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Abstract

Human communication in modern times is fast. Can spread information News
thoroughly and extensive Especially communication through various electronic tools that are
very popular in the age of digital communication Communicating with online networking
Usually have the form of viral marketing commmunication or viral video marketing because it
is a low cost and effective marketing. When compared to other marketing methods and
weighs more to create credibility for consumers Advertising in other formats Because viral
communication via social media is not necessary for the messenger and the receiver to have
a close relationship, then it will influence the confidence building in That product and
service, but only consumers and consumers telling each other And resulting in products and
Services that pass the word-of-mouth communication process in this digital age have a very
high level of reliability.

Creating a current trend to convince consumers If using advertising through

traditional media May not be enough and does not meet the needs of consumers in the



a aa

NIeTINNS anduwmaluladuisgdssagdl U0 7 adun 2 nsngrau - Sunneu 2564 537

digital age that can access information at all times, social media is becoming another
channel with full access to information. And convenience for consumers Although
consumers' trust in advertising in the media. In the main direction may decrease but in the
other direction, it is found that consumers turn to pay attention to the information received
from People who are more reliable in the online world before deciding to buy more
products and services. Influential person In the online world, it has become a marketing tool
that brands must seek to use as a medium for communication in Contact with consumers
Including business owners themselves can also be a marketing tool.

If it is a person that the masses know However, choosing the influential person
should also consider the time period, the brand image and the techniques used to
communicate with consumers. Because what consumers today need most is reliability and
trust. Which is not easily found in traditional media advertising. The Nielsen Company (2009)
surveyed consumers' attitudes towards trust in 13 forms of advertising media, found that
viral marketing is a tool to stimulate consumers to Product purchase decision And the
highest service Which accounted for 53 percent From the above study, it can be concluded
that Consumers will make the decision to buy products more easily and quickly if they
receive information from a credible influencer.

It can be concluded that the content of the marketing information should be in the
form of articles, language, sharp words, philosophy, concepts in order to be a warning to the
suggestion that is suitable for Culture and situations are content creation that is impressive
and creates society. Is a video clip Animation that generates emotions There are stories that
correspond to reality in today's society.

Relationship with the data source Focus on communication from family members
such as father and siblings. Access to close relationships and resources that are intimate and
influential will facilitate sharing. This arises from trust. Wanting to be accepted Including

relatives And close friends interacting closely together can create word of mouth.
Keywords: viral video marketing, Influence viral videos, Franchise drinks
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firy [udweslumsdndugsauddesdiiununuisnisuazsuuuianzvesdninenisie
WvoIunsulyd S?i\iﬁffamﬂaﬂmaﬂgwmaﬁlﬁaﬂdwé’mwﬂ unsulwd (Franchise contract) wazandiLey
Sondn wrlsulyd

fsgnad AAvrlariam (2554) wisulyd nuneda nagnsviegsalunisnszate dudnse
U3N13giuslnaann (USEnud) lagshuniieAuan (Usemaundn) wagvindgygyvisetennassiuiu
melfiadomnensfmieuinig uarsiunavesuitnudlunismuaumhegsiatudiowantunis
I§suthszasssuion uazasedas (Royalty) aanuStmaundn

agulidn szuuunsuled Wunisdfiugsislunisnsznedudmieuinisgiuilan Taofd
fimunAudviouimnasnauisnisuarsuuuuivszaunnuduiauazdesnsiiazvenegiialaens
evonanslunisuseneugsfadenaidududmiouing Bnsuasrsuuuulifuddaninssialae
aoshoawyindnynviedennasmungmnesiuiu Tasffuaniagdosiniunumuisnisuassuuuy
vouivesunsulyd vioneld TememsivSeledesnenisi veadesunsulyd sfadives
wilstlodasdienden1amunInaIn N15UIMIs AUAN NSENBUTH NSIAMAUA LagnTdaesy
mseudunsuled wazArsssudondunsmeuununisliuiniseieg dsenaazimundadiuain
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ATNsAEUeIU
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wadalunisiiusinsiudeya 3 sYwvuldunnisduniwalidadin (In-depth interview)

[
[ 1

N13HANKUUEBUNTY (Questionnaire) ag N15AUNUINGY (Focus group) AetuNguLUMINEYDINTT

[
v a

@ Y ' aal =2 1 [
Nudeyatunsazisnisdwdsesndu 3 Ussanaal

Ya v

Alideyadidy FAdelddrnaianisdunivaliednunldlunisiivdeyaidanann

Y

\lansIdeuANdDnARDIvedllaNliaINNITNUMIITIUNTIUAUTaYaaIn nsdunval {I3elY

o o A

nsidenmuinguszasd (Purposive selection) lunsidenilst deyaddniiaunsalidoyaiiiiu
Usgloviwnnsidels Usznausig

