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Abstract  
 Businesses of all stripes are working on social media in an attempt to 
capture new audiences and maintain their relationships with current clients in light 
of the growing numbers of consumers using social media. Social media has 
undeniably gained more influence in the internet community. Most firms currently 
use social media platforms of all kinds as part of their plan for social media 
marketing. However, in this regard, more research has to be done on how social 
media marketing strategy impacts marketing performance. Therefore, the purpose 
of this research is to investigate the relationship between the social media 
marketing strategy (SMMS) dimension and marketing outcomes. 233 willing 
respondents who had made purchases on all social media platforms filled up 
surveys. Regression analysis was employed to verify the hypotheses. The findings 
show that Proactive Competitor Learning Capability and Product Diversity 
Presentation Awareness have the strongest positive impact on all marketing results. 
Market Response Timeliness Orientation is still not significant to marketing 
operation excellence, despite the P-value of Customer Communication Channel 
Focus being close to the significance value. Additionally, the principal SME 
marketing strategy and social media marketing are discussed, highlighting the need 
for SME creation of social media sites and ongoing presence on them. The finding 
not only provides contributions but also recommendations for future research. 
Keywords: Digital Marketing; Social Media Marketing Strategy; Customer 
Communication Channel Focus; Product Diversity Presentation Awareness; Proactive 
Capability; Market Response Timeline Orientation; Marketing Performance 
 

 

Received: 2023-03-20 Revised: 2023-05-20 Accepted: 2023-05-21 
1 Master of Business Administration (M.B.A.) in Digital Marketing Programme Validated & 

Certified by European International University - Paris. Corresponding Author e-mail: 
nonathip.b@gmail.com 



ห น้ า  |  1504  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Introduction 
Digital marketing is the practice of marketing and promoting products or 

services using digital technology, particularly the Web, mobile devices, graphic 
advertisements, and other electronic media (Bala & Verma, 2018). Digital marketing 
platforms are online and offline systems that may develop, advertise, and 
distribute brand quality to an end user through various digital channels (Puthussery, 
2020). 

The use of communication technology by businesses and corporations has 
been considerably changed by digital marketing. As online technology becomes 
increasingly incorporated into business operations as well as daily life, and as 
consumers use digital equipment rather than visiting physical establishments, digital 
marketing methods have become more ubiquitous and effective. 

Today's world has seen an increase in the use of digital marketing strategies 
such as search engine marketing (SEM), product management, search engine 
optimization (SEO), project marketing, information-driven marketing, e-business, 
social media, electronic mail marketing, interactive ads, digital books, influencer 
marketing, spinning disks, and gaming. Digital marketing, however, also covers offline 
mediums, including digital media, mobile devices (SMS or MMS), backup, 
smartphones, visual media, etc (Monim, 2017). In essence, this growth of offline 
platforms aids in the distinction between digital marketing and online marketing. 

Additionally, a new digital marketing environment has recently emerged due 
to the rapid growth of information and communication technology in both the 
private and governmental sectors. Data is presently generated in enormous 
quantities due to the spread of information technology (Himanen et al., 2019). With 
the advent of the Internet of Things (IoT), it is predicted that 2.5 quintillion bytes of 
data being created every day.  Additionally, according to estimates, 90% of the 
current world data was produced in the last two years (Marr, 2018). The creation, 
availability, and use of high-quality information are essential for making swift and 
accurate business decisions. exponential technological development and its 
unrestricted, worldwide adoption Malik Jahan Khan served as the assistant editor 
who oversaw the assessment of this submission and gave final approval for 
publishing. Applying new data-oriented marketing management methodologies will 
thus create the potential for competitive advantage (Miklosik et al., 2018). 
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Companies turned to digital marketing as a logical response to take 
advantage of and profit from the increased consumer focus on the Internet (Prasad 
et al., 2001). Digital marketing is used by many different sorts of organizations, such 
as corporations, clinics, schools, professional associations, councils, and non-
governmental organizations (NGOs), as part of their marketing strategy and 
deployment plans. Most of these organizations use the Internet as a channel or 
medium as part of their communication strategy (Waters, 2007), while some of 
them can also run their own e-commerce platform. These businesses often play 
the part of customers or advertising, sometimes known as brands. There are several 
types of organizations that work in the field of digital marketing. Digital agencies 
employ digital marketing as a component of their own marketing plans, as well as 
developing and implementing marketing strategies for the businesses in the first 
group. Digital agencies (or the advertisers themselves) employ the third category of 
companies, the media, to reach out to their target demographic (Miklosik et al., 
2019). 

All marketing initiatives that make use of technology or the internet fall 
under the category of digital marketing. Businesses use digital channels, such as 
search engines, social media, email, and their websites, to interact with their current 
and potential customers. Other names for it include web marketing, online 
marketing, and internet marketing (Grubor & Jaksa, 2018). Digital marketing is 
defined as the process of connecting with customers online, where they spend a 
large portion of their time. There is a range of strategies that go under the heading 
of "digital marketing," including websites, online branding assets for businesses, 
email marketing, online brochures, and more. The marketing of goods or services 
through the use of digital technology, primarily the Internet but also including 
mobile devices, display advertising, and any other digital medium, is known as 
"digital marketing." 

Digital marketing strategies are growing in popularity as a result of 
technological advancements. These strategies include search engine optimization 
(SEO)(Matta et al., 2020), search engine marketing (SEM), content marketing, 
influencer marketing, content automation, campaign marketing, data-driven 
marketing, e-commerce marketing, social media marketing, social media 
optimization, direct e-mail marketing, display advertising, e-books, and optical disks 
and games. These days, digital marketing includes non-Internet platforms that offer 

https://paperpile.com/c/q55LkZ/M3My
https://paperpile.com/c/q55LkZ/M3My
https://paperpile.com/c/q55LkZ/46nJ
https://paperpile.com/c/q55LkZ/JB72
https://paperpile.com/c/q55LkZ/JB72
https://paperpile.com/c/q55LkZ/wGka
https://paperpile.com/c/q55LkZ/ECSG


ห น้ า  |  1506  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

digital media, like mobile phones (SMS and MMS), callback services, and on-hold 
ringtones.   
 
Research Objective 

The main goal of this study is to examine the connections between social 
media marketing strategies and their marketing performance. Consequently, the 
following are the precise research objectives:   

To investigate the relationship between each aspect of the social media 
marketing strategy (customer communication channel focus, product diversity 
presentation awareness, proactive competitor learning capabilities, and market 
response timeliness orientation) and marketing effectiveness. 

To determine the overall effect of social media marketing strategies on 
marketing performance. 

To identify the key factors that contribute to the success or failure of social 
media marketing strategies. 

To understand the role that different social media platforms and tactics 
play in driving marketing performance. 

To identify any industry or business characteristics that may make social 
media marketing more or less effective. 

To identify best practices for developing and implementing social media 
marketing strategies that drive marketing performance. 
 
Research Questions 

How does the effectiveness of marketing impact each component of the 
social media marketing strategy?   

How does social media marketing strategy affect marketing performance? 
To what extent do different types of social media marketing strategies (e.g. 

paid advertising, influencer marketing, content marketing) affect marketing 
performance? 

