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Abstract

This research investigates the perceived value of board games and
explores effective content marketing strategies for board game businesses in
Chiang Mai. Using in-depth interviews with five business owners and
surveys from 280 board game players, the study identifies the primary
customer group as males aged 18-25, mainly students or private company
employees, with an income of 10,001-20,000 THB.

Customers recognize that board games help develop skills such as
creativity, concentration, confidence, and problem-solving, while also
offering emotional benefits like relaxation and enjoyment. Key factors
influencing customer decisions include game variety, cleanliness, pricing,
and convenience.

Content marketing strategies prioritized by customers include online
promotions, especially through Facebook, followed by Instagram, YouTube,
and TikTok. The most engaging content types are game review videos,
tutorials, and written reviews.

Effective strategies involve highlighting skill and emotional benefits,
diversifying content formats (videos, images, articles, and live streaming),
and enhancing customer experience through Game Master services and
events. Additionally, influencer marketing and promotional campaigns can
boost engagement.

The study concludes that content marketing plays a crucial role in
increasing brand awareness and customer loyalty. Businesses should focus
on digital platforms aligned with customer behavior to improve
competitiveness and build lasting relationships
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