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Abstract

This research aims to study, compare and present the factors that affect the success of a viral
marketing campaign for Thai consumer. The research employ qualitative method using triangulation
technique which combine the results of data from multiple research methodologies to analyze end
result. The three qualitative approaches are 1) Multiple case study : Sample collection of viral
marketing campaign from Youtube and Facebook total 20 samples. 2) Focus group : Target of
4 groups of 5 persons classified by sex and sharing behavior and 3) Interview : Influencer who share
viral marketing campaign. Then conduct “Content Analysis” by using data from these 3 sources in

parallel with information from the literature.

The study result of Thai consumer compare with the literature can be classified main factors into
5 groups: 1) The type of content 2) Emotional 3) Motivational 4) Influencer and 5) Other factors,
which cannot be classified in 4 groups as above. The finding shows that majority of factors derived
from this study are consistent with those from literature reviews. However, some sub-factors gives
contradictory results which are Types of distinctive content, Impressive/Sadness, The need to be
part of the group, Age and Environment. Moreover, this research found new factors that affect
success viral marketing. The new factors are Product Presenter (Non-Celebrities/Experts/Friends),
Audio/Music and Photos. These factors are recommended to further study and can be used as a

guide to examine the making of viral marketing for Thai consumer.

Keywords : Viral Marketing/Content/Emotional/Motivation/Influencer/Social Media/Marketing

Campaign / Success Factor
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= ] ' < < @ [ . .
Fond1e 9 31 w157 105 mnfSeunsnszaedlvesnmsaatauun 15a (Viral Marketing)
@ a a 1 1 ] [] ] I
AU99sFInvesdumluuaazngu awnsonteld 3 sUuuvdes Ae auiue (Fad) iy

(W (Fashions) uagmmgﬂugﬂlmu (Styles)

Style Fashion Fad

/\/“

Time Time Time

Sale
Sales
Sales

3Uf 2.2 uaasgunuanyuzMInszMeveImsamauDy e

TR www.learnmarketing.net (2557)

Y oA Yy Y 9 3 o oA 9 a ] ) K Ay a
nnveannadauauiuasenne liinannulanSoulumsuv sy daninazlivede
A [ P [ < 4 Y] 1
uaiienfSeumeunuilss Tewineg 185undr Naawaliivane o esrnsnenawdumilasendana

Tamsmmsamauun hialddszauanudrdaneadeanylanFeulunmsuusiunield

[

o dao
NINYINTNUITINA

a o

2.14 ﬂ%%ﬂ!!ﬂ%!ﬂﬂﬂﬂﬂ]iﬂ]ﬂ]iﬂﬁ]ﬂ!!‘ll‘].llh%lﬁ

J a o o @ o
nnmsAnEIMuNNgaueuuzinaiianionagns lunisimsaaiauun a3 uiunaie

U
9

1 YR 9 a "9 a a =\
nmu Tﬂﬂ@.ﬁﬂy1"lmammmﬂuﬂmﬂmawaganmgu (Secondary Data) AU

Libert and Tynski (2013) 8140997398 “The Emotions that make marketing Campaigns go viral”

[l Y Y
(www.hbr.org, 2013) Fawunlutuneumsadumsaaauuy lh¥a Usenoudle 3 Tuneu fe

Y ) ) 1
1) MIAeITenIo¥eisoaliatitanle (Write a compelling title)

U
v

A Y d' A A a A 1 J Y
2) taonlgreean1elumsaeasiiiUsz@niainuazansodede 1ad1e (Use strong
emotional drivers to make people care and share)
v A A A o 1y .
3) aimuamﬁammm%mqﬂUﬂqmﬂmma (Create content the strikes the correct

emotional chords)
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@ a [ 4 a '
51 1Fo569nTe I dun1yal luilneans “Positoining” (www.positioningmag.com, 2007) 3
s { o o . .
pendsgnounvhldmsaarauuyl$e (Viral Marketing) Ussqithwne 135 4o Ao
@ {1 N < o < < :
1) ANuTALE (Controversial) NAs ldinalszduan@esnululszdulalszdunile
= (3 . & A v Y Y a U v
2) I ULNU (Rewarding) %Qnﬁju%jﬂﬂizﬂulmﬂﬂmif‘NG]EJ
9
3) AU (Entertainment) 119¥1A30ANTUNG
=1 1 A A 4 A’ Y a 1 1 1 1 J d‘ A
4) uumrsoNise Tewil (Value) tWogalalviinanisdedo 151 n1danaisean1smon
YA )