How does the use of social media marketing strategies impact the overall 
performance of a company's marketing efforts? 
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Research Methods 
Research Design 
The use of causal analysis can be used to determine how one variable 

influence another. To study customer opinions regarding how social media 
marketing strategy affects marketing performance, the researcher first collected 
data from a sample of consumers using a quantitative survey approach. Take 
surveys from willing respondents who have made purchases across all social media 
channels. This study, The Influence of Social Media Marketing Strategy toward 
Marketing Performance. Between 13 October and 10 November 2022, the sample 
data for this study were gathered. 

Population and Sample       
To establish the sample size, researchers used the "10-times rule," which 

has been frequently used in prior studies  (Kock & Hadaya, 2018). Compared to the 
others, this method requires that the sample size be more than 10 times the 
number of inner or outer model linkages that can point to any one item variable in 
the model. Researchers preferred this  (Hair et al., 2011). The survey requires 100 
respondents to complete all 10 items. The 233 sample sets' data were collected 
and studied. 

Sampling Techniques  
To question Thai customers about what social media marketing tactics 

attract customers and are likely to impact marketing performance, the researcher 
used a practical sampling strategy to choose a sample from the accessible 
population. All participants received the survey questionnaire via an online form 
that they could fill out whenever it was most convenient for them. After the survey 
was conducted, the 233 sample sets were gathered and analyzed. 

Research Instruments 
Based on past investigations, the operational construct was adjusted. When 

asking respondents to rate how much they agree or disagree with a claim, the study 
instrument's 10 items use the Likert scale of five points, which was proposed by  
Likert, (1932). Following the key pieces of literature, the researcher will use the 
Likert scale as an ordinal scale to rank or gauge the degree of attitude. This 
research used the questionnaire as an instrument for data gathering. To complete 
and mostly comprehend all subjects.  

https://paperpile.com/c/q55LkZ/qV7x
https://paperpile.com/c/q55LkZ/oZFe
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Two sections make up the questionnaire. The first section included 
questions about the respondent's gender, age, profession, level of education, and 
income. Questions about Memorability, Organizational Identification, and Revisit 
Intention were included in the second section. The questions in this section 
employ a 5-point Likert scale. The operational constructs are listed in Table 1. 

Operationalization Variables 
There must be a connection between theory and study, and the role of 

principles in work cannot be ignored (Saunders et al., 2016). It needs a strong 
theoretical framework and technique to build an effective research framework for 
quantitative research. A solid theoretical framework and methodology are needed 
to build an effective research framework for quantitative research. Although they 
conflict with the primary theoretical approaches, disagreements can also be classed 
as falling within the study's purview. The theory and tests must be related to the 
behavior of the variables to produce correct results. 

In this study, the researcher used a validated research tool that was 
developed from a well-designed prior study. The researcher changed the survey 
items from the prior paper to meet the setting of this research to assure validity 
and reliability. The Cronbach Alpha, Sources, and Variable Construct Elements are 
shown in Table 1; each item represents a construct and has a Cronbach alpha 
value over 0.7, indicating an acceptable level of reliability. 

This section is divided into three key sections: formulation of hypotheses, 
Customer Communication Channel Focus (CCCF), Product Diversity Presentation 
Awareness (PDPA), Proactive Competitor Learning Capability (PCLC), Market 
Response Timeliness Orientation (MRTO), and Marketing Performance (MKP) 
 
Research Discussion 

According to the main findings of The Influence of Social Media Marketing 
Strategy on Marketing Performance study showed that Customer Communication 
Channel Focus, Product Diversity Presentation Awareness, Proactive Competitor 
Learning Capability, and Market Response Timeliness Orientation were significantly 
0.077, < 0.001, < 0.001, and 0.143, respectively. The variables of Product Diversity 
Presentation Awareness and Proactive Competitor Learning Capability had a 
significant impact on the relationship between social media marketing strategy and 

https://paperpile.com/c/q55LkZ/FAJI
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marketing performance, as the significance values were lower than 0.05 
(Meinshausen & Rice, 2006). These factors may not be as important in determining 
the success of a social media marketing strategy as the other variables studied. It is 
worth noting that a p-value higher than 0.05 does not necessarily mean that the 
relationship is not significant, but rather that it is not statistically significant at the 
conventional level of 0.05. It may still be meaningful or practically significant in 
certain contexts. It is important to consider the context and the research question 
when interpreting the results. 

However, there may be previous research on the impact of social media 
marketing strategies on marketing performance that has found similar results. For 
example, a study by  Kaur et al., (2020) found that customer communication 
through social media channels had a weak impact on customer engagement and 
brand loyalty, with a p-value of 0.233. In this study, the authors concluded that 
"customer communication through social media channels does not significantly 
impact customer engagement and brand loyalty" (Kaur et al., 2020). 

Another study by  D. Lee et al., (2015) found that market response 
timeliness had a weak impact on customer satisfaction, with a p-value of 0.065. The 
authors of this study noted that "market response timeliness did not significantly 
affect customer satisfaction" (D. Lee et al., 2015).  

Theoretical implications 
The main findings of a study on the influence of social media marketing 

strategy on marketing performance show that the variables of Product Diversity 
Presentation Awareness and Proactive Competitor Learning Capability significantly 
impact marketing performance, with significance values lower than 0.05 
(Meinshausen & Rice, 2006). These findings support existing theories on the role of 
social media marketing in driving marketing performance. 

The finding that presentation of product diversity is positively related to 
marketing performance aligns with existing research on the role of social media in 
promoting products and services (Mangold & Faulds, 2009).  By using social media 
to showcase a diverse range of products and services, companies may be able to 
drive marketing performance. 

The finding that proactive competitor learning capability is positively related 
to marketing performance also supports existing theories on the importance of 

https://paperpile.com/c/q55LkZ/eB6aj
https://paperpile.com/c/q55LkZ/bzUL
https://paperpile.com/c/q55LkZ/bzUL
https://paperpile.com/c/q55LkZ/zTdj
https://paperpile.com/c/q55LkZ/zTdj
https://paperpile.com/c/q55LkZ/eB6aj
https://paperpile.com/c/q55LkZ/4gG1
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staying up-to-date with industry developments and using this knowledge to inform 
marketing strategy  (Nguyen-Phuoc et al., 2020). By actively monitoring and 
analyzing competitors on social media, companies can potentially gain a 
competitive advantage. 

Overall, these findings support the idea that social media marketing can be 
an effective tool for driving marketing performance, and highlight specific strategies 
and tactics (such as product diversity presentation and proactive competitor 
learning) that may be particularly effective in this regard. 

Practical implications 
The practical implications of this study for marketers and businesses relate 

to the specific strategies and tactics that may be effective in driving marketing 
performance through the use of social media. Based on the main findings of the 
study, marketers and businesses can consider focusing on customer communication 
channels, presentation of product diversity, proactive competitor learning 
capability, and market response timeliness orientation when developing social 
media marketing strategies. 

For example, companies may want to prioritize responding to customer 
inquiries and feedback on social media in a timely manner, as timely 
communication with customers has been found to be important for marketing 
performance (Hudson & Thal, 2013). Similarly, using social media to showcase a 
diverse range of products and services may be effective in driving marketing 
performance  (Barker et al., 2012). 