1. fuszneugsiausulvdindesiuildnagnslhiainleriieTnguseasdnis msmanduou
10 AU

v

2. nssnanaiiunsnaineeulafe ensdsyivamnInendeniivssaunisainsaeunu

v
=

nsnanoaulatifeusd 3 Fulusuau 2 au

U5891n5909N1533839UTU0U Ae Q’U%Imﬁﬁmqéi’jwi 18-60 Y Iuuriunavouna unsy
IvdinTeadniififlonnnndiui 3 uusud 16uA Coffee today Bumdla (inthanin) uazCoffee world
Tnoutadiegavesnisideosnilu 3 nguaaz 134 au audwuwusudunsulodinioanud
sirnnsdnunlunfedl Coffee today Bunila (inthanin) waz Coffee world 14n13dumuazain
(Convenient sampling) Tun1sdaidenunumavesunsulvdindosfuiiiins@nwiudazuusus

uNNElAIUIUTIBEIRLAR TUALY

[V 7]
U A va v

nauiegne lunisimvuaruiavesinegslun1siduasal fideldnsAnurunvesiiens

U
Tngldgasldnsuuudssrnsnudueulunisduiy lnefmunseduaudeiu 95% a3
Aevaalaiiu 5% (Cochran, 1977)

6 Ya o o 6 v

dufumslieneideyadufitoindeyadassdndiifununldurhms Jeseideys
TfaonedosdayausasUsznmiiiusiusiundall
nyATzvideyalanunnlAINNTEUABAITNEN UaE NMIAUNUINGH QNTIVTIN U
thaiinneidemadansinsesiiden (Content analysis) uazih ausnansinTeilugUves
PRHIREN
nMyiRszideyaBeliinu Tduuuasunu azgnmihunimneinalasgldneuiiunesvdigly

msdanseirdeyalaglilusunsupeuiamesdniogy emaadAdanssauiusenaume n1swan

a

LaIAND wagASesardmiunIsinsideyaiugiuresneuwuugeuauilungusiegie n1s
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aa v a

in3osilofldludiuvesssifouisideideiunn Aeuuuasuniy (Questionnaire) Ineil
lnssasvauuudeunuuuadu 4 diufe

duil 1 Feyadiusnveaginounuuasuany leln ma 1y aaunw sefuNsANY 013w
selsiadedeiiou

dwil 2 FeuafieafunginssunisldBumesiin uazmadentoirdosiuunsuled

@il 3 AMamAsfuanuAndiunisnisaainlisainlevesunsulvdiniesdislusunns
Uasumslehdaiile  suanulindavesiusina munisuendewuudindeUin AuAuxNil
FomsAuA uazdumuidlatoaudueumsuludintosiy

drudeiauouus Wumonularedadielidnoulduansrufniivedisdasy

¢ =

ananidlumaliasziteyateyansiusulannuuuasunuazgninunsivsuieldataly

u
¥

Mlaseteyalnedisvazidendiialull

1% ! S 0y ' =

AnAMTINTIUUN (Descriptive Statistic) lauA adfn1ud ASesas AladskazANdyLUY
11955711 Tun1suansseAuvesiklsnaglun1sidy
Toyadsnanmiitiusiunuliannsdunivelidedn waz nMsaunuingy ¥inssIus

wanhudieseisigmealiansiinsgiilent (Content analysis) uagtl  w@ueHaNTIATIZTlUgU

YDIPNULTB

HaN15ANY

Tugansdeanslinsuunu fruanansafadedeansiuldainiynuis seweuading1inis
doasuuundeinduinduldvniiynie AelfAndsaueeulay vunlvgfigendt “edete
Fapuoaulay (Social Network)” 1udeaniidearsfusiiunis szuuiniotnsdumesidn inns
Ufduiusiu amsyane wandsuauAniiu veniandsildwudiuliauilegludieuesulalaty
5 nsnanneeulatiiuesetiediaueeulal dnniseainsennid 1isadale Wumatinnisin
nsnanndilddednueaulatl wu Facebook, Twitter, Instagram, Line wazdu 9 Tunisinauedud
waruimslinguiuslae $anuntu welviussgingUsvasdnnanisnan 3 luruzidnisnainuuy
13$a38le dmnutndedennn ilesnazgnasSeusideyannilougitousioluizes « sihlsiinams
ansanszgluld egnasinsy vswavesnisdeansuvuiindetinlugaddsia delsindunagns
vilsiiaulauay dhnsnaiamsidentd wieliussainguszasdnisnisnain Insnsairesnssuily

HUsLae
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sUnvunMsinauendliflefivszauanuduialudunisuusliu adsiindninasi egedes 3
UEIGRPGD
1. o1sual : dnausiigafuidessnnfotsualldundn wu ensualdh ayn fudu i

AN augu veUseviule avviliuuiionsuaisluiuaduisle

=3

2. yuuaIniwanae : n1sdausluyuuesiuanstsasyinlvguuidantsanuwlanlng

U Y

ANUARasNassALdudAsilunsyinedUIRle

3. nsbinuAn Aadselevd : msliusslevinseliuddn asiliguuiinauidnaein
wisthy insrzudstiuluudufnussloviderduildsum

