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Abstract

This article aimed to 1) Analyze the brand commmunication management strategies of community
enterprises through Facebook Live broadcasts; 2) Investigate consumer behavior in Facebook Live
engagement for purchasing community enterprise brand products and 3) Develop a strategic model
for brand communication management of community enterprises via Facebook Live. A mixed-methods
approach was employed. Qualitative data were collected from interviews with 11 entrepreneurs
and experts, analyzed using content analysis to synthesize components of the CB-FBL model.
Quantitative data were obtained from 400 consumers in the eastern region, analyzed with
descriptive statistics such as percentages, means, and standard deviations, and inferential statistics
including t-tests, ANOVA, and multiple regression to explore relationships among credibility,
interactive engagement, and promotional factors influencing purchase decisions. Structural Equation
Modeling (SEM) was further applied to validate the model’s fit with empirical data. The findings
reveal that brand communication through Facebook Live plays a crucial role in building awareness
and trust in community brand products. Key factors affecting purchase decisions include the
credibility of the broadcaster, interactive participation, and promotional offers during live sessions.
Consumer viewing behavior was significantly associated with online media usage frequency and
value-driven motivation (p < .01) These results led to the development of the CB-FBL Model (Community
Branding through Facebook Live), a strategic framework emphasizing consumer relationship-building,
credible content, participatory experiences, and real-time purchase stimulation. The model can
be applied to enhance digital marketing strategies of community enterprises and serve as a prototype
for other local businesses seeking to leverage social media to strengthen economic sustainability.
Keywords: Strategic Management, Brand Communication, Digital Marketing, Facebook Live, Community

Enterprise
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dy P [ ! a ! IS v A ! o ! % 1 L3
aegluitui 2) ey daafuanusuiienazauaing diunisiauswiuaznisuddlunalselond
anedetipandymmsenenussnuiazaianuduamsdiny 3) duusssy Shvuazsegeniidyan
viosdu Tngthanldlunsndndunnasieudndnualvasyuvu TINAINTTARINTIUNAWAtnviaaiie)
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way 4) Fweaey advayunstininginsed sty wu n1sldTngauansssued n1siveundely

q

a 1

nduanllad waznsdnfiluiinsroduandon (NOINWUININTIAMNAYUVY, 2565)
Tutsunvesiasugianavia Facebook Live Sananeidundesilodfyvosiamaayuyy 1osnn
awnsndeasuuuiSealny dreveniiessn wazairsdszaunisalmsidiusiuvesguilaaldesisdl
Usgdnsnn (Lum, E. & Chang, C. H., 2024) ImaﬁmﬁwﬁﬁgﬂugmwmmamsmaLLaznﬁsuaa Brand
Storytelling figfUsznaunsasnsaaenensnanual yadnamvesnusud afitiyaviosdiu wazamue
yefausssvesuuliunguilnaldlnenss deaenadestuunAnyadnnmvosiusuduaznisiansos
vud odanuoaulall (Yin, Z. et al,, 2023) N13UIMANNI5VOS Integrated Marketing Communication (IMC)
undszgnilddeliasdoasiauaenadeasiaiumdaiuluynieamaidsa sudmwaienudaiay
yosmmdnualiiaza i ndofiovesiusus (Hoxha, E. & Dervishi, Z., 2023) vaugifigniulinAnnisnain
\WeUszaunisal (Experiential Marketing) fiunuindiagylunisasisnisiidiusudeensual anulinga
wazanufnAvesriuilam Insamzluuunveansanevenaniuded euesulati (Chen, C. et al, 2024)
uanaNiuuIAnnIsdearsaeans (Two-Way Communication) LazN13a319AA3I (Shared Value)
faffumumdrdlunsifiussdunisiidiumvesiuilae nszdunsinduladouasdeulomadnsma
iwsugRadnfunanssnumadinuuarasandey Tnslamgluiunvesiamiayuvuias s anusus
vuguYnTy (L, L. & Wang, X., 2025) sniddelulszinealvedazvioul i TawauasnsaeasH
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Facebook #dvSwnasenginssunisiiendemisdeuaznisindulavesuiineegrelilodidny (wedassa

Y]