I o . a o Y Y 3
5) 11luAWAY (Confidential) Hausi lnaueeINIoE 1N

L |
W A A

2.2 NideNneveanuiladeanudusavesmsaaauuy sa

[ 9 o

NIMIANBIIUIVBNA BTN UNTAAIALDY 158 (Viral Marketing) a1u1soaginguilade
[ A ] o Y 1 A
wan 9 Nawasonud15'l4 4 nqu Av
d’ d' Y o
1) 1393315199917 U AU (Content)
s A o .
2) e1suainaeeen 1/ luvaziiiaue (Emotional)
' [ Y
3) usegelansedaanszquinlidaugielinisdeder Iad1edu(Motivational)
U { a A ] a [ 4 ] ]
4) nguiiianswa(Influencer)¥roids unwanuaiuaz ¥101¥n13n21891@15NTZY

) < 2 2
TalurenNatazsiaGun g9

\ v Y :&'
2.2.1 nguifadeauilszionuaaiieril (Type of Content)
Y] ) a { [ 4 4 I %]
Uszneuaie 5 Jadedes Ao AT NenuETeand U1z Tewnd taasnnuiludiaunazil
anulaaeuiauly
v a ' < 9
) anwiuiyanuaynauIU(Entertainment/Enjoyment) Fuiluilszinmilon
[ ) ' F
naeaunsnanuaynauu 9 laiseo 9 lutinioPerscher, et al., (2013)Aunuiniionilszinn
v Y
anuiwitinaaenszudrumsandulivesdus Inamenuuanlgnisaaiauny e
v . .. Y.
3 3¥A1 (Reading Stage and Interest Stage and Decision to Refer) Southgate, et al., (2010) 1&fnu
o ] as A g 9 A 4 o @ a
a10619 TananIa Toiiu ldvninneiinaznseou latanlsemadinguuazanigomsn
1 F dy Yy ~ ] v J Aa ) Y ]
WuNNsad e InNaNuaYN AU IUTANNFURUS IFIUINAUTIUIUABUR U THb U

@ 1 d . Y =2 Y o
uuv IS auuur¥eIn19eeu latiWiedemann, et al., (2008) lasnsimsansn lauianszuIUNTIn

'
v A 1

v ] ] [ A A é v o a
manaauuy s arureantaInsdnidenodafasednanainansnnuaulaosinuilna

)

o o 1 g A A a a . I a
TasnnMIduMBaINLNUs 2NN INLANUAYNAUIUNAANWAY (Enjoy) 1TIUBN52100

]
J (3

oA ] A [ i} F)
HUINNQUAIDY N UFDUWoernal, et al., (2008) WLINUBIUBAIIN (Message Content) szian
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]
S 1

a Y a ~ I & ] [ A Aa o
3TN Uanuaynauu Wuniluiendwaaegluuumsdoedis lasusunlu
CARIE L

= dy = v . . Y = o o
2) HIUBHUNYINUINA (Sexuality) Golan and Zaidner (2008) ladauunefunsmviua
7 4 o a ¢ &
nagns lumsdeasuuy hiarien1sinsizHillon (Content Analysis) 910 360 Tuba LY
y & A o 4 . ” 2 A= v
ThSanuinilewnneIn iz eanand (Sexuality) 1lunialuglnvuunasgali Tavaig

[ g YR @ [ A A g Y as
Wauleun¥uSouthgate, et al., (2010) laAnpIdI0e1e Ty 3a ToNmu Ida1nn1ainaznia

4 @ [ a awv 1 v v
poulatlnlsemasinguuazansgouing 81940991UIBABUNTIN (Nealon, 2007) NA1II

[ A dy 9 ~ dy =
NIZUANITUDNAND (Buzz) d1U1IDIN mu"lﬂmﬂmuammﬂm(Sexy)

