Wensdanisilageansalusvia
N 2 adun 2 weunguniay - Fmnau U w.a. 2564

e Bpanaulisedmiugsnasiuemis

SOCIAL COMMERCE FOR RESTAURANT

ugAs dansdan’

Pt
Narusorn Mangkornsila

ANUIIAAINNTIUNITUINTOMIS AnsmAlUladanNTIUAEnS
wmedemalulagsvuinanszuns

1Depar‘cment of Food Service Industry, Faculty of Home Economics Technology,
Rajamangala University of Technology Phra Nakron

E-mail: narusorn.m@rmutp.ac.th

Received June 30,2021
Revised  July 16,2021
Accepted August 6,2021

UNAnEo

g3ffuemnsaienaaiannsitlndeaneuiisy esangldvinislndea
poudiseiiutuaninsnidnddldine uasindedeanssevinmiluludoanemdde ianns
wandsudoya tansddyieafunisderendndus uazuinislugsiaiuems de
NagNSNI5aI1NIINEN AU FMTUTINITIWDINITIINNTUTEAFUNUS wazn15lalwan
dwiulndvaneuide duafilvigsiouemsadinruduiusiatungulvineesgina
$110M13 UTRYA ANTAUMA LAZBIRAMUIANN 9 2INN1SUTEVEUITUS waznslawanuy
ndganeufisvudniunsinsgsiuuiliy eufulssunumsUssnduius waznis
lawananAnuAnadeassd senuuuasaumadmivleidoanudfofimnyaudy
Aldusnis Usuguuuunsidiugsiaduenmsiidueanid Anvu dawadsen1sdanisgsia
$ueslugaRdviafirosnsanuazmn warsnduitefusdsornuleduaneudife uay
msdsomanmeluiiuiliuinsvesssiaduemns flivinsludeaneudiseimaienty
Ms¥udeyatnansnngsiadiue s uaggsiadu q Aglduinisiamu UsusUuuunns
doansmisnanauuuysanmsiuluduaneudieldedieiiuszansam

ANEA

[

loeanoudisy §37asIuems



84 Management Sciences Valaya Alongkorn Review

Vol. 2 No. 2 (May - August 2021)

ABSTRACT

The restaurant business creates values from using social commerce as there
are more users and it is easily accessible. There are also interactions among users,
information exchange, important trading information about products and services
offered by the restaurant business through the stragtey of creating brands for the
restaurant business from public relations and adevertisements. Advertising for social
commerce encourages the restaurant business to build a good relationship its target
group. Information and bodies of knowledge gained from public relations and
advertisements on social commerce are analyzed to see trends in order to improve
public relation plans. There should also be advertisements from creative thinking and
information on social commerce should be made appropriate for users. The restaurant
business operation should be transformed into clould kitchen, which will benefit
restaurant business operation in the digital age that requires convenient and fast order
taking and delivery within the service area of the restaurant business. Social commerce
users have choices to receive information from the restaurant business and other
businesses they receive service from. The pattern of market communication should

also be changed and integrated through social commerce in an effective way.
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