WATadA wazUgan anziaiiu, 2568) GeaenndasiuiianensiauiasvgiafaiavesUszimaniy
wuAITaieLATugRauasdsauvesUsemalneg w.a. 2566 - 2570 (@ninauaniaunmaesugia
LATFIAULAIIRA, 2565) NnUSUNTBINSIUa EJuLLUaamqmwgﬁaﬁ%ﬁamzms@ﬂmaa Social Commerce
awtulen wnlafldimunumumangesmamsdwiedumlugnalndanagns Tumssanmsmsdeans
WUTUAYBIT AN YUV Faudon BNNTYTUINITUUIAA Brand Storytelling, IMC, Experiential Marketing,
Two-Way Communication k&g Shared Value Wlimetuegraduszuu (Hoxha, E. & Dervishi, Z., 2023)
ﬁwmaﬁumﬁm Brand Storytelling ¥hurindiiJusudseuilon fasiousndnual Qﬁﬂm@gﬂﬁaﬂﬁu
LATANIATIRETTNYRIYITY TeasaiansTuiuasanudesuseuusus vaiL?l Integrated Marketing

a o

Communication (IMC) WauleanuAINUEBAARDIUBIANSEENT MUNANUYDINIIAINA FINARBAINENYA]
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n1sddiusin Aadiersualanuliiela uagarudndvesiuslae lnganzlugisnisanenanan
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MUl AL saAUNaUTIEINAMITY YauzlRe iU Two-Way Communication Weslgaiunislaneuuuy
a ¢ ! 4 Y A = a ! v a d’lj ¥ (% v s
Sealndsenineusenaunisuaziuslan Jelinadenisdnduladeuaznisadieauduiussseseny
d115u Shared Value vimiifidusauusaundmsdinunasdauindey N§UslnAsuinnsativayuy
duenyuy i iaksedladesuallarnsgestedau
! [ av A v ¢ A a (Y s = ¢ 1 6V 6 a

atalsfinunuddelelsedng Nesuednuarvesnagnsnisdeaswusundmmzdnlailuuiun
Yolamiayusulng udwnuduiusseninegUiuuiion nisasuszaunisaluasUfduiuswuy
Sealndiungfnssunmssurusaznisdeduladevesuslnregruluszuu dilegegdnin Jeaziiou

= 1

Tiufiawesinamnsesdaug (Research Gap) inaslasunisdinwiianiia (Yang, Y. et al, 2024) N334
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atuilsflmnudfglunsiduiutesitmsesdanuiifsafunsdeansuusudiumsdnlailuuiun
yasiamiaguy lnonsysanmsunAanansnaiauagnsaeansasislnidrfungAnssuduilag
fivdsuudasly Wrludnisimuluiea CB-FBL (Community Branding through Facebook Live) Faudu
nseuiianagnsiid eulesdudsduilon aruaenndosmesansdoas Ussaunisainisidiusan
nsldmeunuuiFoalnl wazquaiImddungAnssunisdefusuuaznsinduladevesiuilan
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sULUUN15IRY

nMs39eildsedeuisivouuunaunay (Mixed Methods Research) Tagld Sequential Exploratory
Design dasnamnmaAudeyaidsannmldanmsduniuaidadndusznouns uagfidenmey s 11 5
WloagvipuLLIMmINIsdoasuaznsaiauusus dmiuteyaideimaldanguilan S1uam 400 518
fifusraumsallunmssusunasdedudiuisdnlaiveiamivsumiluiiuiinians fusen Welilédoya
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Ussunsuaznguiegng

nslfndsUszansuaznauiiognadanunm guszneunsiamisyuruuazidsimasiu
nsaALarn1sdeans S1uam 11 918 1aeld Inclusion Criteria uaziiszaunisainssagnetion 1 Tauly
Tudsina Jufuslnafiieil Facebook Live engagement fumsthenananvesiamiayuauluiiud
AanzYuoen $1urn 400 518 TaeduInaINgnIIes Taro Yamane AsyAundudesiu 95% wazan
AIUAANALAABY 0.05 (Yamane, T., 1967)