3) N2 Towl (Useful)Wiedemann, etal., (2008) ladny1n1sans 1auianssuaums

]
g v A1 1

o [ ] ] [ 4 % [ a
mmsaaauuy haruseania Insdunionedafaseddundinanonuaulessnys Ina

)

]
= = 1 U ]

@ o J dy A 4 I =
TagainmsaumuainuNszmnnilonniyse lewu (Useful) Huanilssnnvilannauaiegn

Q

A . . P = = o o
FU¥oUPousttchi and Wiedemann (2007) ladnmidnyunernugluuvvesmsaaiauuy i

A Yo

[ [ Y] SA A 1 dy [ YR = 4 .
HIugean 1 Insdniiedenuinilomngsuamisosud lanenaulise Tomd (Perceived

U

]
ISR

R I v o & Y [ o <
Usefulness by Recipient) Lﬂuﬂi]i]EIG]’J’H‘HWIGH’JElcl,"riﬂﬁﬁamwljﬂll’ﬁﬁﬂﬁ%Z‘T‘lJﬂ’ﬂiJfﬂLii]Pescher,

A A A . = '
etal., (2013) ‘wmnuamﬂizmwmnﬂmmmwwmmq (Purposive Value) UNAADNTSUIUNIT
andulavesdus Inanornuuaudynisaaiauuu’liFa 2 52AD (Interest Stage and Decision to
dy =\ [ o 4 A [ =\ 4 1 Y a 1
Refer) Tagiilonunanizinizasazinnuduiusdon leanuanuiilsg Tesivazne Ivinanguy
(Community) 1a8LR934
I @ . YA = [ [
4) ua@aIn U uAIAU (Ego) Golan and Zaidner (2008) ladauunefunsmviua
o 4 o Aa o X
nagns lumsdeasuuy hiarien1sinsizHillon (Content Analysis) 910 360 Tuba LY
) 1 ¥ { ] I % ) 4

TSawuiutionunenumsudasanuiuaiau (Ego) H1uuuInNgaWiedemann, etal.,

Y o [ 1 1 [ S A o I w dy ~
2008) ladnu1n1syiaisaaiauuy S arusean1e Insannisdouuziininanyasiiienin
o a o I o 1
Wnnmsaatanasliaduaulefe msuaasyananansay anndudiauvesuaazan
(Individual User Identities)

5) danulaaauainauls (Distinctiveness/Interesting) Southgate, etal., (2010)

YR o ] an A g 9 as 4 o
laAnyidres1a Tuyu13a leriu lannnisiinaznieesu latindseimasanguuay
@ a v 9 dy Yy J R . = 1 =
Anggosn1 wumsdiuilerlviiniulaaiau (Distinctiveness) HA1MUANAT]
[ o o a 1Y o ] [ ] 4
ANuFUIUS luFunfusurudsuriu Tavanuuy hauuuyeaniseoulatiKaplan and
4 a I Y]

Haenlein (2011) Anedou lvlumsasaliinaiunssuamsaarauuy 15a (Viral Marketing

. . 1 & A 1 . < s 0 w
Epidemic) Wuiszinnveuiioninuauiiaula(Interesting) 1 uosdisznoudidn lunis

Aplinanszuanisaaiauuy1a$a Grewal and Chahar (2013) l@AnyuAeIRUNITAIALUL
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9
1a5a (Viral Marketing) wu3niiomdsemnniiaula (Interest) v303inuIaAAY (Outstanding)

' 9 J o A 9 a3 Y
Froai wassauamlynumiamauuy hianlszavanudisala

[ [

v k4 ] 9
agdaIveineItoanguilszinnilon (Type of Content) F91/5zNOURE 5 NGN AT

v v Y oo
ms1ah 2.1 agiifadendawaluduilszinnveaiionninanuisenineidos

adudualszaniitenin (Type of Content Factor)

anutuiy | 4 4 Hang fanulaaan
' INYINUVLINI
A = d | |

FOUNIVY ﬂ'J"INﬁ’i;‘lﬂﬁu’l‘l-! 3»1‘1]53121“]51! mmulu mmﬂﬁ)
INA
(Entertainment (Useful) AINY (Distinctiveness/
(Sexuality)
/ Enjoyment) (Ego) Interesting)