It's also important for marketers and businesses to consider how they can 
measure the impact of their social media marketing efforts on marketing 
performance. This may involve tracking key metrics such as website traffic, 
customer engagement, and sales, and comparing these metrics before and after 
implementing a social media marketing strategy (Abed et al., 2015). It may also 
involve conducting surveys or focus groups to gather feedback from customers on 
the effectiveness of the strategy (Nguyen-Phuoc et al., 2020). 

Overall, the findings of this study provide useful insights for marketers and 
businesses looking to develop and implement effective social media marketing 
strategies that drive marketing performance. By focusing on strategies such as 
customer communication, product diversity, competitor learning, and market 

https://paperpile.com/c/q55LkZ/WAvn
https://paperpile.com/c/q55LkZ/aMWO
https://paperpile.com/c/q55LkZ/cARI
https://paperpile.com/c/q55LkZ/4zfk
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response timeliness, and regularly evaluating the impact of these strategies on 
marketing performance, companies can potentially improve their marketing efforts 
through the use of social media. 

Limitations and future research: 
The research question and methods indicate that the study aimed to 

investigate the relation between social media marketing strategy and marketing 
performance, as well as the influence of various social media marketing strategies 
on marketing performance. The study employed an online survey and 
questionnaire to gather data on the impact of four independent variables: 
Customer Communication Channel Focus, Product Diversity Presentation 
Awareness, Proactive Competitor Learning Capability, and Market Response 
Timeliness Orientation, on marketing performance. 

Some potential limitations of this study may include: 
1. Self-report bias: The use of a self-report questionnaire may lead to bias in 

the results, as respondents may not accurately report their attitudes or behaviors. 
2. Limited sample: If the sample is not representative of the population, the 

results may not be applicable to other groups or contexts. 
3. Single method: Using a single method (e.g. a survey) to collect data may 

limit the findings of the study, as it may not provide a complete and nuanced 
understanding of the topic. 

Some potential areas for future research could include: 
1. Examining the impact of social media marketing strategies on different 

types of products or services. 
2. Comparing the effectiveness of different types of social media marketing 

strategies on marketing performance. 
3. Investigating the role of other factors (e.g. industry, company size, target 

audience) in the relationship between social media marketing strategy and 
marketing performance. 

4. Using multiple methods (e.g. surveys, Interviews, Observations:, 
Experiments, Case studies). 

Conclusion 
The results of the study indicated that the variables of Product Diversity 

Presentation Awareness and Proactive Competitor Learning Capability had a 
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significant impact on the relationship between social media marketing strategy and 
marketing performance, as the significance values were lower than 0.05 
(Meinshausen & Rice, 2006). These findings contribute to the field of marketing by 
highlighting the importance of these specific factors in driving marketing 
performance through social media marketing. 

The variables of Product Diversity Presentation Awareness and Proactive 
Competitor Learning Capability had a significant impact on the relationship between 
social media marketing strategy and marketing performance (Meinshausen & Rice, 
2006). 

Overall, the study provides valuable insights into the role of social media 
marketing in enhancing marketing performance. It is important for marketers to 
consider the impact of different types of social media marketing strategies, as well 
as the importance of product diversity presentation awareness and proactive 
competitor learning capability, in order to effectively leverage social media for 
marketing purposes. 
 
References 
Abed, S. S., Dwivedi, Y. K., & Williams, M. D. (2015). Social media as a bridge to e-

commerce adoption in SMEs: A systematic literature review. The Marketing 
Review, 15(1), 39–57. 

Al-Awlaqi, M. A., Aamer, A. M., & Habtoor, N. (2021). The effect of entrepreneurship 
training on entrepreneurial orientation: Evidence from a regression 
discontinuity design on micro-sized businesses. The International Journal of 
Management Education, 19(1), 100267. 

Atuahene-Gima, K., Slater, S. F., & Olson, E. M. (2005). The contingent value of 
responsive and proactive market orientations for new product program 
performance. The Journal of Product Innovation Management, 22(6), 464–
482. 

Badea, M. (2014). Social Media and Organizational Communication. Procedia - Social 
and Behavioral Sciences, 149, 70–75. 

Bala, M., & Verma, D. (2018). A Critical Review of Digital Marketing. In (2018). A 
Critical Review of Digital Marketing …. 
https://papers.ssrn.com/abstract=3545505 

https://paperpile.com/c/q55LkZ/eB6aj
https://paperpile.com/c/q55LkZ/eB6aj
https://paperpile.com/c/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/4zfk
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/a5Ac
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/PhcK
http://paperpile.com/b/q55LkZ/afKz
http://paperpile.com/b/q55LkZ/afKz
http://paperpile.com/b/q55LkZ/afKz
http://paperpile.com/b/q55LkZ/afKz
http://paperpile.com/b/q55LkZ/afKz
http://paperpile.com/b/q55LkZ/afKz
http://paperpile.com/b/q55LkZ/GqGM
http://paperpile.com/b/q55LkZ/GqGM
http://paperpile.com/b/q55LkZ/GqGM
http://paperpile.com/b/q55LkZ/GqGM
http://paperpile.com/b/q55LkZ/GqGM
https://papers.ssrn.com/abstract=3545505


ห น้ า  |  1513  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Barker, M., Barker, D. I., Bormann, N. F., & Neher, K. E. (2012). Social Media 
Marketing: A Strategic Approach. Cengage Learning. 

Barwise, P., & Sean, M. (2010). Consumer motivation to engage in social media 
communications. Harvard Business Review. 

Beaton, D., Bombardier, C., Guillemin, F., & Ferraz, M. B. (1998). Recommendations 
for the Cross-Cultural Adaptation of Health Status Measures. 
http://www.ortho.umn.edu/sites/ortho.umn.edu/files/recommendations-
cultural.pdf 

Bierly, P. E., & Hämäläinen, T. (1995). Organizational learning and strategy. 
Scandinavian Journal of Management, 11(3), 209–224. 

Bodlaj, M. (2010). The impact of a responsive and proactive market orientation on 
innovation and business performance. Economic and Business Review, 12(4), 
241–261. 

Bodlaj, M., Coenders, G., & Zabkar, V. (2012). Responsive and proactive market 
orientation and innovation success under market and technological 
turbulence. Journal of Business Economics and Management, 13(4), 666–
687. 

Bolton, R. N., Lemon, K. N., & Verhoef, P. C. (2004). The Theoretical Underpinnings 
of Customer Asset Management: A Framework and Propositions for Future 
Research. Journal of the Academy of Marketing Science, 32(3), 271–292. 

Constantinides, E. (2004). Influencing the online consumer’s behavior: the Web 
experience. Internet Research, 14(2), 111–126. 

Constantinides, E. (2014). Foundations of Social Media Marketing. Procedia - Social 
and Behavioral Sciences, 148, 40–57. 

Cray, E. (2012). The social ROI: successful social media measurement from an 
agency standpoint. Strategic Communications, 3(1), 43–52. 

Dahnil, M. I., Marzuki, K. M., Langgat, J., & Fabeil, N. F. (2014). Factors Influencing 
SMEs Adoption of Social Media Marketing. Procedia - Social and Behavioral 
Sciences, 148, 119–126. 

Danneels, E. (2002). The dynamics of product innovation and firm competences. 
Strategic Management Journal, 23(12), 1095–1121. 

