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Video Content with Viral Marketing

NN JNUFY
Natta Auimanachai

unAQgo

Haatunisiinmanadadomuuiitaunaniosy ogrenslidilenoumudlagninanldesnaunivany
wennTnquszasalunsailinguidmaneinnsiuiua Ialersumnuidianansaai s fduiusiundudusian
Whvsnelsiduesned e sheirlensumudiiuasdinuaannme sxdwalsiildnuiiuinauidnituasuseiile
sedouafinuldsu suBuiazdsiornansiulufeilndiamennuile

ae19lsAA nsazadliiflenswmudiianisnisuenseld JUszneunisnsetinnisnainaistinaud Ay
ogeBafudurendovuayBmaidides lnsUssifureaiomittndreneatu limeadunsdnBeanioveiudi
usnniiuly udmsdevendemmsiidulsslon undefe uaratsnnuaidetuguilnaegiauiinie dandBnig
idiFesenaiinislingiseine fannsanseduvdeiinonsualliifuslaaiinmnuidnuissens suinduaudesnis
yierusziivla wusnndwietoyafinuedldsuludaaulndda suAndunssuanisuendetulufian

AEIARY: IAlenaiNUs NI1TAAIMMUYYENSE NITIAINGITEN

Abstract

Nowadays, content marketing on digital platform such as video content is widely used. Besides
the purpose of establishing awareness among the target group, video content also creates strong
engagement with target consumers. Good and quality video content can generate positive feelings and
information impressiveness among the receivers, so that they are willing to share it with intimate people
and companions.

However, to enable a video content to become viral marketing, entrepreneurs and advertisers should
emphasize on content and execution. Specifically, content story should not be forced or sound hard sell
to consumers, but should focus on usefulness, reliability, and sincerity to consumers. The execution of
content story may include tactics that effectively build emotions of consumers to reflect to their needs and
impression so that they want to transfer information to their friend. This will eventually create the viral

marketing.
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