Pousttchi and

Wiedemann (2007) v

Golan and Zaidner

(2008) v v
Woernal, et al., (2008) v

Wiedemann, et al.,

(2008) v v v
Southgate, et al., (2010) v v v
Ho and Dempsey (2009)

Kanplan and Haenlein

(2011) v

Berger and Milkman

(2011)

Pescher, et al., (2013) v v

Kadyan and Aswal
(2014)

Oden and Larsson (2011)

Grewal and Chahar
(2013) v
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[ [ 9
N waglauIteinetoanguilszinmiion (Type of Content) WUV NN ITD 9T

e

= @ A a 4 o av A a 9 &
ﬁﬂE'lﬁi]i]Elﬂallu ﬂﬂlﬂuﬁﬂﬁju 67% 61]6\1\1']1!’35]81/]Lﬂ8’36116\1i]'lﬂﬂﬁ‘VliJVl’Ju’JiimﬂiiiJIﬂEJ’HLN

Q

a v =\ 9 1 é [ 1 2‘/ dl ] a A
\1']14’3%ﬂﬁ1u15ﬂllhlﬂh1ﬂﬂ31ﬂu\1ﬁi]i]ﬂ ‘W“]J’Hﬂiglﬂﬂluﬂﬂ1ﬂﬁ®ﬂllﬂiﬂﬂ’ﬂuﬂ“Lll,‘VN HnIvnINU

I T AA Y= 13 o A ' @ . .
aynau Wunquiidanyriniudetendwadenisaaiauunlria (Viral Marketing) 310
~ o U A dy =\ Jd o 1 U dy
nga ludadiu 50% sesaanneilorlszmnise Toyudadiu 38% arwilonilszinn
A o I o = 1 Yo = o | Y ] v
nerfume uaaanNutudiau uaziinnulaaay 1d5un15@nY1I9 1WAy dadiu

1szianay 25%

w d
2.2.2 nguifodudiue1sual(Emotional)
Usznoudie 4 tadeges Av oruaivw/man Inssisevatalanazsziule
1) EJﬁNilIGITu/G]aﬂ(Humor/Funny) Golan and Zaidner (2008) e R G R AT R RLATLS
7 A o 9 a ¢ & .
nagns lumsdeasuun15aa10n153tA 512118041 (Content Analysis) 910 360 Ty UUL

] Y

[ U ¥ { d o 1 % ] Y
IhfawuniidiomnTiorsueltu(Humor) 1INAFADI 91% 31NNGUAIDEIINIHUA Wiedemann,
YR [ [y ] ] [ S A o v 1
etal., (2008) ladnwnsnsaaiauuy iarureanaInsdnsidedeauuziininnisaainii
dy = J o . =2 ' =2 19
HINIAITUDITUAUVUVY (Amusing) Kadyan and Aswal (2014) ﬁﬂE1W‘]J’J1ﬂ’J§ﬂQ@ﬂﬂqmﬂﬂfiiﬂﬁl
v [ Y
arounuyiaan vy (Funny) e liaunsandanguihuine 18dediu Southgate, et
YR %] [l == A g 9 == o [
al.,(2010) larnpidlea1e Tasanda ToMmiu lavinmeiuazneesu lainnilsemadingy
LAZENSTOINT AN ©19DIUITBABUNYN (Nealon, 2007) AAI1IIINTLUANITUNAD (Buzz)
A 2 4y - ¢ o q ¥ o v
ﬁ‘ﬁiﬂim‘wNﬂluulﬂ‘ﬂmnminm@]aﬂ‘]/lﬂ‘ﬂi‘ﬁuﬁﬂ‘Vi’Jljw]lﬂ(Laugh-out-loud Funny)
7 A . Py A )
2) ElﬁiJmiﬂi‘ﬁ/Wgﬂﬂﬂﬂ (Anger/Edgy) Berger and Milkman (2011) ladauuneny
o A 9 dy 4 1 [ 1 P o Y d' 4 a
rdendanaldilomeon lmiunsnsznenun hia wunesvainhldmsaudrgaludan
. . A < & s o q ¥a ' o
(High-arousal Negative) io 712111055 (Hunilaluesuainsei Iiinamsunsnszoenuy e
k) 49{ YR o 1 A A & 9 A
1AWV Y Southgate, etal(2010) larnuidi0619 Ty Ia Tondiu 1d1nn1eiluaznia
4 [ [ a Aau 1 1
poulatinnlsymasinguiazansyemsn 919999U3I9eAoUNT1 (Nealon, 2007) 1INTUE
] Q' 2 4 Y 1 a
MsueNAD (Buzz) amnsaiuiulaminliorsusinsedunsedio/myanin(Edgy) Kaplan and
4 a I Y]
Haenlein (2011) Andou lvlumsasaliinadunssuamsaarauuy e (Viral Marketing
o 1 u'; a 4 [ 1 a I~ a
Epidemic) LL‘H%L!TJHSJ)EJﬂ’HiJEJ’JEﬂﬁ}LﬂﬂaﬁiJmﬂizﬁUﬂizﬁiﬂ/WgﬂWQﬂ (Edgy) Wuwmatianig
a [ a o Y I
ganauamnunnu llervhldnaeiluaiuaesnn (Double-edged Sword)
4
3) o15ualls svanala (Astonishment/Amazement/Surprise) Grewal and Chahar (2013)