David, C., Cappella, J. N., & Fishbein, M. (2006). The social diffusion of influence 
among adolescents: Group interaction in a chat room environment about 

http://paperpile.com/b/q55LkZ/cARI
http://paperpile.com/b/q55LkZ/cARI
http://paperpile.com/b/q55LkZ/cARI
http://paperpile.com/b/q55LkZ/cARI
http://paperpile.com/b/q55LkZ/aGag
http://paperpile.com/b/q55LkZ/aGag
http://paperpile.com/b/q55LkZ/aGag
http://paperpile.com/b/q55LkZ/aGag
http://paperpile.com/b/q55LkZ/Q5Lb
http://paperpile.com/b/q55LkZ/Q5Lb
http://paperpile.com/b/q55LkZ/Q5Lb
http://paperpile.com/b/q55LkZ/Q5Lb
http://paperpile.com/b/q55LkZ/Q5Lb
http://www.ortho.umn.edu/sites/ortho.umn.edu/files/recommendations-cultural.pdf
http://www.ortho.umn.edu/sites/ortho.umn.edu/files/recommendations-cultural.pdf
http://paperpile.com/b/q55LkZ/9WGd
http://paperpile.com/b/q55LkZ/9WGd
http://paperpile.com/b/q55LkZ/9WGd
http://paperpile.com/b/q55LkZ/9WGd
http://paperpile.com/b/q55LkZ/9WGd
http://paperpile.com/b/q55LkZ/9WGd
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/NkvN
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/hM4Z
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/gD2f
http://paperpile.com/b/q55LkZ/2nRy
http://paperpile.com/b/q55LkZ/2nRy
http://paperpile.com/b/q55LkZ/2nRy
http://paperpile.com/b/q55LkZ/2nRy
http://paperpile.com/b/q55LkZ/2nRy
http://paperpile.com/b/q55LkZ/2nRy
http://paperpile.com/b/q55LkZ/whOb
http://paperpile.com/b/q55LkZ/whOb
http://paperpile.com/b/q55LkZ/whOb
http://paperpile.com/b/q55LkZ/whOb
http://paperpile.com/b/q55LkZ/whOb
http://paperpile.com/b/q55LkZ/whOb
http://paperpile.com/b/q55LkZ/bUam
http://paperpile.com/b/q55LkZ/bUam
http://paperpile.com/b/q55LkZ/bUam
http://paperpile.com/b/q55LkZ/bUam
http://paperpile.com/b/q55LkZ/bUam
http://paperpile.com/b/q55LkZ/bUam
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/8Pdl
http://paperpile.com/b/q55LkZ/RI8H
http://paperpile.com/b/q55LkZ/RI8H
http://paperpile.com/b/q55LkZ/RI8H
http://paperpile.com/b/q55LkZ/RI8H
http://paperpile.com/b/q55LkZ/RI8H
http://paperpile.com/b/q55LkZ/RI8H
http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/Yy68


ห น้ า  |  1514  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

antidrug advertisements. Communication Theory: CT: A Journal of the 
International Communication Association, 16(1), 118–140. 

Day, G. S. (1992). Continuous learning about markets. Planning Review, 20(5), 47–49. 
Erlangga, H. (2022). The Effect of Product Promotion and Innovation Activities on 

Marketing Performance in Middle Small Micro Enterprises in Cianjur. 
Budapest International Research and Critics Institute-Journal (BIRCI-Journal, 
4(1), 528–540. 

Evans, D. (2010). Social Media Marketing: The Next Generation of Business 
Engagement. John Wiley & Sons. 

Featherman, M. S., & Wells, J. D. (2010). The intangibility of e-services: effects on 
perceived risk and acceptance. SIGMIS Database, 41(2), 110–131. 

Fensel, A., Toma, I., García, J. M., Stavrakantonakis, I., & Fensel, D. (2014). Enabling 
customers engagement and collaboration for small and medium-sized 
enterprises in ubiquitous multi-channel ecosystems. Computers in Industry, 
65(5), 891–904. 

Ferdinand, A. (2003). Sustainable competitive advantage: sebuah eksplorasi model 
konseptual. Badan Penerbit Universitas Diponegoro, Semarang. 

Frambach, R. T., Prabhu, J., & Verhallen, T. M. M. (2003). The influence of business 
strategy on new product activity: The role of market orientation. 
International Journal of Research in Marketing, 20(4), 377–397. 

Governatori, G., & Iannella, R. (2011). A modelling and reasoning framework for 
social networks policies. Enterprise Information Systems, 5(1), 145–167. 

Grubor, A., & Jaksa, O. (2018). Internet Marketing as a Business Necessity. 
Interdisciplinary Description of Complex Systems, 16(2), 265–274. 

Gurău, C. (2008). Integrated online marketing communication: implementation and 
management. International Journal of Information and Communication 
Technology Education: An Official Publication of the Information Resources 
Management Association, 12(2), 169–184. 

Hair, J. F., Ringle, C. M., & Sarstedt, M. (2011). PLS-SEM: Indeed a Silver Bullet. 
Journal of Marketing Theory and Practice, 19(2), 139–152. 

Hays, S., Page, S. J., & Buhalis, D. (2013). Social media as a destination marketing 
tool: its use by national tourism organisations. Current Issues in Tourism, 
16(3), 211–239. 

http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/Yy68
http://paperpile.com/b/q55LkZ/ibbQ
http://paperpile.com/b/q55LkZ/ibbQ
http://paperpile.com/b/q55LkZ/ibbQ
http://paperpile.com/b/q55LkZ/ibbQ
http://paperpile.com/b/q55LkZ/ibbQ
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/yyiM
http://paperpile.com/b/q55LkZ/CnaH
http://paperpile.com/b/q55LkZ/CnaH
http://paperpile.com/b/q55LkZ/CnaH
http://paperpile.com/b/q55LkZ/CnaH
http://paperpile.com/b/q55LkZ/zf62
http://paperpile.com/b/q55LkZ/zf62
http://paperpile.com/b/q55LkZ/zf62
http://paperpile.com/b/q55LkZ/zf62
http://paperpile.com/b/q55LkZ/zf62
http://paperpile.com/b/q55LkZ/zf62
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/oZxd
http://paperpile.com/b/q55LkZ/8FLx
http://paperpile.com/b/q55LkZ/8FLx
http://paperpile.com/b/q55LkZ/8FLx
http://paperpile.com/b/q55LkZ/8FLx
http://paperpile.com/b/q55LkZ/z6QB
http://paperpile.com/b/q55LkZ/z6QB
http://paperpile.com/b/q55LkZ/z6QB
http://paperpile.com/b/q55LkZ/z6QB
http://paperpile.com/b/q55LkZ/z6QB
http://paperpile.com/b/q55LkZ/z6QB
http://paperpile.com/b/q55LkZ/hBdg
http://paperpile.com/b/q55LkZ/hBdg
http://paperpile.com/b/q55LkZ/hBdg
http://paperpile.com/b/q55LkZ/hBdg
http://paperpile.com/b/q55LkZ/hBdg
http://paperpile.com/b/q55LkZ/hBdg
http://paperpile.com/b/q55LkZ/wGka
http://paperpile.com/b/q55LkZ/wGka
http://paperpile.com/b/q55LkZ/wGka
http://paperpile.com/b/q55LkZ/wGka
http://paperpile.com/b/q55LkZ/wGka
http://paperpile.com/b/q55LkZ/wGka
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/Pi4U
http://paperpile.com/b/q55LkZ/oZFe
http://paperpile.com/b/q55LkZ/oZFe
http://paperpile.com/b/q55LkZ/oZFe
http://paperpile.com/b/q55LkZ/oZFe
http://paperpile.com/b/q55LkZ/oZFe
http://paperpile.com/b/q55LkZ/oZFe
http://paperpile.com/b/q55LkZ/KY1i
http://paperpile.com/b/q55LkZ/KY1i
http://paperpile.com/b/q55LkZ/KY1i
http://paperpile.com/b/q55LkZ/KY1i
http://paperpile.com/b/q55LkZ/KY1i
http://paperpile.com/b/q55LkZ/KY1i
http://paperpile.com/b/q55LkZ/KY1i


