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Abstract
Pandemic of the Covid-19 virus as a result, business related to fashion such
as clothes, costumes and accessories, both small and large scale, which has forced
those businesses to adjust its operations for survival. The main characteristics of
fashion business changes in this era are mainly focusing on adapting the strategies of
using technology to increase sales and promotion channels. In particular, content

marketing is a marketing process that will attract attention. and interactions with

177



178

NIANTUMIINFEUAA1U TN 10 alun 2 nsngrau - Suaau 2564

consumers by not focusing on sales, but focusing on the content to create a story for
the product. to impress consumers until brand awareness and affect brand loyalty.

From the study of content-oriented marketing approaches based on
academic concepts and the practical results of various fashion brands, it was found
that Brands that create valuable content stand out from the competition. Directing
the consumer will result in consumer awareness, interest, follow up and engagement
with the brand. Using social media to publish brand content and news Until it's a
distribution channel in this era where consumers can't go shopping at department
stores at certain times, good content can help them reach consumers until they
create an influential response. to build a brand as well.

Keywords: Content Marketing; Fashion Product; Virus Covid-19
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Anuiuesnulunouuyildlnadiiy o laganagibidmidnyseguusunm v3elduaudu
Hus ofuneiianuse

6) Text Quote Content tWumsnerdmaluldlivusuam Fafnazifuneumud
Adiladie wavanunsana Share diewtsduliiuiiion o lupfeviednusaulatisely

7) Solvable & Beneficial Content Huasumudditeyafidroudlatlyn wiely
Toyafiduvssloviungifnnuls

ueanNFULUUMIARAKUULEDM (Content Marketing) fifianuAnas1sassd
@514 engagement laauan dnasreassasndudesdilefsnsdonanssuveanisyinnain
wuuLuLEenn (The Content Marketing Cycle) daeiduiu d919dsianssuiiavisudu
frentsannisaideyadangingsusng q wddeyamariuiniinsgiannuiosns
yosgnauiteimuatmnglidaaulnedesdandn 7 Aanssuvensdensvnaiauuuiiy
dtovn il
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CONTENT CREATION

The. reati
ified
t

AT 1 WADNSVINRNAIABUULL UL

flan : http://www.fusionspark.com/content-marketing-d-graphics/

Funoudi 1 N15398UAL YA TNAN (Research & Insight) anefis N15398 11381599
M53As1EsA waznsAnenlugUuuudy q Welildundsteyadednvosiuslnanguitmane
9 FoyaiBsUszIng (Demographic) ngAnssuveaguilaa (Behavior) Asiawla (Interest)
uazdu 9 ieliAnmudnleegadeauiinguilanadeinsesls uazidsmesnogls

Fumsudl 2 n1ssadlmune (Goal Setting) #u1YA4 n13UeBuarn1svngasy
AudAyresadnsTidosns iefuunfianisuazuuamsresdemnisnaiaiidostSu
waradaty desududosaonadostufuilnangudmane Tnsdosssynadwsidususssy
dielianunsad TaeudiSavesunununisaannty o ¢

Suneuil 3 NagnsN13vABUWILA (Content Strategy) MH1889 NS¥UIUNITIUNIS
MNunumhaeuiudielusTanadnsiitesns fiaenndesiunsnatmneuaziuanig
yoadlevnditmualy Fasmdansmauny s waznsasasludanguitiming sands
neiararig 4 annsviirewsiug felugluuuresteninu sunan 3le was uazdu 1
fsznoufuduneuwiudfideasivlufiamadeaiu

fumeudl 4 n1sa¥rsreuiiug (Content Creation) e nsdiunisadieasse
AouiudnuLuIMild S munlilunagnénisvirmouiud uaglinsenugauszasd
fifoaninmeuniviedoarsguuvuneumudity q ludinduidinune wienadanisand,
viensuiudnaualitunaudvidouin

Fupoudl 5 M13Feui3ensuliud (Content Curation) ey NMsTIUTIMLALITEY
Fosnouiudanunasing q Wetuuvstiuiiutemisdng 4 Anssfunguidivaneg
Tnefuuamedolnsiauelvinauls defadadonvionouusonalisniudesads
poumuFtUlsias

Jumeoudl 6 n1smeuns (Distribution) vianeda n1swwsunIUIon1TUTEBIENHUS
ABUIUA H1uteaniensAoarsuIeunannesusiig 4 aunagnévienuanieingli
deliiaenndesiusUuuuneuiuifiainsdusazndrdsnduthmnediimuely
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TJumnauil 7 NMa1eAURNITL (Engagement) Mg N1INIEYIMTENINBUALEY
Austaanquidivunelidensuiudndearsesnly wWeyaduliiinanugniuseniig

e Sh.

vslaAuagasdumanainsanebiiinAnuassnininensidua (Loyalty) 1a

e

mMsinanBudunTudlenisadraazineunsiiiewn (Content Marketing)

Leo Burnett na121371 “What helps people, helps business.” n15%11n150819
Fensaiauazmeunsiion (Content Marketing) finaligndnddninlalldgndaBeannis
Tawananniiuly uinduldsudsiifiane fusslomifuigndies wugnidnauladodud
violduinslasiislsidosilavanniedngla 4

fingans L Officiel Mode (2560) na1idanisadieassaialeunduunudyiings
Aamureanusuduiduiuing dmdvnususuiduduildnsiiavediiinniuanim
Tawandadonuedudludonsuauy windutesdniausatuaalafideunuvaig
TuswasiBunresranuusaraoaandy uaruninnudtevens1uiflewaugyyiuily
voniaisdununsvesileiueiuasfiueenuuuiiuiaisieansdoasienudynluauds
suneudesdnlfunduiasmilaniisefnnudrndladessnldodednds luudves
fusznounsvundeniidndududln uaznfeuiiandnfadminety msdentdemis
Tun1svin1seanauar deUszrdusiusiudemisesulatfimungay (su1A1s \AAgaite,
2562)

dmsunsidasmaudlval arsvhnisnaianiunig Facebook 138 Instagram 7ifidaf
Ae wusuAa1usalanauiugnAlaeg1eiuviaed swludnguidmaneiianuaseungy
ey 013w Aliinduazdungalafiinegldau Facebook iuFesundluideud Jadu
waualiAudnateq wusuddeudaia Tnsdolawnivude Facebook WusuaumN