Y= = @ @ . . J dy A 1 K 4
ladnuudernunisaarauuy lSe (Viral Marketing) wu3uilorndinalunissieasieassa

Y &R

o A o o Yy = J 2 & Z‘J A
samlynumsamauuy higfdszauanudise lddediorsuaiuinendos Fanileluiu fe

p15uallszraiale (Astonishment) Berger and Milkman (2011) ladnyunerduilasenadanal
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A s o A A o q ya ¢ N &
iereau lavunsnszaeuun s wulwilemnylniensusitseviannle (Surprise)iuniie

A o Y a 1 [ k) 49{
Tuorsuaineem lfinamsuninszaeuuy ialduniu

4 [y

4) o15uallsenule (Impression/Memorable/Awe) Berger and Milkman (2011)
YR A o o oA v & s ' o ' A o ]
Tadnuunernutladendawalifiloreou laruninszareuvuy laSa wudensuainyiilvinig

(2

4 a 4 4 ] I
Auaage111%9UIn (High-arousal Positive) i 81581ANNFUBDU(Awe) a5 19A 11058371 Tar]u

u
v

J

= d' o Y a 1 [ 9 dy =
wildluosuainezvi linanisunsnszareuun 15a lauin¥uKadyan and Aswal (2014) fAnyN
\ = Ty Y =i o v A ' °
wu1nsaganguiivuedls uaulynaeaunsnanulsgnula s oss1niea,
[ Y

(Memorable) Lﬁa“lﬁ’ﬁm15m%’wﬁaﬂqm{lmmﬂﬁ’mmﬁu Kaplan and Haenlein (2011) ANHI
A Y, Yya & o ) ) ) ) A
deulvlumsadraldinadlunszuamsamanyuu e (Viral Marketing Epidemic) WU UHBH
{ o ] ) I 4 o W 1 a
na¥reanulsginlaitead(Memorable) 1iussnilsznovdidn lunisneldinanszue
msaanauuy hsa

[ [

a { A ' @ 4 { ' 1
asdamIteiineatoanguilaseaiueisusl (Emotional) F91lsznoudiod ngu il

4 @ U 4 Av A A
ms1ah 2.2 agihifadendawaluduersusininauidenneivos

taded1e1318! (Emotional Factor)
v 915)0l 915)0l
1INV .
4 o aw 013uaINIE/ | 1lszwanale Usznvle
BYOUNIVY fnan
YA TN (Astonishment/ (Impression/
(Humor/
(Anger/Edgy) Amazement/ Memorable/
Funny)
Surprise) Awe)

