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Abstract
The purpose of this research is to examine: (1) the impact of Shein Thailand's
ephemeral content strategy on consumer perception, (2) its effect on social media
engagement, and (3) its influence on purchase intention. The study collected 400

questionnaires from a diverse sample of Shein Thailand’s Instagram followers, comprising 72



NIATUYBEAMARSWardIANAEnT i Inedusuigauasii
U 15 atudl 2 ("snYIAu-5uAL 2567)

males, 295 females, and 33 individuals identifying as LGBTQ+. Data were analyzed using
simple regression, Pearson's correlation coefficient, and the SPSS statistical software package.

The findings indicate that Shein Thailand's ephemeral content strategy significantly
influences consumer perception, social media engagement, and purchase intention at the
0.05 significance level. Among these, the strategy had the greatest predictive power for
consumer perception (Beta = 0.514), followed by purchase intention (Beta = 0.452), and
social media engagement (Beta = 0.432).

The results suggest that brands should focus on creating engaging and appealing
ephemeral content to foster positive consumer interactions and enhance engagement. Such
strategies help create positive consumer experiences, leading to satisfaction and favorable
attitudes toward the brand.

Keywords: Ephemeral Content Strategy, Consumer Perception, Social Media Engagement,

Purchase Intention
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3. n33ujvaeuilna (Consumer Perception)
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M19199 2 BVFNAVRINALNSILOMITIATIIVEIIIU shein_thailand TidiwasenssuFvesusing

Coefficients®

Model Unstandardized Coefficients Standardized t P-value
Coefficients

B Std. Error Beta
1 | (Constant) 1.035 0.216 4.783 0.000
Ephemeral 0.643 .054 0.514 11.967 0.000

a. Dependent Variable: Perception

R = 0.514, R* = 0.263, *P-value < .05

4. nsfidausauuudedenusaulal (Social Media Engagement)
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Coefficients®

Model Unstandardized Coefficients Standardized t P-value
Coefficients

B Std. Error Beta
1 | (Constant) 0.734 0.249 2.944 0.003
Ephemeral 0.592 0.062 0.432 9.556 0.000

a. Dependent Variable: Social Media Engagement

R = 0.432, R* = 0.187, *P-value < .05

5. AuRslade (Purchase Intention)
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Coefficients®

Model Unstandardized Coefficients Standardized t P-value
Coefficients

B Std. Error Beta
1 (Constant) 0.986 0.269 3.666 0.000
Ephemeral 0.675 0.067 0.452 10.100 0.000

a. Dependent Variable: Purchase Intention

R = 0.452, R? = 0.204, * P-value < .05

aAUs8Na
1. n3¥uvesiuslnm (Consumer Perception)

nsfuivesruilnafiauduitus funagrdidomdansmes el sedudeddad 05
nagmsidlomdansndsarenisiuivesiuilag fdugaensdurinliAsauaulauazesinie
Auf Tadenndesiu Nimwegen uag Bergman (2019) ms%"uj’%a”qmnLﬁuLﬁyam%mn
Tnefuslnafisuidomdrnsmasdinisandinmldesrsusiugnindomuuuans shlvusudorly
agmiuilanegnasanauagyinliiuilaaianrudesnisteduduanduluay Afuilaeusas
puariinadafudeyainmstearssauuagyianudilamumnedeyatu (Mowen was
Minor, 1998) Snihiiaenadeiunuasevedsim Suamsides (2561) Anuiniendansid
wdanlmisivanisiuivesiiuslna mnudevestiuilan uaznssudtimnuisadesiusimafudds
Wianginssuvesuslaamuuliguslaadile inlianunsasuiveyauaznsiiaumna o vaamnis
shein_thailand Hunaifuidendansn dansfuvesuslaatuiianudidyniienuives
Auslne miLﬁaﬂ%’UiLﬁWﬁumﬂﬂﬂiLTJ@%UGiEJ?iI\‘IL%'Wh\‘i 1 warazimnusdlasuaadiu Tnensiden
Sulowigdsiinsafueudoinisiaganuvou shein_thailand ﬁqiéﬁﬁqLﬁuv‘fmaqma‘ﬁawﬁl’amn
v Buanunsy Wefumsairsuiuazaiamsandviofuslaalsifunusud (Latiff and Safiee,
2015) Taeld Buamunsy ansslumsthiausgunmvdeinleriodumsisgaauaulevesiuslag
(Affde, 2563)