Fnslduntangusegng

LIANAIN NFUAIBENYNAALABNAIEITNNTABNIUULAILAS (Purposive Sampling) A1sLn
Inclusion Criteria fifvualy Tneglvidoyadeadufusznounsiamiaguyulufiuiinnany fuoeniid
Uszaunsallunsld Facebook Live Lilensdeansuaznisnann waggidomasunisdeaisnisnain

aa

v aa o 1 & o a v o A o a wa vy
ﬂﬁ]‘VlaVlllﬂ?qNEﬂUWNLTWIQIU‘UigL@u%LﬂEJ’J?J@Q ﬂ']ﬁﬂ@La'E]ﬂ@']Luuﬂ'ﬁi@SmiqﬂaaUﬂmaﬂJUmmaﬂéﬂVT@ﬂua

A =

TasImunuNNNAUe fs JUszaunisainsstunisaduau Junumlunisannisuselieusnuy way

= a

ansolvideyadedniiiulsslonisonsfnuluadsd Basina nquiedddduanguiinaid
Usvaumsninsdlumstodudsinunisdienendn Facebook Live tadianuiaguruluiiufiniany fuoen
Tnegld38n9idenuuuazain (Convenience Sampling) wasnsfvualan (Quota Sampling) Wislwils
Fruukazdadiufimunrauiulsznadimne neunisdadeniinisldraiudanses (Screening
Questions) iitofusuingnouuuuasuamiasivszaun1sasstun1sdodudiiu Facebook Live 193
TawRvguru Wun1sdeuawdl “YiueeBedudEunistiievendn Facebook Live vasiaiiatumy
visoli” fiineui “iae” agndmideniingnausetng

nsa¥1anTesilanaznsiadauaunLAIale

N398R TwuImnensdunwali@adin (In-depth Interview) lngaaniuuAIn1AY
NTBULLIANNTADANTLUTUALAZNTNANARITTA

dmfumsisedeUSina Wuuvseuauiiniunsnsinaey Amnuasailemn (Content Validity) lne
{3970 HIUNSAIUIR A1 I0C (Index of item-Objective Congruence) @ afosunnnit 0.5 Ll audu
ALINEANYDT BRIy wenanil Semieseuainudesiy (Reliability) Aawaii@ Cronbach’s Alpha
BafiAwiniu 0.85

AsiiusausIudaya

nsifusiumndeyadanunin dalilinnsdunivaluuuiisieds aueuasaInveslideyq

Y
[

diolladeyalBadnfias o uyuuaashuININITHRATHUTUAYIAYAYUYUDE 1NATOUARY BNTIY
MauTIUTIRtayalssuna 1938 suanuuuaeunuunguslaa §1uau 400 518 luiuinipay fusen

Ingldnsiiudeyauuvuseulatinuinannesuildifiaig i Goosle Forms noun1snouLUUADUY

finsldA1auAnnTee (Screening Questions) Liteguduindnauineiuszaunisainsslunisyedua
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b &

KU Facebook Live vasianiayuyu mu%’wﬁamﬁm‘daeﬁqﬁﬂLﬁumimumiLmaLLwiﬁaﬁLLwaaumu
Tungususlnaninetes wu nqunsdnvediaviaguyy wietnegusinaluiui wagn1suysHIugams
poulauvasusznauns wieliliteyaiasyiounginssunmalaiusuuasnsdnaulagoog1auyiase

n5AATIEVIdeYya

NyRTERveyadnunnliisnTiATIEililon (Content Analysis) 1ngn1509AAIILAINNTT
dUN Al BIFNUAL TN UTZAUNIUNTBULNARAIUNNTERATUUTUALAZNTRAIARTVIA WiBwNIlY
aa v . . A A oA v ~ ~ v |
FBN1IsIRdeUaNdn (Triangulation) WiiaiuANuU LTl oveteya IneUTuiisudayannvansumas
nsmTendeyaieUsua Toadfiganssaun (Descriptive Statistics) laun A1sesas Anady wavdiu
Jesuunnnsgu Lﬁaa%mﬂﬁﬂwmzﬁﬂﬂmmmjuﬁaaém wagldatiflouau (Inferential Statistics) Town

a (3 o L% 1 . . d‘ = o L% 1 1 LY a

NTAATIERANNAUNUT (Correlation Analysis) LNDANYIANUFNNUTTZTUINAWUT NIITNAADUANURAFIU
(Hypothesis Testing) B UG UAINLANANUTOANMUFUN UGN AN INEDA wazn1TIATIZRNIaR0Y
nAad (Multiple Regression Analysis) LivealasgvidadendamasenginssunsiUasuruuaznisindulate
wonand eldmsilesgiiaunsiaseass (Structural Equation Modeling: SEM) lilenagauasadenaaes
vaaluna CB-FBL fudayaidelsydny