Pousttchi and Wiedemann (2007)
Golan and Zaidner (2008) v
Woernal, et al., (2008)
Wiedemann, et al., (2008) v
Southgate, et al., (2010) v v
Ho and Dempsey (2009)
Kanplan and Haenlein (2011) v v
Berger and Milkman (2011) v v v
Pescher, et al., (2013)
Kadyan and Aswal (2014) v v
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]
[

H [ 1 4 a { A 1
maed 2.2 agthdendinaluduersusininauissiineates (de)

U d
oA 11015081 (Emotional Factor)
d d
v 9131 GRRFILY
D1TNUUU/ g
4 o aw 915uaINIG/ | q/synanale dsziivla
FOUNIVY fnan
YA TN (Astonishment/ (Impression/
(Humor/
(Anger/Edgy) Amazement/ Memorable/
Funny)
Surprise) Awe)
Oden and Larsson (2011)
Grewal and Chahar (2013) v

av A a Y] v 7 @

NI NaglauITeNineto aue1suel (Emotional) Wuilulteiinerdesiganyilde

'
= 9 v

v 1 a I o 1 Aw A : a
nguil Aadludadiu 58% ve99uIeNNeITo99INMTNUNIUITIUNTTN AN TIIUITY
A Y 1 & ] 1 v 1 J v I T A YR T a3 o A
awnsolllaunndimiialeds nudnfatedesersusivu/man iWunquinidganyiiniluilien
U 1 [ { o U o
danaaonsnaiauuy 15a (Viral Marketing) 1nfiga ludadiu 57% 59909u1A0013081 In5 5/
a 4 [y Yo = o [ Y [ 1 1 J
wyarda uazersuallszinlay Idsumsandnumiing dadiuilszinnas 43% druersval

szvanale daaiu 29%

U % .
2.2.3 nguifoduamu@agala (Motivational)
[ [ ] 1 1 I 1 < 1
Usznouaie 6 Tadodos Ao Hs1ata/aeenls helunisdede desmsifludiunilsvesngu
Y & Ao & a o 1Y o v o Y 3
#09m51uNT A uALATIFIAN ADINITTNEIANNFUNUT LazAoInIsuanIn Nl uAIAY
= o . . . Y= =2
1) H51970/v0995 (Rewarding/Free) Pousttchi and Wiedemann (2007) ladaufnm
A @ [ ] ] [ JA A 1 9 [ Y
Mernugduuvvesmsamanuy hiamusesmeInsanidenonuiims s 19iagelvvesdds
I v o % { o
Ao (Reward for communicator) iutladodanilanaeldnszdumsaatauunialszeau
o = ' ] o . < & o A
A7 d11590dén and Larsson (201 DANHINUIINT 1100951978 (Rewarding) 1 untialudaden

[

dawaliuaunlymsaaauun hiadseauanudiia Kadyan and Aswal (2014) fnpwuannag

v
aA

= 9 Y 9 [ A Jd o Y 1 9 Y a
asganguihmineae uaulgninms mseansenailse Teminugnaisiensedulmnans
' A ) 9 = vy v 2 o 3
nsz1ev s e ldeunsadntenguihvneglaieduanudise
2) elunsasne (Channels and Technology Available) Woernal, et al., (2008) NUN
#¥9am3 11150 T2918U1983 (Information Conduit) AIFENNT0FON Tea IaNMaINa1850INI
A Y 1 1 1 & & & o A ] A a o a a 4
e Indieaenisdede Failunialutldendinadegdununis@eas laeusun lusandive

. . Y2 = = o o
Pousttchi and Wiedemann (2007) lafnwidnuunedinugluuvvesmisaaiaunylasariu
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] [ == U Y 1 Y v YR ] 1 J .
BN InsAnnuedonyNs Innguihvinesuidennudielunisdese (Perceived Ease of
g v o % { I ] [ 1
Use) utladedimilangrslunisaanmiu(Easy to Transmit) 15U ansenusaunsnszaela
[ <3
DU195IAS)
I 1 % 1

3) G’fmmigﬂumuwﬁwmﬂqu (The need to be part of a group) Ho and Dempsey

= = [ A Y a 1 1 dy 4 . A
(2010) ﬁﬂmgﬂﬂaﬂmﬁqgﬂfﬂ‘nﬂ'acl,mﬂ@mmmmuamaau”lau (Online Content) #3903
noliimamsaaauuy e Tadunumquismsgalalumsdededoyanitaluadade fe aiw
v IS ' & '
AoaM I uaIUNIURINgN