2. msfldsiuudedsaueeulatl (Social Media Engagement)

nsfdusanuudedseussulaviinnuduius funagnsidomdaniegedised
Yoddnyi 05guslnafiina w31y shein_thailand LLam‘LﬁLﬁudwLﬁawﬂﬁﬁ"aﬂindqwalﬁéu’%lﬂﬂLﬁm
mMsfidmsiudunusud vlifuslaainnisdumdeyaiisaduuusud Inseoulduaniuaourdiu
wusUR Feaonndostuauideres Coombes (2020) inuinguuuuveailomdrnsifinadens
fehuuvewuslan Tnenfndu 3 Rdefu (Yang and Kang, 2009) 18uA nsidrusiumiesiy
Hoyayn fuilna dn1smevauesiiinisliauauladuiusus (Greenwald and Leavitt, 1984)

= A

A v oA Y Y . . ) a ' 9 ¢
llﬁ']']llqsﬂLLagﬂigmaﬁai‘NVIf\]ﬁimmaUﬂU shem_thalland IU§§5W‘U‘UWUﬂaWQ ANFUAIUITIUATUBDITU

YA

AUstamIslanteann1aesuallulfizense q (Cappella, 1983) daundnnaunaznouldiv

U



NIATUYBEAMARSWardIANAEnT i Inedusuigauasii
U 15 atudl 2 ("snYIAu-5uAL 2567)

wusud Moandnuarldsrezinanlunisandedu shein_thailand Auduaiuazdssing q seusa
ua mmmmwmqumm‘amumammmwmmﬂumimLuummimmaaﬂm Alaiifigauasdn
ninAnLA R U UINTY Lmﬂamwmnmqummsaﬂumsﬂi maviiﬂwu (Stone, 1984)
AuTlaadindnmsuusduaiudn aua1ukazuansaLieliu shein_thailand Snvta Sostre (2016)
I¥nanindniefunisiidiusnvudodinueeulad Sawdadu 5 sedu dell 1) Fuannised

Auslamvzdinisaiiionniu 9 Faduszaunisiidiusiuiinnign 2) nsdudfnmu fuslanasduld

aruaulalunususd asifanisiidusamndund seduusn 3) madnlufidiusan fuilaerazauls
Tudoyaiiuusudannntu msnagla 4) niseeniu fuilneasduvendeidenliBuiug Sudu
Fuiifuslnasensuilomvesuusud uay 5) milins atfuayu uenanguilnaaenagnlauasuen
sauad fuslanvzliaruauladuianssudis q vasuusuiuazid1s1uAaINTINANN 9 10897y
Fafusziugegnueanisildrusan Taemns shein_thailand finnsasresmsidusiuduguilaaciou
ilemdansivesnds Faviliguslaaiidusauiunie shein_thailand Uounds
3. nuniladie (Purchase Intention)

anussladedanuduiussunagniidevndansn ellsedutivddnd 05 e
FuilanilifudAnniuvesdu shein_thaland Wiudnagnsidomiasdudmadonisialaie
Tnensenszdulifuslaafnaussndodudwesuusud daaenndasiunuidovesgiive
yiostitey uazAsudos aRsunsuia (2563) nuhguuuureaiomdansm awnsataeliusing
Wneuaulaluduusudniondadue lddinududerinuy am 3ale wavides dwmaduilaaia
arustsladeuiingu n1sdeansnenimanaesuusudazdisaiiaU fjEuiustuduslnauas il
Auslandviruafiiuuusualudauln ﬁma’lﬁmm@?ﬂa%@maaQ’U%‘Lﬂﬂﬁmﬂfu (Hutter, Hautz,
Dennhardt and Fiiller, 2013) iflefuslnadidudiioglulaeguduazifiunsindomiangn vie
ane3v0¢51u shein_thailand ﬁﬂﬁéjﬂﬁﬂﬂﬁﬂ’l’mG]%I@ﬂﬂﬂ’ﬁ%@ﬁuﬁﬁﬂﬂﬂﬁﬁuuazﬁﬂﬁLﬁfﬂﬂ’nuéjﬂﬂ