Yy v
=1

lngs1AvzeuegivIunIsnan uarAdsiiengluuulavanligndsaiioliwauUyiong
dugnsnunfeens warludiuvesdeduanswnsy (nstagram) Wudunisinadsdladalag

Y

a o o = @ a v & v o A a vy oA
a1 o Auenvnziudedialuussanduaidedt widu anuaieny v3edudA1du 9
FawusuatinazyiAugluiu Facebook

nsmeusuasvasiuslnaiifidaiionn (Contents) Ald3ua

dodsaueeular] (Social Media) finasienalnnistanmiiivswasoynnailtande
Hanwoaulatizuuuusn q lasnalnilideulssanauosweseunisludiauesvadnauniils
TUULUUYRIUNBINIIANUAR VIAUAR NT0NOANTIUNIUNISISUITEBITAdANDIYiln
nilsnsinfuludefiFonin wadaueanszania (Mirror Neuron) Fsa1nnalnuesisadanss
vosunudiiinduuselovidenisldauresdodeaneoulatiiliuedied dedragu
Fefuslnamdsedavanludedinueeulatiey uuwuuidsiensziliveanusudes

(% I

wusuanils Fe5dnaulanaznelaluegraunn lngasddnaueaiideasionszdnluiiu

JuvSvuwadansudunszanuaNneliAinn1snouaUDINTINMNTINSNanan1Tas1
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wususifuedned (sluvis wanafiad, 2562) vFundsnarndenloafuuuiAnsiuyadnain
Fovnefsdnungneiuiningwesyana InsudazauiidnunzianyresnuissiLanmaiy
duazthlugmsmevausssedaadesluguuvuiieiiuans (Koler, 2009) dufuilanoiail
ganARndedunuInig AeliAnusstuaialeffusiiunwdnualvesuisuuy ureuuy
anmandeuviensusedunnuisaniuiifides e lulufianafeaturiunisiitunm
21330l (Mood & Tone) ?iamaiﬁl,ﬁmmiazﬁauﬁmumﬁ@LﬁaaﬁumuLaq

a’mLLU’Jﬂ@LﬂEJ’JﬂUGmLaQ (Self-image) Feflmnuduitusiuyadnaim mneds nasam
vosmmAnLazauidnfianuniiyanaueinuiesinidnvue z1luednls inailueduls
waznTraglinduagnls (Busch and Houston, 1985) WuIAALABIAUAULE AT aUE"
Usenoudie 2 JUkuy e wudAndulunmdnvuzauedlugaunaf (Ideal selfimage)
narnmdnwainuLeIfiuiase (Real self-image) wurdnluguuuunsnyionmdnualaules
Tugauad WunmauAaduiinainusuinisinuediliy Unsauiesnazlimueady
utiu sausiaesnagligBunesmuitutiudie drunuifalusuuuuiiaes Ae nmdnyal
puiosfiuriazeiu iWunmuiseranduassiinuewesnuesiifidnuaresidls lnsuniud
YARAIEIENEILILNENDIMUEIIMNUUINIS LiDensefunndnuainuiesiiuyiass Lﬁdﬁlﬁlﬂu
m‘wawmﬂuawﬂmmuﬂiﬁauﬂﬂlmLaua (Lamb, Hair and McDaniel, 1992) fsifuiile
fuslaanuiiuduiunduludessuladiinuesdanulssauvieussivlafivznovauss
uazdnduladstonieuslnalfosnsienie

unagy
5 _a v v g v a v U o & v v a

nanun1sailain-19 wandulignamnssudumuwidudndudesusuiianiams
Anfiugsialugunuuadnauniu lnsaniznisvigdudluteanisesulal Muusunau
widugelunn1svinn1seaalieilenn (Content Marketing) Majaitiunisasnaiiionigaensun
(emotional) 1nAu dutiiesurainaniunisaldagdunvinliauliilenialaesenusndiu
dudundudsseadunisldnuiimuizauuinninnnungns sadunihivesesenwuy
Wanda LaziefnnoumiudnfeassasiAfgagnaludiingdlain-19 duwmalulad

=

¥30 Platform #na 9 Mvuzaudugsiaudy Wy mstumelulad 30 wldlunisesnuuy
yion1sdauanamanuundulyilugluvuiaiiouass wieufuasnagns nsnaiaidaionn
(Content Marketing) Ail435maimsunsuazdaitiondoyadiinmaidegnAngudmane
Uszneusie unaL n9aiin 3dle inasagguuuuasuiuddy q ludedsnuesulayl
Tnedesfilsdnideianssuvosnisyinatauuuiiuiioni (The Content Marketing Cycle)
fisududaonisaianisaidoyaiBanginssudng q udatdrfeyamaduniiiasig
AnudissnsvesgnAitervuasnelidaey waznseduliiAnnsiug auls wazdnmu
WUSURTY 9 Tnstlagiunslddedanuoeulal (Sodal Media) 1um*§Lm8LLW3'L59m
LagtMANsveIUTLR anunsndaeliiiion (Content) iiausinaldidusgnad Famssug
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