Sviswaiinasdonisindulautsiiu aauiale fie idnwariiemuaydsns thaus Fupn
Usertula Aoy mnuasnst e wawwueaUiale anumanvaslunisudetiy fedadeiitna

son1sutatuvewsias yanawnndeiuly Wesnuarafisurudvinuafviuaneaiu

]

aa v

svdnasienisdeansuuuiindelinlugaidaszUszaunadnialadu dnn1snainnsetn

3

doansnisranamisiansaniede 4 Yade dasieluil

1. PadesuBuiuazuins auduazuinsiissiunduidelunisaunuviodn nszua
nsamauuutinseunldty maduduifiduatiliinnsaiassdmaidusuvosgndild T
slunedestunuulmifiufiuduriouiauls Wy wdeshufidanuulanludiiunndrsandiedufsed
Tonalunisuendeuuuinsetnnanndusinbu naadasivnauianssy (Furunavludlagsuiinag
Fuwou wazusesiulaluauiiuae nisléaseunses lnnassausani wiesia Auvanlml

a¥19assd winnssulud 9 dnavviliifanisusdeyaliiiiounseunradunidnlasuiodns Wy

U Y

= Ny & v v g v & y o w a o w
Coffeeworld i 4 Wy MFesaes Maduduwdueiudenlnuanain Hershey’s numdsneufdslau

RIUNa1aUgAL 1. Hershey’s Strawberry Kisses 2. Hershey’s Dark Shockaholic 3. Hershey’s
Mocha & Cream 4. Hershey Sandwich Waffle #3n15lUstunlvignafdusanluniseying
Fauandey wu fdunila 1lduia BIO CUP Sagaraasldnusssuwd iufinsseduwindon uazds
Uaendesoguilaa 1Jusiu

2. msasemnuLananslinuaum Wuanuneeulunisasansausi Tksnais a1nas

[ L3

duedu 9 lundadamiussnniieniunsenssuinmanealveswsndua nsesileNinunadeaiy

v [

LANANSIANUEUAT NAB LATBINUIYNITALALLAIDINUIBUSNIS (Trademarks and Service marks)

a v S o w 1 (% 4

f518UA1 (Brands) HaIUEIAUND NN N W

)

LATAMUUITDDDVDIFUALATUTNNT ANWULVBINT

v
[ o [ ¢

dumuu uldvsde (Name) deyanwal (Symbol) n1seanuuunInnsIin (Graphic Design) #3501

drusanaiusenauiu WieseyuuusTdugivesduauarusn1sIgUslnasuInduALazusnIs

tudu vedlas anuddguesnsduiazdmaliguilaatuandiduiuarusnistadeuniu vl

a v v Y a a a

AIIAUASIEINITOARUAFILNUINIINISRAA LN UEUAIY dnagllenanaadns (Copyrights) tie
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AunsanIndgdunislaan wu n1slduia BIO CUP Sagawaanalinusssund Wullnsredawindoy

wazdaUaenderoruslam veanTesnudunila

saa o 1

3. Bndwalunisadneuduiusifiuan vsen1susmsgnanduiius 1Huisnnsade wae

U Y

Snwduiusnmiddugndn IneldisnnsfsnmAvesgndsenin dauiuluFewensiseuinee

[y

afeanuduiusivgnaaginlignanfinnudedndly asdudn draunsanazsnuwignenlviegiu

£y

ganaldnazdeandunuld ibilena Tunisasiamaniilsvesgsivdruniannainnsdesiaios uax

q

v
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nsaesieyen Nadtnnsnamedwuyulunsualmgnaluiliduinis 5 wihves dunulunis

1 i

Shwgnanduly alin maasey (2554) lauugthnagnsnisasisanuduiusiugnanld 2 sUuuu fe

Y

CRM 1830 (Proactive Marketing) Aanagnsidulddeidusinarslunisfindedugndlae ru

Y

oI UsEANEIa 9 ieasinndnvallvivdumuazuinmsiiinanuiaulawn guilaa siuds

- 1 v

Anduiusamdudrenusenitguszneunisiuguilnaluseezend uay CRM 1893U (Reactive

A s

Marketing) ABNaEND

q

a a < 1 ) A v oa a ! ¥ 1% 2/ =
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v 1 a v
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Y

a o

fu nsadanuisnelanifuilaalugaflsia (Customer Satisfaction in The Digital Age) {un1s
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a ! a
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nsadansewaldudnlaguilaaluygadagdu dmminldnislawaiiiudenasy

avagliifisanenazlinssiuainudenisvesduiinalugaiiianaiuisadnfisdoyad1iansta

Y
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paoanal dediruaauladdsnatedudnteawmeiiulumevszansainlunisinietoua wazs1ule
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anfimn1andunuinguilaaiuunlianuddydudeyanlasuain yarandanudnyedelulan

o
¥

ooulatiountsdadulafoduduaruinsuniu fnsdvina Tulaneeulaifsnaeiduniasdions
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lawanludesafia The Nielsen Company (2009) lévinnisasiaimuaivesiuslnaseninutedoly
dolawan 13 JUnUU WU msmamuuuvensailuesesdlenivienszduliiulaanianisdndulage
dudn wazuinisligenian lneAnludovass3 annnisfinwidenanaiuisaasuladn uslnaae

v a X a vvwu 2 X Yo v o a a Aa =
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YDLEUBMUL
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