a v

FOAUAIVDILUTUA shein thailand Tusunan

dalauauug

Parauauuzdmiuaugusznauns

MnuaifeiFes “nagsidevndansmvesiiu shein_thailand dsnaronisiuivesguilan
nsfidhusmuudedsausoulal waranudclate” mafnviadell fussloviderdusznaumslunis
1h Timunsslusunagndeng 4 uaznisdeans tieliaenadesiunginssuesiuslnalutlagiu
Fefioulddodsnuonulat dwaliiaan1siusldie Hansiidmiuiunusudiniy waesiiaa
Silagodui knunsiuifemdansivie aneduazinludssendllimngan

Foruauuzlunmsinuniseafedaly

1nnsAnyideides nagsiiemdansvesitu shein thailand dwwasronisiuives
fuslan mafidnusnuudedsauesulat unsarudalate fitoveausnuzdssiudmiunish
Felundsteluonfnuiusuiufufiamsodmatenagndidomdanm Welisuisa
Foensiuslnauasiinneiedoilelfesnamnzay vidednuilunguiedisduiionsliilvdudmie
nsAnwiluguiuues Generation Aldiilevniansudiuussd niimadendiegisftannsaii
wuuaeuaaldanvanedeama eliielunisifiuluvasunia

297




PEER  nagvdillemdinsnivesi1u shein_thailand dawasionissuivesiuilna nsfidiusmundednueeulai uazanusdlate

Vivuns duszgn yaeIuns neaudd 191a%al AT fuiian June 13l duiiesdndly

LONE5D19D9

nuNSSM Aung. (2562). 10 e Suamunsy amesn 9 iilignaiaule uasiiu
Engagement AalnIn. duduidle 6 wweu 2562, 910 stepstraining:
https://stepstraining.co/social/
duanIwNTY -stories

nand Wiwsiilen uavasan sy, (2560). delawannsnaiaianeaiiinasionisinaulate
AuAvRIUILNALUIIANFUNNUVIUAS. 275575U9I9TNEIaE 3, 43-50.

J5afl naslunns. (2562). nagwsmisdeansnisnaInddavessuAmanS iR LE s
Uae (EVEANDBOY) yuduaniunsuane’ (Buamunss Stories) Auguuuunisandudin
msltae uasnoinssunavausveslsay. duduile 2 ganey 2562, 90
https://repository.nida.ac.th/handle/662723737/5142

U3A ynaasUsnsaun. (2563). Ustlewnesnisi Suaniunsu Marketing. duduile 18 fiquisy
2563, 910 https://www.popticles.com/business/benefits-of-
duanILNIU -marketing-for-business/

19

ey s, (2562). AesenFmasy 5 Fusmed’ vudneudsy U 62. duduile 25
5UAL 2562, 90 https://www.thebangkokinsight.com/news/startup/sme/261120/

I53UN dmitnal. (2562). Infographic : ﬂf)ﬁﬁijmu?m/adg??f” Sugnmnsy Tutl 2019. Fududle
13 Wwweu 2562 910 thumbsup: https://www.thumbsup.in.th/infographic-
DUANIUNTU-2019

Asoun SunmsBes. (2561). n153u3daua usegeles parwlianle idewanensussTavanuy
loggadife. AuMuile 23 woednieu 2561, 91
http://dspace.bu.ac.th/bitstream/123456789/3678/1/siranata_mank.pdf

adlvn findidana, seuvun lveauns uazdme alau. (2562). wgAnssunsliuinsaeseulatl
Tunstedudunduresiuilnenduaiueisdune. 215a1smsusmsuasn139anTs, 67-80.