Y355 ulun15I e Tunyud

a o ‘;J Y % a a o G4 %} r.ﬂ' a o

N153988lAsuN133UT099INANENITUNITITESTIUNMTITeTuNY LY @n1du ALPS-IRB Wan153de
LA¥a385554 (ALPS Institute of Research and Bioethics) 5% ALPS-IRB-W006826 a37u?l 11 Nugey
w.A. 2568 FinsmmnauldsunsiuanieiuingUsvasd Tuneunaiiudeya N3snyIANUaY wardns
Tunisoeusleglinsenusaaniunw ﬁqmiLﬁusﬁayjaﬁﬂLﬁumimﬂﬁwé’ﬂmiLmiWﬁ'ﬂaﬂ% AU

LALANUANATIBENATIASA

NAN15IVY

nagnsn13innIINNsdeasuuTUAkIL Facebook Live (FnnuUszasddl 1) nan1siduidanmnin
Ui nagnsmseansuUTUsveiavRarLTy Ussneuse 5 unumdnideysanmsiigasiumsainssadng
(Outcomes) il

1. Strategic Storytelling angnandnanuwaluazgiUayay1yuyu \ioa$13 Brand Differentiation
(AMULANFNY) ey Authenticity (A19391Q)

2. Omni-channel IMC WWaules Facebook Live Wnuszuufiiaefasia (Line, Reels, E-cornmerce)
\iea313 Brand Synerey uazausiarlewatans

3. Experiential Engagement @319Usza@un1saliIuNIsa18aLaz 3280 \ioan Perceived Risk
(mmﬁmﬁ;ﬁﬁim%’ﬁ) wazifial Customer Value

4. Relational Two-Way Communication msmaulduuuriuvieiiiloadns Social Proof (Mﬁﬂgﬁu

nedany) uazunledeniaresgnAluy Real-time Objection Handling
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5. Shared Value Creation L¥aulgennen1aiasegnadniuaudiguvesyuyy 1ieas1a Brand

v a ]

Meaning Tuszaudndniln

UBNINT N3EUINITIANTT Facebook Live gnenssauiusyuu 4 Sumeu Wilnssaded denloety
\ieadenadnssyazey (CRM Outcomes) Usznaugig 1) Pre-Live (Strategic Planning & KPI Setting)
st waneuaziid Tanudda 2) Live Production (Quality Control & Atmosphere) AruAsAmn ™
AM/ABB9uazas19UTI8INA 3) Program Direction (Host Credibility & CTA rhythm) T¥auindedie
voslgaslazdamy CTA Lﬁamzéjumi??a ey 4) Post-Live (Data Analytics & Retargeting) 315 1vi7aya
wagimsifinfieasannuduiusdede

nginssuuilneuaziiadefidmaronisindulade (faqusrasddl 2) nan1sAnundesunn
fushuin sunuumadaiuuazussgdlavesiusinafieuduiudideuandumsinauladoduduusudues
Famtguy agniteddgnneda (p < .01) lnvanunsaduundulszmundalaseasng il

1. Digital Reach & Engagement A ud lunislddumnesidndmalaensenolonialunisidiis
(Exposure) waznnsiidausanl (Participation) vesffuilaa ddlddumesidntes Tomalunisidivuuas
Tinauriu Facebook Live figatiu dudeulaslugmadinaulate

2. Value-Driven Motivation wisgslagnuamiuduen (Perceived Value) fidlufifvassuazamam
Hutladevdniituiedou Conversion Rate fulnafiusisrmudud fuwliufisdnauladeduiunniu
agviouunu ARy vesTAsasANAALTIT WAL

