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Abstract

This research aimed to 1) study consumer
social media behavior, social media communication
and brand engagement as well as 2) study the re-
lationship between social media communication and
brand engagement of Sukhothai Thammathirat. This
study is mixed method with qualitative and quanti-
tative approaches. The qualitative research includes
systematic review and interview. The samples are
26 university stakeholders and bachelor degree
students. The research instrument is semi structure
interview guidelines and the content is analyzed by
QDA Miner Lite Program. The samples in quantita-
tive study are 400 bachelor degree students. The
research instrument is questionnaire. The analysis is
descriptive statistics; frequency, percentage, mean
and standard variation and inferential statistics
with multiple regression. The results reveal that 1)
students use social media to follow their interested
information, entertain and chat with friends, they
use both formal university social media and informal
social media which set up from students in order to
remind their activities, follow educational content and
solve their academic problems. Mostly they spend
time longer than 3 hours a day with social media
from their smartphones. The students rate on firm
generated content and student participation includ-
ing customer brand engagement in social media at
agreed level. 2) Social media communication by firm
generated and customer generated communication
positively affects customer brand engagement sta-
tistically with total explanation of 71%. Educational
institutions especially open university like Sukhothai
Thammathirat Open University need to prioritize on
social media communication to enhance their effective

brand equity.

Keywords : Marketing Communication, Social Media,

Brand Engagement
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