v nesiitey wazadudss aRsuinsui. (2563). arwdiiusszrinsdelaanuuduaniun
suangitfunnuddladedudmosiuslaalumnsamamiuas. 295350y weIanTTrINTT
27(1), 188-209.

gaug lwafesige. (2563). Social Media Marketing Trends 2020 (SMM 2020). @uAuann
https://mbaitsmartprogram.blogspot.com/2020/01/social-media-trends-2020-smm-
2020.html

ofiwg wmeshevvi. (2560). 7 indnauiugenyiely Suamunsy TihyeveseaularnIsy
duduidle 7 nINHIAL 2560 91N www.vsharecontent.com/2017/07/07/7-tips-
dUANIUNTYU -ecommerce-need-to-know/

Affde. (2563). 33a1alamainsass1n duanunsy Ainsgandmaule. Aududle 19 Sunau 2563

970 https://www.affde.com/th/how-to-create-an-attention-grabbing-8Uam Ny -

stories-ad.html


https://stepstraining.co/social/
https://www.popticles.com/business/benefits-of-
https://www.thumbsup.in.th/infographic-

NIATUYBEAMARSWardIANAEnT i Inedusuigauasii 299
U 15 atudl 2 ("snYIAu-5uAL 2567)

Antipova, T. (2020, May). Coronavirus pandemic as black swan event. In International
conference on integrated science (pp. 356-366). Cham: Springer International
Publishing.

Best, John W. (1977). Research in education. (3" ed.). New Jersey: Prentice Hall.
Cappella, J. N. (1983). Conversational involvement: Approaching and avoiding others. In
J. M. Wiemann & R. P. Hamson (Eds.), Nonverbal interaction. Beverly Hills,

California: Sage.

Coombes, S. (2020). To engage or not: Identifying the content characteristics of brand
Suanunsu awes that impact engagement behaviour in Irish consumers. Retrieved
fromhttps://esource.dbs.ie/bitstream/handle/10788/4204/msc_coombes s 2020.pd
f?sequence=1&isAllowed=y

Greenwald, A. G. and C. Leavit. (1984). Audience Involvement in Advertising: Four Levels.
Journal of Consumer Research, 11(1), 581-592.

Gupta, A. (2021, June 9). What to sell on duanIunsi: Get your business ahead with top
selling products on 9uamInIL (2021). Retrieved from
https://cedcommerce.com/blog/top-selling-products-on-8uanwnsy /

Hutter, K., J. Hautz, S. Dennhardt, and J. Fuller. (2013). The impact of user interactions in
social media on brand awareness and purchase intention: the case of MINI on
L‘W‘U‘ﬂ:ﬂ. Journal of Product & Brand Management 22(5/6), 342-351.

Instastatistics. (2021). TH.SHEIN.COM. Retrieved 31 August 2021, from
https://instastatistics.com/#!/shein_thailand

Latiff, Z. A,, and N. A.Safiee. (2015). New Business Set Up for Branding Strategies on Social
Media-dugnwnsy . Procedia Computer Science 72, 13-23.

Miller, J. (2018). Ephemeral content is here to stay. Here’s how to make it work for you.
Retrieved from strikesocial: https://strikesocial.com/blog/what-is-ephemeral-
content-and-how-to-make-it-work-for-you/

Mowen, J. C., and M. Minor. (1998). Consumer behavior. Prentice-Hall and Upper Saddle
River.

Nimwegen, C. v. and K. Bergman. (2019). Effects on cognition of the burn after reading
principle in ephemeral media applications. Behaviour & Information Technology
38(10), 1060-1067.

Sostre, A. (2016). The 5 Levels of Social Media Engagement for Events. Retrieved from
http://blog.venuecenter.com/the-5-levels-of-social-media-engagement-for-events/

Stone, R. N. (1984). The Marketing Characteristics of Involvement. Advances in Consumer
Research, 11, 210-215.

Yamane, T. (1967). Statistics: An Introductory Analysis. (2" ed), New York; Harper and
Row

Yang, S.-U., and M. Kang. (2009). Measuring blog engagement: Testing a four-dimensional
scale. Public Relations Review, 35(3), 323-324.