9 I Ao I =1 [ ..

4) aoamstluninatluauAvosdeny (The need to be altruistic) Ho and Dempsey

= = @ A Y a 1 1 dy 4 . A
(2010) ﬁﬂmgﬂﬂaﬂmﬁqgﬂfﬂ‘nﬂ'acl,mﬂ@mmmamamaau”lau (Online Content) #3909
nolimanmsaaiauun e Iddunumquisnisgalalunisdsredoyaniialuadeie Ao
Y I Ao I = o . Y o o
foamstlunsniluaufveadanuWiedemann, et al, (2008) lasnyin1siimsaatauuy e
] ] v JA A o w ' [ XY . I A 1% & A
Fueane Insanniedeuuziininmsaaiainany lufiuundl (Altruism) Hludnifadeniian
nizauldinamsaese

5) foamssnrIANNFUIUT (The need for personal growth) Ho and Dempsey (2010)

v
= 1

= = [ Y a 1 1 dy 4 . A 1 Y a
Anyuneanuusegelaineldinamsdeaeiiionioonlail (Online Content) WioM13n0 1¥IAN
msamauuyhia ladunumaurianisgalalumsdesedoyanitaluaifads e deanissnun
ANUFURUT

6) Foamsuaasnuiludiau (The need to be individualistic) Ho and Dempsey (2010)

v
= 1

= = [ Y a 1 1 dy 4 . A 1 Y a
Anyuneanuusegelanineldinamsdeaeiiionioonlail (Online Content) W3oM13n0 1¥IAN
msamauuyhia lagunumauransgalalumsdesedoyaniislualaie Ao doanisudas

I %]
ANutluaIau

' 9
U v Aa v A

asdauiseNineatosnguilate@egela (Motivational) F1l5zneualo6 nqu Asllfe J31eia/

Q U
]

Aa aa ] 1 1 Y Id J & 1 9 I = I =
ﬁﬂ“ﬁWlﬁH/ﬂl@\?‘Vﬁ Q181Hﬂ15ﬂ\3ﬁ@ ﬁfl\iﬂ’li!ﬂuﬁﬂuﬂu\‘lﬂlﬂ\‘]ﬂqm G]'E]\?ﬂ’lilﬂuﬂiﬂ/lﬂuﬂu@ﬂl'ﬂﬂ

@ @ @ v J I~ @
F1au AoIMISIEIANNFURUT tazdosmsuaasnnuluaau



ms1an 2.3 agdifadendawalududsgelaninauisenine,

[

)
UDN
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aduiunssgala (Motivational Factor)

) foaMms | deams
M9INI '
v ;‘J = v v
nelums | o 1Wun Shn ADINI
o . Huav
vy Y& [
. CEREL N I A1) i ung Sty | awdy | waasnas
¥oUNIVY voIn3 (Channels , AUAVDY ‘ﬁu% Wumau
nay
(Rewarding and N danu (The Need (The Need
(The Need
/Free) Teachnology (The Need for to be
. to be Part - .
Availible) to be Personal | Individualistic)
of Group)
Altruistic) | Growth)
Pousttchi and
Wiedemann (2007) v v
Golan and Zaidner
(2008)
Woernal, et al.,
(2008) v
Wiedemann, et al.,
(2008) v
Southgate, et al.,
(2010)
Ho and Dempsey
(2009) v v v v
Kanplan and
Haenlein (2011)
Berger and Milkman
(2011)
Pescher, et al.,
(2013)
Kadyan and Aswal
(2014) v
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]
[

ms1ah 2.3 agihifadendawaludud sgalaninaudseineldos (ae)
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#0814 Campaign N1 101 Social Media N11%ﬂi$18%ﬁ1ﬂl@ﬁ§iﬁi} The 2010 Grammy Awards
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SOCIAL MEDIA ECOSYSTEM

Figure 2. "We're All Fans' social media ecosystem
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Source: Wesley & Rohm (2010)
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