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Abstract

This research investigated the level and the relationship between social
media channel and marketing strategy on restaurant visiting intention: the study
of food restaurant in Ubonratchathanee province. The researcher designed 16
items of a questionnaire as a tool for collecting 400 respondents. The
statistically analysis are frequency, percentage, mean, standard deviation, one-
way ANOVA, MANOVA and correlation. The results presented that the mean
level of marketing strategy on restaurant visiting intention, is high level at 5.97
and the mean of place strategy is also the highest level at 4.07. Besides, the
influence factors on restaurant visiting intention in terms of promotion strategy
and place strategy, predicted together significantly on restaurant visiting
intention at .05 (R” = 0.663).

Keywords: Social Media Channel, Marketing Strategy and Visiting Intention
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nmsiAulnegreniniivesuidvaiiie (Social Media) lii1agidu Facebook
Twitter LINE w‘%aﬁul%ﬁﬁmmﬂﬁﬁwmL%ﬂiuia§€f’1umi§amma~%ma
(Communication and information Technology) mqwgmaiﬂuuumm ELM
(Elaboration likelihood model) LuamiﬂLL‘UUm':?‘wmimﬂauszjammmamﬁvw
LﬂEJ’Jﬂ‘UQﬂﬂ’]i’m’e]’]‘w’ﬁﬂ/lm/]ﬁ‘IJﬂ(51‘1/1@\‘1?\]WﬂVLG]iU“UE]%aﬂ’ﬁLaEJﬂ?Jmﬂa (Selection) Lay
ﬂ’lisaﬁu%’agaﬁﬁﬂﬁﬁ’uaua (Acceptance of presented information) fatju
N5¥UALANTETBAI1UE1588 (Processing Persuasion Message) waznnsTHutg
(Persuasion) lWumsuugthgunmdiiielideyainnn muazinisdnuiu (Zhou et
al 2016) uonantiuudn gafviuemnslutlagtuldsueunadunglusaznnuen
fvinlHid1vesgsRanzdesusuUssnagnsnisnataiiionuegsenlunisudedy
(Competitive survival) Ingiamizn1su3ulgeau (task) eehsdeifloufieausiney
ausiosnisvasiuslaalusiesiu mnudnstiauenagrsnismaatuegfuuium
YosusazUseing (Country context) (Sutton-Brady et al 2010) VUil maqmaqwé
na1319naaunsalladaviiiiuinnisingsiasuemsldansavievesiaedl
wih$uiiissedradsalddndelugfusznounisiniuazdeadesmianisuied
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mannnanglasiameanssuvssuladuandeiiningitui uemsliimundnude
TngAdesuiitngssuunsnouuuianedsazisairasenuglmaulalduuy
fanselammsraulugalmifondignuienmsunfuusenuiithuwasivinay
R (lnesy, 2564)

s ezt M3UTuUsInagnsnIsnaIaLUUNEs (Marketing Strategy Mixed)
Tuthanamsuniszuiavedlain -19 Jaduseuveniasvesgsia Omni Chanel 3q
Hudosmnanisnisdearsuaruinisvesdliuinisuasdlivinindouloafuiomg
saulavuazeavlal lunisirgsnssudweims fldaouiiameslulnsduiinge
Todoailie davinld mafinuifedifunsAnviieatungin ssuvesduilaeluns
Trosmilndoaiiiouaznagnsnismarniifinasensisladiiueims uasitevh
audilaierfunisuszgndnagnsnisnanalivszauanudisalunisidilu
$1UDWN3

Aunmwesteya (Quality of information) Aifimstausludesmsledoailiie
(Social media) Tngianznisledoaiifoidnisan 19u Facebook, Twitter,
YouTube, Line 38 Website 11U 1ue1mis @mﬂwwmaasﬁa;ﬂaéfaaﬁé’ﬂwmsﬁqﬁ
1) AUYNABIYRITBYA (Information Accuracy) laknseAuradn133us (Degree of
Perception) ﬁ%’ayjaﬁ%auaﬁmmgﬂﬁm Lﬁu%'aagaﬁgﬂéfaﬂmamiﬁ’lLauaﬁaauiaﬁ
wazoonlar msvemulumavesuimsuansfannuidede (Credibility) wazidy
n3¥nqUIzasd (Objectives) AauLduilaguu (Currencies) 2) foyaiitdunans
(Information Neutrality) nunefsdnwazvesdeyaiunsingussasdnazainaudy
nanslagliifiend (Bias) Anmindedafinduiinsuansdonnuiiiuuin (Positive)
wazifuau (Negative) gnAniilsudoyaiiidunarsaziinanuliangla (Trust) u
Fomnuuazaziaduiiruni (Attitude) Aa31ue1m1s (Chen et al 2016) 3) AW
AsoUARUUBITaya (Comprehensive of Information) l#udeyafiiauefiiennd
\Wieawe (Sufficient) @n (Deep) naa (Extension) waztduseidou (Meticulous) wans
famuaaysaliuuvesioriu (Completeness of Message) Huemsfisinisuand
8M158M15 (Menu) wazdoyafinseuagquuuiiugiutosauiuazaudaLii
\Aeafudnuny (Features) ¥9951u01m1598a$19n155U5139u2n (Positive
Perception) Ya4AMAMNTBALA BN NAseYIAUAR (Attitude) do31uB1MT (Maeil,
2020)

