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The Influence of Social Media Marketing Activities on Brand Experience

and Brand Love among Food Delivery Application Users in Thailand
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Tanyatip Kharuhayothin'

'Department of Digital Marketing, School of Business and Communication Arts, University of Phayao

Abstract

This research aimed to investigate the influence of social media marketing activities
on brand experience and brand love among food delivery application users in Thailand.
Questionnaires were used to collect data from 307 Thai consumers derived by convenience
sampling. Partial least square structural equation modeling was used to analyze the data.

The results reveal that 1) social media marketing activities appeared to have
a positive influence on brand experience (B = 0.673; p < 0.01) and brand love (B = 0.293;
p<0.01), and 2) brand experience appeared to have a positive influence on brand love
(B = 0.461; p < 0.01). In terms of theoretical implication, this research could assert a support
to the importance of stimuli factors in social media marketing activities that enhance perceived
brand experience and brand love among food delivery application users. Regarding practicality,
food delivery managers could develop marketing strategies for strengthening and driving the
consumers to get a positive brand experience and brand love affection, which could be

regarded as building a consumer-brand relationship.
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