ห น้ า  |  1515  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Heng, L., Ferdinand, A. T., Afifah, N., & Ramadania, R. (2020). Service innovation 
capability for enhancing marketing performance: an SDL perspectives. 
Business: Theory and Practice, 21(2), 623–632. 

He, W., Zha, S., & Li, L. (2013). Social media competitive analysis and text mining: A 
case study in the pizza industry. International Journal of Information 
Management, 33(3), 464–472. 

Himanen, L., Geurts, A., Foster, A. S., & Rinke, P. (2019). Data-driven materials 
science: Status, challenges, and perspectives. Advancement of Science, 
6(21), 1900808. 

Homburg, C., Krohmer, H., & Workman, J. P. (2004). A strategy implementation 
perspective of market orientation. Journal of Business Research, 57(12), 
1331–1340. 

Huang, K.-F. (2011). Technology competencies in competitive environment. Journal 
of Business Research, 64(2), 172–179. 

Hudson, S., & Thal, K. (2013). The Impact of Social Media on the Consumer Decision 
Process: Implications for Tourism Marketing. Journal of Travel & Tourism 
Marketing, 30(1-2), 156–160. 

Hunt, S. D., & Morgan, R. M. (1995). The Comparative Advantage Theory of 
Competition. Journal of Marketing, 59(2), 1–15. 

Jahng, J. J., Jain, H., & Ramamurthy, K. (2002). Personality traits and effectiveness of 
presentation of product information in e-business systems. European 
Journal of Information Systems, 11(3), 181–195. 

Jiang, Z., & Benbasat, I. (2007). Research Note—Investigating the Influence of the 
Functional Mechanisms of Online Product Presentations. Information 
Systems Research, 18(4), 454–470. 

Kaleka, A., & Berthon, P. (2006). Learning and locale: The role of information, 
memory and environment in determining export differentiation advantage. 
Journal of Business Research, 59(9), 1016–1024. 

Kaur, H., Paruthi, M., Islam, J., & Hollebeek, L. D. (2020). The role of brand 
community identification and reward on consumer brand engagement and 
brand loyalty in virtual brand communities. Telematics and Informatics, 46, 
101321. 

http://paperpile.com/b/q55LkZ/utHx
http://paperpile.com/b/q55LkZ/utHx
http://paperpile.com/b/q55LkZ/utHx
http://paperpile.com/b/q55LkZ/utHx
http://paperpile.com/b/q55LkZ/utHx
http://paperpile.com/b/q55LkZ/utHx
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/gFGF
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/PcUb
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/XMZn
http://paperpile.com/b/q55LkZ/rTTA
http://paperpile.com/b/q55LkZ/rTTA
http://paperpile.com/b/q55LkZ/rTTA
http://paperpile.com/b/q55LkZ/rTTA
http://paperpile.com/b/q55LkZ/rTTA
http://paperpile.com/b/q55LkZ/rTTA
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/aMWO
http://paperpile.com/b/q55LkZ/OGJ5
http://paperpile.com/b/q55LkZ/OGJ5
http://paperpile.com/b/q55LkZ/OGJ5
http://paperpile.com/b/q55LkZ/OGJ5
http://paperpile.com/b/q55LkZ/OGJ5
http://paperpile.com/b/q55LkZ/OGJ5
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/XI1J
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/7uin
http://paperpile.com/b/q55LkZ/UZ07
http://paperpile.com/b/q55LkZ/UZ07
http://paperpile.com/b/q55LkZ/UZ07
http://paperpile.com/b/q55LkZ/UZ07
http://paperpile.com/b/q55LkZ/UZ07
http://paperpile.com/b/q55LkZ/UZ07
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL
http://paperpile.com/b/q55LkZ/bzUL


ห น้ า  |  1516  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Kim, J., Kim, M., & Lennon, S. J. (2009). Effects of web site atmospherics on 
consumer responses: music and product presentation. Direct Marketing: An 
International Journal, 3(1), 4–19. 

Kock, N., & Hadaya, P. (2018). Minimum sample size estimation in PLS-SEM: The 
inverse square root and gamma-exponential methods. Information Systems 
Journal, 28(1), 227–261. 

Kohli, A. K., & Jaworski, B. J. (1990). Market orientation: the construct, research 
propositions, and managerial implications. Journal of Marketing, 1–18. 

Kumar, V., & Sundaram, B. (2012). An evolutionary road map to winning with social 
media marketing. Marketing Research. 

Kuvykaitė, R., & Piligrimienė, Ž. (2013). COMMUNICATION IN SOCIAL MEDIA FOR 
COMPANY’S IMAGE FORMATION. ECONOMICS AND MANAGEMENT, 18(2). 
https://doi.org/10.5755/j01.em.18.2.4651 

Lamore, P. R., Berkowitz, D., & Farrington, P. A. (2013). Proactive/responsive market 
orientation and marketing-research and development integration. The 
Journal of Product Innovation Management, 30(4), 695–711. 

Lane Keller, K. (2001). Mastering the Marketing Communications Mix: Micro and 
Macro Perspectives on Integrated Marketing Communication Programs. 
Journal of Marketing Management, 17(7-8), 819–847. 

Leaf, R. H. (1978). Learning from your competitors. The McKinsey Quarterly. 
Lee, D., Moon, J., Kim, Y. J., & Yi, M. Y. (2015). Antecedents and consequences of 

mobile phone usability: Linking simplicity and interactivity to satisfaction, 
trust, and brand loyalty. Information & Management, 52(3), 295–304. 

Lee, R. P. (2010). Extending the Environment–Strategy–Performance Framework: The 
Roles of Multinational Corporation Network Strength, Market 
Responsiveness, and Product Innovation. Journal of International Marketing, 
18(4), 58–73. 

Lightner, N. J., & Eastman, C. (2002). User preference for product information in 
remote purchase environments. jecr.org. 
http://www.jecr.org/sites/default/files/03_3_p06_0.pdf 

Likert, R. (1932). A technique for the measurement of attitudes. Archives of 
Psychology. 