3. Content Pillars 1oy 4 ¢ 1duA 1) nsademnudusiug (Relationship Building), 2) A4
Undede (Credibility), 3) Ussaunisainisfidrusiu (Experiential Engagement) wag 4) N153ea1suwuy
\38alnyl (Real-time Communication) @swanon15a319 Brand Image Wway Brand Loyalty ag1siitudaty
(p < .01) Tnenalnwdn Ao Emotional Connection fitielansuieuarasrseusnfsouusudluszezen

lnagnsmans CB-FBL (Community-Based Facebook Live Model) Qﬂﬁ’mmﬁmﬂumammﬁ@
Fagnsenans (Tausvasdd 3) fvsenoude 4 amidn Fudeslosguadwsaniing il

1. Consumer Relationship Management NM3a319yugupUAINTSHURdUIUS

2. Credible Content Strategy N15l4MaNgIUTIUTEINGUALUINTFIUAMAN

3. Participatory Experience Design N13500nkUUUSZAUNITUSINNIUATANSAEN

4. Real-Time Conversion Tactics NM3L4339%z CTA WazUalauaininnan

nszvaunsthlulduazneans (Outcome & Impact) nMsulunalUlgeIuI9INITUNUNITHER
wazmsmfiusen1siiianalé (Reach, Engagement, Conversion) d@swaliin Outcome Aiaau 3 Ussnns
#io 1) Strengthened Brand Image nwdnualkususiduudaninainulusdla uazatnaue 2) Enhanced
Brand Loyalty ﬂﬁuﬁﬂﬁLﬁuﬁuf\]ﬁﬂﬂizﬁUﬂﬁiiﬁLLﬁSﬂﬁ(ﬂLLaﬁﬁﬂmiﬁmﬁJ ae 3) Increased Purchase

Conversion gaaUMgllAulAININA1T8BNLUUTINIEAITUE (CTA) Nuaiugn
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nan1TIvulsavviouliiiulisunumdrnyuesnisanenenanniu Facebook Live Tun1sdnnng
msdemsuusudveiamiyuvy Inslawgluuiunveassugianaviadigusznounsdosfudailoans
awidatusiuguslnaegdlnddauasd sy madnszideyaianuninuazdsuimanilugnisiam
Tspa CB-FBL (Community-Based Facebook Live Model) ¥wihiliunalnysanmsisemsrans idesles
5¥%314 Content Narrative Lag Real-Time Interaction lagdl Brand Trust 1Jusuwusnans (Mediating
Variable) fivhviriilidexlesitsansossusznaulug Final Outcomes Tdud 1) Avmdisadansugha
(Economic Outcomes) saAwEa Conversion Tiifisduannsdeansiiusdauasiniede 2) arudisa

[

\Wedapu (Social Outcomes) Nsaf1eguvuEUsInANTduTIoEg19mBLTaY kavnNISiaSUaTI9AIUANG

| ¢ U A a a . . saa
dowusUn Uay 3) Anudsuvesiamiagusulng (Sustainability Outcomes) M5YsAINISNAYNSATYA

Whiudndnwalviosdusiveatiuayun smuLATYgRIgUYNsLDE 19Ty

aAus8Ha

namsidelmiiuin damRvgaruinsldnagvsmsdeansuususting Facebook Live agnafiuszuu
Tnawiun a3 euusus (Brand Storytelling) mﬁﬁaamwugimmi (IMC) M3as1sUszaumsalnsiaus
(Experiential Marketing) n5deansaewing (Two-Way Communication) WarN5a319AA13 3 (Shared Value)
nagmsvanillaiifieausideaineauiane1e (Brand Differentiation) waganuundedia (Authenticity)
uAglaan Perceived Risk (A1andesiifuilnasud) lun1sinduladodudn Jsaenndesfunuidones
Hoxha, E. & Dervishi, Z. fiii1n1sididesuusuduazmsfoasuuuysannisiunumardysionisaing
ANLLANANLAYANULT BT (Hoxha, E. & Dervishi, Z., 2023) idenndasiusuidoves awanl 1euds
wazvamyy Joyajlnlsard AldAnuideiEes msvszgndltinalladnsnanndmsunusumsdoasuusud
Tugafdvia lneriudnsussgndldmalulagmnanwaznmsaiisUssaunisalsuiugustaaiinasonsasng
A wazAdBuveuTuRluuTUlng (uiand 1Beuds wazvuwyy Jayajlwlsey, 2566)