ogalsfinm nadauedn nagnsnismaiaiinisinaueaziieatesiui
w5 7 fuuslaun wandus (Product) nMsatfuayun1svie (Promotion) @anud
(Place) 51A1 (Price) AU (People) N5¥UIUNTT (Process) WazUszaunIsaln1anIgnIn
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(Physical experience) 1) fianssunagnsAIuNITaUaYUNI5U18 (Promotion
Activities) lugsAasiuemslasinlundaifisiduiinisuiglusiasiesiu (Local
Price Promotion) il dunagnsunivansuasuseiivlavasiuslnaitilan dedu na
gnSAUNTAtUAYUNITIBITUTENBUMEY N1skuztndndueilval (New Product)
nsuansalusidmiundadusinidunian (New Price of Well-known Product)
uay N1sUszaduiusuauUy (Advertising Campaign) wagdaeimail nagnsnis
aﬁuawumsma (Promotion Strategy)Iﬂﬂi%i’lﬂ’nﬁaﬂﬁuauumww (Price
Promotion) Inensiaussiawdnsausifiusevivlaunguilaanguitivmne Tnesil
Austansdntasulseifainnislasundndmaininniinising Tversky& Koehler
(1994) eSuneiiiaAniinagnsnisatuayufusian (Price promotion) lugsfa
Huonsesdewjatiufinudvesemsuadliiuslnainnsuiuasanlauselov
MNMTHEDMS

Fau YeenslaideaiiiieSocial Media Chanel) n1stniauelutosnis
Tiduafiiiie (Social media) Instarendladoaiifodnisais 1dun 1) Facebook
2)YouTube 3) Twitter 4)Line Way5) Webstore iigafu1ue1vis vl nagné
n1smann (Marketing Strategy) Usenausmie 1) NagnsauativayunIsug 2) nagns
Fuan1udl aaenauienisiasedu nsaslaidndiu (Visit Intention) fianusatale
210 erwsslavesiuslaalumstoduduieuinis Inefidud siusiauafiianelng
#on1590 (Purchase intention) N13walaiind1u (Visit intention) Tunsidedsadiu
mslidRenumnefnginssuenudidla (Behavior intention) vasfuilnalunaid
(Visit) $71U91%15 (Restaurant)
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seU F1uau 16 Teudildreliernsdivinuwldnsnaeuanunsadmgud (G
i Sundend, 2564) Iiduunsidedieluil

1. Uszunsuazngunaegig

Uszansfililunsifonsell Iuiussrnsdléuinisiueims s1uau 400
A Tudunailesiiyadaans Jaminguaysiil

v

YUINFIDET ANNUATUAIUVUIAVBIUTEIINTN UTALIU TAgA1TIRIsEAU

AanuAaaadoulifuiouar 5 ladleg19vu1n 400 AU (Yamane, 1976) 334y
Meg1e fIiTeduiiegrauuuitganUsennsluiiuiimasdisueims muladiuiu
ABEINATUANTIUIUNABINTT

2. n3eedanldlun1sidy

av A& a 1Y [y

NUIRBUUULUUABUNUBUALINTIA 5 52AU 5, 4, 3, 2 ez 1 AIUAIIUNUNY
Wnfign 1n Urunans deswaztosiign 41wy 16 Jeranuduaiosiedmiuiiu
steya lnegidelaimuiduuiainnisiienanlniinnisitasisiuasg
duAT1EIIUNITN Wasaidemingtesanilvveliennnsdnusnulanaaey
ANUATLTmguinowdulosiundiihunviulsuily neudlunaasuaiiunss

4 o = v £ a v ¢ & o <
warANedy (IseAnm Fusel, 2564) vauuuasuauiinewirlUiiusiusiy
RHG
Y
a ¢ v

3. M3AATIEdaya

s sendeyaiiunisldainniilugnisneud aulansmuingUseasd
138 Ae AATendnyaznguAIege Idalifieeinnud waviovay seAUveIia
w5 Idad@dnsneiaede wavdruls LuuuInsgIu wW3suieuaIuLANAI9Y9
ALAAY VAFOUALRALIUY t-test
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meidedes demslnduafifowaznagninsnaaiiinadenisslaitiiu
0193 aytemide feil

1. nqusegndlngiidnvauzlumandadnduiovay 62.50 To1gsening
18-35 U Anludosay 48 druwnUsznougsnadiusiAniludovas 21.30 el
s1¢l@1ade 20,001-30,000 v Amdudesay 35.3 14 Facebook lun1siden
Susnsanidudesay 38.25 uazsvaznaililuduaiifesdotu 2-4 dalus Anidu
Yovay 51 warduiidsdedlvaduduiussanemsandudesay 35.5

2. uansriadsuardrudsnuumnasgunagnsnismanaiifnadenisaslauii
Fuemsuestladenngg
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3. wansARAskazdL T8 ULLINSEINYRINITATLA UM TNUD
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fidstodudlngfooms drunagnsiuaiiuayunisue (Promotion Strategy) &
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msuslamemsmudsesnguauTevhaulunsammsmuas

2. nagnsdruaniufi(Place-Oriented Marketing) finadonisslaLd
$1u01mns Tidenndesiuainuiiuves niiswun Juade (2558) inuinteadefidana
nsgmuiumufianelavesgnindilaldgniusedde nsuinig usseIMALAzaANLT
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¥84 Kotler (2017) fagulfin naniinisa¥rsuazdiauednumugnisnionin
(Physical Evidence and Presentation) léuAan1nuindauvesaaiudiliusnis ns
9ONULUUANLAILAZLUIAI UM LU VDI LTLUD1ATS 70 HAZENBAILNNINIEAIN
Juq flanansafegalagndn wazviliueaiunwdnuaivesnisuinisidogadaiou
Ay

iy AUsznouN1sIueInis uazgauladenanisiiuemsludmin
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