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ABSTRACT

The purposes of this research were to study the relationship and impact of
social media content marketing strategies on the marketing success of online restaurant
business in Thailand. The research tool was a questionnaire by collecting data from
242 online restaurant operators in Thailand as a sample group. The statistics used in
the data analysis were multiple correlation analysis. and multiple regression analysis.
The results showed that Social Media Content Marketing Strategy accuracy and
reliability Building relationships with online customers and up-to-date content had is
a positive relationship and impact on marketing success. Therefore, online restaurant
operators in Thailand should focus on formulating content marketing strategies on

social media especially accuracy and reliability building relationships with online
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customers and up-to-date content To be able to develop oneself in accordance with
the lifestyle and needs of customers. This allows businesses to compete for more

market share.

Keyword: marketing strategies, social media, marketing success, online restaurant

business entrepreneurs
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