1IF 1 TeNgNYATUE ARIZAIYYEAIEnSUaZEIANAITAT UNI1INGIRETIVINUATIIVE

aw%wammﬂaumuﬁﬁamﬁQ’U‘%Tﬂﬂa%w%uLawiawqanisumi%'wuu,azmsﬁ
dausinvaglianuuunaunaiad Lemons
THE INFLUENCE OF UGC ON VIEWING BEHAVIOR AND USER ENGAGEMENT ON THE
LEMONS APPLICATION

aAvy1 NITUNA wazUgun anziadiu

APICHAYA THAVIWATTANAKUL AND PATAMA SATAWEDIN
AMZTNAANENT NN INLIRENTINN

SCHOOL OF COMMUNICATION ARTS IN DIGITAL MARKETING, BANGKOK UNIVERSITY
Javdaunusil

PATHUM THANI PROVINCE

Received: February 16, 2026
Revised: March 16, 2026
Accepted: March 24, 2026

UNANED
nuATelingUszasdiiie 1) Anvidssnnuassuiuueseoumudidomiiguilnasidues
(User-Generated Content: UGC) is1nguuunanla$y Lemon8 uay 2) wWisuifisulssaninavosnau
mudFananitidenginssunsiurataymsidusuvesldnuuuunaniosy Lemons msiTeiitums
FouuuAmaass (Quasi-Experimental Research) nguithmnedegassneumusiuy Lemons Tuguuuy
AmEne InAmde 91831319 18-40 T Fseglunguiaiusistu Y uay 7 indosdlefldlunsise loun ns
as1stununouUAR e sULLNanlasi Lemon8 S1uau 25 Fusu uvadu 5 vanamy 1iun $uommns
yloudien afuuas 995 uaznsimuInues nuIAvYag 5 Fuay msLﬁmwsawﬁ’asﬂﬂ%ﬁﬁi’mmﬂ
uwwasvlasu laun n1siddia (Reach) Mssuu (Views) nsnagnta (Likes) aAuAniiiu (Comments) wae
nstiufin (Saves) uazdiaszvideyasoaifanssaun leud Aanud fevas uazdode
HANISANEINUIN ABUNUS UGC Ul Lemong annsadiuunesnidu 5 muaanivdn Inednues
moumuddulng B unsunudidsiuasnsuvsdulszaunisalannnisldauase deUSeudisu
Usyavisravasneumud nud aeumudlumannduemsuazvieaieiinisidniauasnsiidiuiangdian
sesnundevinnaiuLaiuartaf vneiinmanisiauauesdivssansuadiiian Jaduildwasie
UsgAnSuavesnaumud liun manfsadesiudinuszdriu anuindefiennuszaunisaiads nsld
Amenea3e uazmslidddyiidumlding nansidatuayuiinAnnisusesmisdaan (Sodal Proof)
Feazdouliifiuindevfiinanuszaunisaiaiswesiuilnramsansedumadausmmas]ldnuuy
uwnanwosudedsaueaulatldogisdiuszansnm
AdALy: mfamﬁ@’u%lma%w%mm, Lemon8, NMsflausinvesgldnm, n1sidids,
nsmanndedansoailai



128

NIEsTengneRsud AuzuyvemansuazdaNmans WnIneaesTiguasIIEEnn
Ui 8 adui 2 (NyaAN-Feaan 2569)

ABSTRACT

This research aimed to 1) examine the types and formats of User-Generated Content (UGC)
appearing on the Lemon8 platform, and 2) To compare the effectiveness of different types of user-
generated content (UGC) on viewing behavior and user engagement on the Lemon8 platform. This
study employed a quasi-experimental research design. The target group consisted of female
content creators aged between 18 and 40 years old, representing Generation Y and Generation Z,
who create image-based content on the Lemon8 platform.

The research instrument involved the creation of 25 sample content posts on Lemonsg,
divided into five categories: food, travel, skincare, beauty, and self-development, with five posts in
each category. Data collection was based on platform performance indicators, including reach,
views, likes, comments, and saves, which were used to evaluate the effectiveness of the content.
Data were analyzed using descriptive statistics, including frequency, percentage, and mean, to
compare the performance of content across different categories.

The findings revealed that UGC on Lemon8 could be categorized into five main categories,
with most content presented in the form of reviews and personal experience sharing supported by
authentic photos and descriptive captions. When comparing content effectiveness, posts in the
food and travel categories generated the highest reach and engagement, followed by skincare and
beauty content, while self-development content showed the lowest performance. Key factors
contributing to effective UGC include relevance to daily life, credibility derived from real
experiences, the use of authentic images, and searchable keywords.

The results support the concept of social proof, indicating that content based on genuine
consumer experiences can effectively stimulate user engagement on social media platforms.
Keywords: User-Generated Content, Lemon8, User Engagement, Social Media Marketing,

Social Proof
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