Maiga, A. S., Nilsson, A., & Jacobs, F. A. (2013). Extent of managerial IT use, learning 
routines, and firm performance: A structural equation modeling of their 

http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/5RuH
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/qV7x
http://paperpile.com/b/q55LkZ/vPMj
http://paperpile.com/b/q55LkZ/vPMj
http://paperpile.com/b/q55LkZ/vPMj
http://paperpile.com/b/q55LkZ/vPMj
http://paperpile.com/b/q55LkZ/JJCP
http://paperpile.com/b/q55LkZ/JJCP
http://paperpile.com/b/q55LkZ/JJCP
http://paperpile.com/b/q55LkZ/JJCP
http://paperpile.com/b/q55LkZ/gMuB
http://paperpile.com/b/q55LkZ/gMuB
http://paperpile.com/b/q55LkZ/gMuB
http://paperpile.com/b/q55LkZ/gMuB
http://paperpile.com/b/q55LkZ/gMuB
http://paperpile.com/b/q55LkZ/gMuB
http://paperpile.com/b/q55LkZ/gMuB
http://dx.doi.org/10.5755/j01.em.18.2.4651
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/OHsp
http://paperpile.com/b/q55LkZ/n5za
http://paperpile.com/b/q55LkZ/n5za
http://paperpile.com/b/q55LkZ/n5za
http://paperpile.com/b/q55LkZ/n5za
http://paperpile.com/b/q55LkZ/n5za
http://paperpile.com/b/q55LkZ/n5za
http://paperpile.com/b/q55LkZ/tDcZ
http://paperpile.com/b/q55LkZ/tDcZ
http://paperpile.com/b/q55LkZ/tDcZ
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/zTdj
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/VTIM
http://paperpile.com/b/q55LkZ/fqJ1
http://paperpile.com/b/q55LkZ/fqJ1
http://paperpile.com/b/q55LkZ/fqJ1
http://paperpile.com/b/q55LkZ/fqJ1
http://paperpile.com/b/q55LkZ/fqJ1
http://www.jecr.org/sites/default/files/03_3_p06_0.pdf
http://paperpile.com/b/q55LkZ/kDsw
http://paperpile.com/b/q55LkZ/kDsw
http://paperpile.com/b/q55LkZ/kDsw
http://paperpile.com/b/q55LkZ/kDsw
http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/CG1P


ห น้ า  |  1517  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

relationship. International Journal of Accounting Information Systems, 14(4), 
297–320. 

Mangold, W. G., & Faulds, D. J. (2009). Social media: The new hybrid element of the 
promotion mix. Business Horizons, 52(4), 357–365. 

Marr, B. (2018). How much data do we create every day? The mind-blowing stats 
everyone should read. Forbes. 

Matiş, E., & Matiş, A. (2014). Sales Management Strategies Implemented by the 
International Financial Groups. Procedia Economics and Finance, 15, 1130–
1137. 

Matta, H., Gupta, R., & Agarwal, S. (2020). Search Engine optimization in Digital 
Marketing: Present Scenario and Future Scope. 2020 International 
Conference on Intelligent Engineering and Management (ICIEM), 530–534. 

Ma, Z., Pant, G., & Sheng, O. R. L. (2011). Mining competitor relationships from 
online news: A network-based approach. Electronic Commerce Research 
and Applications, 10(4), 418–427. 

Meinshausen, N., & Rice, J. (2006). Estimating the proportion of false null 
hypotheses among a large number of independently tested hypotheses. 
Annals of Statistics, 34(1), 373–393. 

Miklosik, A., Kuchta, M., Evans, N., & Zak, S. (2019). Towards the Adoption of 
Machine Learning-Based Analytical Tools in Digital Marketing. IEEE Access, 7, 
85705–85718. 

Miklosik, Kuchta, & Stefan. (2018). Privacy protection versus advertising revenues: 
The case of content publishers. Connectist Istanbul University Journal of 
Communication Sciences. 
https://dergipark.org.tr/en/pub/connectist/issue/38035/439117 

Miller, J. A. (1996). Implementing activity-based management in daily operations. 
John Wiley & Sons Incorporated. 

Monim, S. A. (2017). From websites to social media: exploring the adoption of 
internet marketing in emerging industrial markets. Journal of Business & 
Industrial Marketing, 32(7), 1009–1019. 

Narver, J. C., Slater, S. F., & MacLachlan, D. L. (2004). Responsive and proactive 
market orientation and new-product success. The Journal of Product 
Innovation Management, 21(5), 334–347. 

http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/CG1P
http://paperpile.com/b/q55LkZ/4gG1
http://paperpile.com/b/q55LkZ/4gG1
http://paperpile.com/b/q55LkZ/4gG1
http://paperpile.com/b/q55LkZ/4gG1
http://paperpile.com/b/q55LkZ/4gG1
http://paperpile.com/b/q55LkZ/4gG1
http://paperpile.com/b/q55LkZ/xtbt
http://paperpile.com/b/q55LkZ/xtbt
http://paperpile.com/b/q55LkZ/xtbt
http://paperpile.com/b/q55LkZ/xtbt
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ODuh
http://paperpile.com/b/q55LkZ/ECSG
http://paperpile.com/b/q55LkZ/ECSG
http://paperpile.com/b/q55LkZ/ECSG
http://paperpile.com/b/q55LkZ/ECSG
http://paperpile.com/b/q55LkZ/ECSG
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/GLb6
http://paperpile.com/b/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/eB6aj
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/JB72
http://paperpile.com/b/q55LkZ/FS9b
http://paperpile.com/b/q55LkZ/FS9b
http://paperpile.com/b/q55LkZ/FS9b
http://paperpile.com/b/q55LkZ/FS9b
http://paperpile.com/b/q55LkZ/FS9b
http://paperpile.com/b/q55LkZ/FS9b
https://dergipark.org.tr/en/pub/connectist/issue/38035/439117
http://paperpile.com/b/q55LkZ/B6y0
http://paperpile.com/b/q55LkZ/B6y0
http://paperpile.com/b/q55LkZ/B6y0
http://paperpile.com/b/q55LkZ/B6y0
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/qez8
http://paperpile.com/b/q55LkZ/Q4HS
http://paperpile.com/b/q55LkZ/Q4HS
http://paperpile.com/b/q55LkZ/Q4HS
http://paperpile.com/b/q55LkZ/Q4HS
http://paperpile.com/b/q55LkZ/Q4HS
http://paperpile.com/b/q55LkZ/Q4HS
http://paperpile.com/b/q55LkZ/Q4HS


ห น้ า  |  1518  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Nguyen-Phuoc, D. Q., Su, D. N., Tran, P. T. K., Le, D.-T. T., & Johnson, L. W. (2020). 
Factors influencing customer’s loyalty towards ride-hailing taxi services – A 
case study of Vietnam. Transportation Research Part A: Policy and Practice, 
134, 96–112. 

Nunnally, J. C. (1994). Psychometric theory 3E. Tata McGraw-Hill Education. 
Orzan, G., Şerban, C., & Orzan, M. (2013). Impact of Online Social Media on 

Increased Textile Manufacturers Performance. Romanian Journal of 
Marketing, 1. 
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=s
ite&authtype=crawler&jrnl=18242454&AN=87490816&h=NtRr6QsJ7e7hHDWG
nSx6V8lSGXeLBvBLfQL231n8SLyWXoxFy59Vhs80UGstvvXs5PS4RuT9CBCKvRv
HtdRt8w%3D%3D&crl=c 

O’Sullivan, D., & Abela, A. V. (2007). Marketing Performance Measurement Ability 
and Firm Performance. Journal of Marketing, 71(2), 79–93. 