Tusugfuslna sansnwinudt usegelavdn leun mnududt essiulalunnnin uaznsdnis
doyalasnsmnge Snanemsinaulatossalifoddameada (p < 01) Tnsawsdleduslaadnslimoy
wuuSealmivazlesulusiudulugaslaian Uiﬂﬂgﬂﬁﬂiﬁé’ﬂﬁaﬂmﬁ’u Impulse Buying (M7 euuUSunaL)
fiAntunnnsnszdusedaauehitanawarmIainusIINAnsiidiusa wan1snui desndesiu
I8 Lum, E. & Chang, C. H,, FleFnuiTedes sodal media live-streaming and consumer engagement:
A systematic review seuindusinalugaiavialinnuddgyiuanuauaAwaeslusdlavesteya (Lum, E. &
Chang, C. H., 2024) SnvsdsamardaaiuamAseue Yang, Y. et al. FlEAne o309 Socio-technical systems

and trust transfer in live streaming e-commerce: Analyzing stickiness and purchase intentions with SEM-fsQCA

wuI1 nsldeeuwuUS salnlkasmstewsusludulurslananinadon1snsyiun1sde (Yang, Y. et al, 2024)
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uonNil HamsAnuSsasioulidiuin §uslnadadusunsund sy Facebook Live so33aAasmay
meusagdladaosuaivarssaunisal FedonmaeauTATEve Graf, L. et al. filadnuidaidos Emotional
virtual characters for improving motivation and performance in VR exergames ok Lﬁ‘uﬁﬂfi vilnalila
Foausnfivaiousslonildaesvinty wiieifioassauamensuniuazyszaunisal Ssesunele
yilunsdouisiutesmeifiufauiusuvuSealn wu wetnlad Ssawunsansedunisteldundy
TnsianzersBadethiaueludnuneiiadveruiuduasanuidnswudensindulate unngnsaid
Jaazviouliituinmslinsury Facebook Live vadiamiaguruliiifismeuauenufoinsidauasugia
uidsaisuszaunsainisidniuiidenlesjuilnatuaurimsdnuunay Samsssuvesuvy (Graf, L.
et al,, 2023)

qmﬁwmiﬁ'ﬁuuﬂmma CB-FBL (Community Branding through Facebook Live) Feusznausae

¥

VAN 4 91U Lakn A15as19enuduRuSHudusiae weniudeis Ussaunisain1sidiusiy way

&

nMsdEpaEsuUUsTalndiieUan1591e dgiaunszUIUNITEEITLUTUADENNATUIIS tnedl Brand Trust
usuusnansiwenledluguadnsidaasuginasdany lnallaonrdasiunuideves L, L & Wang, X.
Nlafnw 981389 Predicting live streamers’ continuous streaming marketing intention via the extended

TPB model lda31 m3Feasuusuditiu Social Commerce flaskaunagnsnIsnaInaIviainiudnanyal

Viasduiieasiesrnudsdu (U, L. & Wang, X., 2025)

29ARUIn

aﬂﬁmmiﬁlﬁmﬂmﬁ% Ao luma CB-FBL (Community Branding through Facebook Live)
Junseunnnidsnagniiiosuiemsdeasuususveiamiouvusinuuwanilody Facebook Live Tng
ysannsvguimmaianaznsdoasaelmiididuuTunguuy waglddummsadeuidsUszdntie
nsesgviaunslassaing (SEM) vilianundefoiudmquiuasu i luead Jsznovde 4
AdouTeaiu 18un 1) Content Strategy (C) mMsadruilomiayiousndnuainay TausssuresauNIu
M5LEI309UUTUA 2) Brand Personality (8) msthiausnndnualiuypdnnmvesinenenandiaiila
uavdiefie 3) Facebook Live Interaction (F) nMsaf1snsidausuuvuiSoalmiiioideslownsoisual
fuUTlnA uag 4) Loyalty Engagement (L) M3asaassniuuazausinanalusuanulszaun1salng
waznsiidiusiuegseiies nansidedadlmdui WOANTIUNI35UTN Facebook Live HAudunus

