurs
in Sanuk Province, and 2) analyze the influence of content marketing on business
performance. The study employed a quantitative research design. The sample
consisted of 380 medium-sized online business entrepreneurs. Data were
collected using a questionnaire. Statistical techniques used for data analysis
included percentage, mean, standard deviation, one-way analysis of variance
(ANOVA), and multiple regression analysis.

The findings revealed that:

1. Overall content marketing was at a high level ( X= 4.10, S.D. = 0.856).
The components ranked from highest to lowest mean were consistency in
content publishing, use of online channels for content distribution, content

quality and attractiveness, and alignment of content with customer needs.
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Similarly, overall business performance was at a high level ( X = 4.13, SD. =
0.839), covering brand awareness and brand image building, attracting new
customers, retaining existing customers and fostering brand loyalty, and
increasing sales.

2. The analysis of the influence of content marketing on business
performance indicated that all four dimensions—content quality and
attractiveness, consistency in content publishing, alignment with customer
needs, and use of online distribution channels—had a statistically significant
effect on business performance at the 0.05 level.

Keywords: Content Marketing, Business Performance, Online Business

Entrepreneurs, Medium-Sized Enterprises, Digital Marketing
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