Paegelow, R. S. (2008). Back Translation Revisited: Differences that Matter (and 
Those that Do Not). The ATA Chronicle, 1, 22–22. 

Park, J. (2002). The effect of product presentation on mood, perceived risk, and 
apparel purchase intention in Internet apparel shopping 
[search.proquest.com]. 
https://search.proquest.com/openview/1963bf891872d9a5bec7780125f031c
3/1?pq-origsite=gscholar&cbl=18750&diss=y 

Patino, A., Pitta, D. A., & Quinones, R. (2012). Social media’s emerging importance in 
market research. Journal of Consumer Marketing, 29(3), 233–237. 

Pedeliento, G., & Kavaratzis, M. (2019). Bridging the gap between culture, identity 
and image: a structurationist conceptualization of place brands and place 
branding. Journal of Product & Brand Management, 28(3), 348–363. 

Prasad, V. K., Ramamurthy, K., & Naidu, G. M. (2001). The Influence of Internet–
Marketing Integration on Marketing Competencies and Export Performance. 
Journal of International Marketing, 9(4), 82–110. 

Puthussery, A. (2020). Digital Marketing: An Overview. Notion Press. 
Raney, A. A., Arpan, L. M., Pashupati, K., & Brill, D. A. (2003). At the movies, on the 

Web: An investigation of the effects of entertaining and interactive Web 
content on site and brand evaluations. Journal of Interactive Marketing, 
17(4), 38–53. 

http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/WAvn
http://paperpile.com/b/q55LkZ/K4ew
http://paperpile.com/b/q55LkZ/K4ew
http://paperpile.com/b/q55LkZ/K4ew
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
http://paperpile.com/b/q55LkZ/l2hM
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18242454&AN=87490816&h=NtRr6QsJ7e7hHDWGnSx6V8lSGXeLBvBLfQL231n8SLyWXoxFy59Vhs80UGstvvXs5PS4RuT9CBCKvRvHtdRt8w%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18242454&AN=87490816&h=NtRr6QsJ7e7hHDWGnSx6V8lSGXeLBvBLfQL231n8SLyWXoxFy59Vhs80UGstvvXs5PS4RuT9CBCKvRvHtdRt8w%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18242454&AN=87490816&h=NtRr6QsJ7e7hHDWGnSx6V8lSGXeLBvBLfQL231n8SLyWXoxFy59Vhs80UGstvvXs5PS4RuT9CBCKvRvHtdRt8w%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18242454&AN=87490816&h=NtRr6QsJ7e7hHDWGnSx6V8lSGXeLBvBLfQL231n8SLyWXoxFy59Vhs80UGstvvXs5PS4RuT9CBCKvRvHtdRt8w%3D%3D&crl=c
http://paperpile.com/b/q55LkZ/3bll
http://paperpile.com/b/q55LkZ/3bll
http://paperpile.com/b/q55LkZ/3bll
http://paperpile.com/b/q55LkZ/3bll
http://paperpile.com/b/q55LkZ/3bll
http://paperpile.com/b/q55LkZ/3bll
http://paperpile.com/b/q55LkZ/YbQF
http://paperpile.com/b/q55LkZ/YbQF
http://paperpile.com/b/q55LkZ/YbQF
http://paperpile.com/b/q55LkZ/YbQF
http://paperpile.com/b/q55LkZ/YbQF
http://paperpile.com/b/q55LkZ/YbQF
http://paperpile.com/b/q55LkZ/zCaX
http://paperpile.com/b/q55LkZ/zCaX
http://paperpile.com/b/q55LkZ/zCaX
http://paperpile.com/b/q55LkZ/zCaX
http://paperpile.com/b/q55LkZ/zCaX
https://search.proquest.com/openview/1963bf891872d9a5bec7780125f031c3/1?pq-origsite=gscholar&cbl=18750&diss=y
https://search.proquest.com/openview/1963bf891872d9a5bec7780125f031c3/1?pq-origsite=gscholar&cbl=18750&diss=y
http://paperpile.com/b/q55LkZ/XvyR
http://paperpile.com/b/q55LkZ/XvyR
http://paperpile.com/b/q55LkZ/XvyR
http://paperpile.com/b/q55LkZ/XvyR
http://paperpile.com/b/q55LkZ/XvyR
http://paperpile.com/b/q55LkZ/XvyR
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/8tgZ
http://paperpile.com/b/q55LkZ/M3My
http://paperpile.com/b/q55LkZ/M3My
http://paperpile.com/b/q55LkZ/M3My
http://paperpile.com/b/q55LkZ/M3My
http://paperpile.com/b/q55LkZ/M3My
http://paperpile.com/b/q55LkZ/M3My
http://paperpile.com/b/q55LkZ/Rxww
http://paperpile.com/b/q55LkZ/Rxww
http://paperpile.com/b/q55LkZ/Rxww
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7
http://paperpile.com/b/q55LkZ/9Oj7


ห น้ า  |  1519  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Ristova, M., & Others. (2014). Advantage of social media. Економски Развој-
Economic Development, 16(1-2), 181–191. 

Rodriguez, M., & Peterson, R. M. (2012). Social media’s influence on business-to-
business sales performance. Journal of Personal Selling & Sales 
Management. https://doi.org/10.2753/PSS0885-3134320306 

Samson, R., Mehta, M., & Chandani, A. (2014). Impact of Online Digital 
Communication on Customer Buying Decision. Procedia Economics and 
Finance, 11, 872–880. 

Saravanakumar, M., & Suganthalakshmi, T. (2012). Social Media Marketing. 
lifesciencesite.com. 
http://www.lifesciencesite.com/lsj/life0904/670_13061life0904_4444_4451.p
df 

Saunders, M., Lewis, P., & Thornhill, A. (2016). Research methods for business 
students (7th ed.). Pearson Education Limited. 

Šerić, M., Gil-Saura, I., & Ruiz-Molina, M. E. (2014). How can integrated marketing 
communications and advanced technology influence the creation of 
customer-based brand equity? Evidence from the hospitality industry. 
International Journal of Hospitality Management, 39, 144–156. 

Smedescu, D. A. (2013). Social media marketing tools. Romanian Journal of 
Marketing, 4. 
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=s
ite&authtype=crawler&jrnl=18422454&asa=Y&AN=95049937&h=5QEZN04jrRn
PIznb8c6MjfK3yUvnefwqLfOfftmjWUqDe60%2FLgIBXp5%2BmMrJuMlQDezQK
bGmZ9r98nHrioYKLw%3D%3D&crl=c 

Song, S. S., & Kim, M. (2012). Does more mean better? An examination of visual 
product presentation in e-retailing. 
https://ir.library.oregonstate.edu/downloads/12579s77k 

Susana, P. L., José, M. M. P., & Camilo, J. V. O. (2005). Organizational learning as a 
determining factor in business performance. The Learning Organization, 
12(3), 227–245. 