Y [

fuanudtunslddessulatuazusdamuanuduregaditdudfyniets Feazveudadlndvanism

o

Anulaguslnalugn Social Commerce
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N, &
C - Content Strategy B - Brand Personality
ahaifomiisndnunl donndasiuiausssy thiduanmanenivasuusUAHILYARNA WYY
Toediu uazaziouiTassvasdud/uinmsiu gdquwananﬁﬁﬂq indetie waniudaunu
msandes (Storytelling) VDIYNTY

01

Community Branding 02
through Facebook Live

CB-FBL MODEL 3

L - Loyalty Engagement F - Facebook Live Interaction
afrsanunniriusraunsainse daasunisiidausauuvuissalnl
Anuduiudszezena uazaauiandu afmslinausswinedusznaunisiu

dounilevasuusud fuilna a¥remnulnddauazdonlos

nee15ual

A 1 Tana CB-FBL

ayUuazUaiauauue

[V
v

MsAnyIdensslBuiuin nagnsnisdeansuususvesiamAausuriy Facebook Live 1y
nalnddyfitasareanuldiusunensudsdiugaidvia sanisinsiesiannlaea CB-FBL Flifudn
15Y5ANMSIENINss Adnwalyur (Locality) wazmaluladnisdeansuuuiSvalslanuisnonsydu
adnuaiuusud afearuding uasnsedunisinauladevesiuslnaldesnedideddymeada (o < 01)
Tnefidafotuindoundn e ussgdladunnuduauaznisoonuuulszaumaninsfidiusaa uenani
mAdedsaziieudsmuaenndesiutimsnemstanniidaiu (SDGs) Tnsiamzitmned 8 Feansiuls
maasegna wasdhmned 12 Besmsuilaadisuiinveu Jauandiviufionisaiiaunaseninamaniils
N9g5MA ANNTURRYRUAREIAN karNITINYIAMAMITINUSTSNYRIgNYUlUsEEEE1Y NANTITURINET?
FennsaausuumadsuftiuasiBaloueileiaduaisdnsnmuesiaviayusldegadusussu
Tuid foRiaviayueumsuiuasusuuuunsiausainnisjatiunisue (Transaction-focused)
lugnisasemnudusius (Relationship-focused) TngldnsianFosuususfiniuuvasiidauazanmnsgu
runmiilusdla wienreenuuulusludunuuiianailutsladifioaiusansedulunsde vazienty
Tuigauleung MhenuAIAsy WU NTUNSHANYNYY Wagdtinnudauasilamiavuanaiuassnngey
pstilea CB-FBL luimnundngnsfineusuidafoing uasaduayulasadaiugududdva diol
TawiaguruansaUiuiaEg Social Commerce dagsiusyavsnmmansAnuadall fannsathly

Tdussleonlalunanafia visludfgsnananunsaliidugiio@nagys (Strategic Manual) dwsumsesnuuy

Y 9
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aa o

(Y o = d' aaa = Y v [

TananUE NI (KPIs) veanisieansmsaaandvia uaglulimvinsianunsalddulumaduuuumsinm
\swgnagIuINE UL Nannesunsaeasalielval dmsuwwimamisidelueuanasinisAnyissuiieu
UsAN3n1MU09nagns eI Facebook Live fuwnanwosudu 1 TikTok Live, Instagram Live Live
AaszanuLanaiumaliakasngAnssudly dnamsverensfinuldasjusinaluglinindunie
lusgduannatienaaeumugavguuaraumsnzavedluina CB-FBL luuSuniivainvaly uenainil

a & YV 1 . . a 6 6 YV .

ﬂﬂiyjimm’]iﬂ’]i?Lﬂi’lmﬁ%@iﬂa%uqﬂimy (Big Data Analytics) waizN133LATIENDITUUANNFEAN (Sentiment
Analysis) FgisANULINg U TUTHEUNANTENUBNENTBINSFRANTLUTUA lUTATA TN UTInA B9
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