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Abstract

This research aims to conduct the structural equation model of Self-image Congruence as
independent variable, Consumer Centric Content Marketing Strategies as mediating variables, and Brand
Loyalty among Facebook Followers of Leading Thai Banks as dependent variable. During the data
collection period, 276 individuals completed the Online Surveys. The results show that most fit indices
in the proposed structural equation model are in acceptable levels (Chi-square = 276.074, Probability
level = 0.00, CMIN/DF = 2.655, RMSEA = 0.078, GFI = 0.901, CFI = 0.922). Self-image congruence between
Banks’ Facebook and their followers significantly determines the effective levels of content marketing
strategies in the aspects of products/services, brands, banks, and other FB followers ([3 = 0.76, 0.74,
0.73, and 0.67, respectively, with p < 0.05). Additionally, the content marketing strategies particularly
in the aspects of banks, and other followers significantly influence brand loyalty of the FB followers
([3 = 0.46 and 0.59, respectively with p < 0.05). At the ending session, the author discusses the results

with implications for relevant firms to develop social media activities to build up their brand loyalty.

Keywords: Self-image Congruence, Content Marketing, Consumer Centric Strategies, Brand Loyalty
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A1919 1 Aadfanneg dusunisindiusn@ned (AMAVE wag Shared Variance Estimates)

FuUsfiinw (Latent Variables) #ltems  Composite (1) (2 (3) (4) (5) (6)
Reliability

(1) Ndn s 4 0.836 (.56) 0.34 0.27 0.18 0.53 0.24
(2) 518uA" 2 0.721 0.58 (.57) 0.38 0.38 0.38 0.40
(3)UsEn 3 0.772 0.52 0.62 (.53) 0.53 0.41 0.76a
(4)§ﬂ515‘u 3 0.846 0.42 0.62 0.73 (.65) 0.30 0.74b
(5) ANUEABAARDININANWAL-FINU 2 0.733 0.73 062 064 055 (.58) 0.32
(6) PufndlumsIEUAN 3 0.761 0.49 063 087 086 057 (.52)
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