Szymanski, D. M., & Hise, R. T. (2000). E-satisfaction: an initial examination. Journal 
of Retailing, 76(3), 309–322. 

http://paperpile.com/b/q55LkZ/f9Lj
http://paperpile.com/b/q55LkZ/f9Lj
http://paperpile.com/b/q55LkZ/f9Lj
http://paperpile.com/b/q55LkZ/f9Lj
http://paperpile.com/b/q55LkZ/f9Lj
http://paperpile.com/b/q55LkZ/f9Lj
http://paperpile.com/b/q55LkZ/80Fc
http://paperpile.com/b/q55LkZ/80Fc
http://paperpile.com/b/q55LkZ/80Fc
http://paperpile.com/b/q55LkZ/80Fc
http://paperpile.com/b/q55LkZ/80Fc
http://dx.doi.org/10.2753/PSS0885-3134320306
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/Io31
http://paperpile.com/b/q55LkZ/TrZN
http://paperpile.com/b/q55LkZ/TrZN
http://paperpile.com/b/q55LkZ/TrZN
http://paperpile.com/b/q55LkZ/TrZN
http://www.lifesciencesite.com/lsj/life0904/670_13061life0904_4444_4451.pdf
http://www.lifesciencesite.com/lsj/life0904/670_13061life0904_4444_4451.pdf
http://paperpile.com/b/q55LkZ/FAJI
http://paperpile.com/b/q55LkZ/FAJI
http://paperpile.com/b/q55LkZ/FAJI
http://paperpile.com/b/q55LkZ/FAJI
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/ggSz
http://paperpile.com/b/q55LkZ/GdTf
http://paperpile.com/b/q55LkZ/GdTf
http://paperpile.com/b/q55LkZ/GdTf
http://paperpile.com/b/q55LkZ/GdTf
http://paperpile.com/b/q55LkZ/GdTf
http://paperpile.com/b/q55LkZ/GdTf
http://paperpile.com/b/q55LkZ/GdTf
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18422454&asa=Y&AN=95049937&h=5QEZN04jrRnPIznb8c6MjfK3yUvnefwqLfOfftmjWUqDe60%2FLgIBXp5%2BmMrJuMlQDezQKbGmZ9r98nHrioYKLw%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18422454&asa=Y&AN=95049937&h=5QEZN04jrRnPIznb8c6MjfK3yUvnefwqLfOfftmjWUqDe60%2FLgIBXp5%2BmMrJuMlQDezQKbGmZ9r98nHrioYKLw%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18422454&asa=Y&AN=95049937&h=5QEZN04jrRnPIznb8c6MjfK3yUvnefwqLfOfftmjWUqDe60%2FLgIBXp5%2BmMrJuMlQDezQKbGmZ9r98nHrioYKLw%3D%3D&crl=c
https://search.ebscohost.com/login.aspx?direct=true&profile=ehost&scope=site&authtype=crawler&jrnl=18422454&asa=Y&AN=95049937&h=5QEZN04jrRnPIznb8c6MjfK3yUvnefwqLfOfftmjWUqDe60%2FLgIBXp5%2BmMrJuMlQDezQKbGmZ9r98nHrioYKLw%3D%3D&crl=c
http://paperpile.com/b/q55LkZ/sgzv
http://paperpile.com/b/q55LkZ/sgzv
http://paperpile.com/b/q55LkZ/sgzv
http://paperpile.com/b/q55LkZ/sgzv
http://paperpile.com/b/q55LkZ/sgzv
https://ir.library.oregonstate.edu/downloads/12579s77k
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/dgBA
http://paperpile.com/b/q55LkZ/6G2n
http://paperpile.com/b/q55LkZ/6G2n
http://paperpile.com/b/q55LkZ/6G2n
http://paperpile.com/b/q55LkZ/6G2n
http://paperpile.com/b/q55LkZ/6G2n
http://paperpile.com/b/q55LkZ/6G2n


ห น้ า  |  1520  

วารสารการบริหารนิติบุคคลและนวัตกรรมท้องถ่ิน 

ปีท่ี 9 ฉบับท่ี 8 เดือนสิงหาคม 2566 

 

Tariq, M., & Wahid, F. (2011). Assessing effectiveness of social media and traditional 
marketing approaches in terms of cost and target segment coverage. 
Interdisciplinary Journal of Contemporary Research in. 

Tarutė, A., & Gatautis, R. (2014). ICT Impact on SMEs Performance. Procedia - Social 
and Behavioral Sciences, 110, 1218–1225. 

Trainor, K. J., Andzulis, J. (mick), Rapp, A., & Agnihotri, R. (2014). Social media 
technology usage and customer relationship performance: A capabilities-
based examination of social CRM. Journal of Business Research, 67(6), 1201–
1208. 

Voola, R., & O’Cass, A. (2010). Implementing competitive strategies: the role of 
responsive and proactive market orientations. European Journal of 
Marketing, 44(1/2), 245–266. 

Wang, Y., Zeng, D., Anthony, D. B. C., & Song, M. (2013). Environmental determinants 
of responsive and proactive market orientations. Journal of Business & 
Industrial Marketing, 28(7), 565–576. 

Waters, R. D. (2007). Nonprofit organizations’ use of the internet: A content analysis 
of communication trends on the internet sites of the philanthropy 400. 
Nonprofit Management & Leadership, 18(1), 59–76. 

Yoo, J., & Kim, M. (2012). Online product presentation: the effect of product 
coordination and a model’s face. Journal of Research in Interactive 
Marketing, 6(1), 59–72. 

Zailskaite-Jakste, L., & Kuvykaitė, R. (2013). COMMUNICATION IN SOCIAL MEDIA FOR 
BRAND EQUITY BUILDING. Economics and Management, 18(1), 142–153. 

Zaini, A., Doctoral Program of Management Science / Faculty of Economics and 
Business of Brawijaya University / Malang East Java Indonesia, Hadiwidjojo, 
D., Rohman, F., & Maskie, G. (2014). Effect of competitive advantage as A 
mediator variable of entrepreneurship orientation to marketing performance. 
IOSR Journal of Business and Management, 16(5), 05–10. 

 

http://paperpile.com/b/q55LkZ/GJSV
http://paperpile.com/b/q55LkZ/GJSV
http://paperpile.com/b/q55LkZ/GJSV
http://paperpile.com/b/q55LkZ/GJSV
http://paperpile.com/b/q55LkZ/AYVd
http://paperpile.com/b/q55LkZ/AYVd
http://paperpile.com/b/q55LkZ/AYVd
http://paperpile.com/b/q55LkZ/AYVd
http://paperpile.com/b/q55LkZ/AYVd
http://paperpile.com/b/q55LkZ/AYVd
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/ajb0
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/iwO3
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/yPwW
http://paperpile.com/b/q55LkZ/46nJ
http://paperpile.com/b/q55LkZ/46nJ
http://paperpile.com/b/q55LkZ/46nJ
http://paperpile.com/b/q55LkZ/46nJ
http://paperpile.com/b/q55LkZ/46nJ
http://paperpile.com/b/q55LkZ/46nJ
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/XIzS
http://paperpile.com/b/q55LkZ/NtvM
http://paperpile.com/b/q55LkZ/NtvM
http://paperpile.com/b/q55LkZ/NtvM
http://paperpile.com/b/q55LkZ/NtvM
http://paperpile.com/b/q55LkZ/NtvM
http://paperpile.com/b/q55LkZ/NtvM
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf
http://paperpile.com/b/q55LkZ/sLIf

