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Abstract

The purposes of this research were; 1) to study the impact of social media
of management and activities factors on PTT's corporate image perception, 2) to
study the impact of social media of products and services factor on PTT's
commercial business perception, 3)to study the impact of demographic
characteristics on PTT's corporate image and commercial business perception, 4) to
study the impact of social media tool on PTT's corporate image and commercial
business perception and 5) to search for effective models of social media’s use that
helped Increase positive issues and decrease negative issues. This research used
mix methods of both quantitative and qualitative researches. The samples were
400 of PTT’s customers, aged over 18 years old, with social media accounts use,
used to answer the questionnaire. There was also another group of 12 people who
knew and used more than 7 social media applications regularly for more than 5
years, used to answer in-depth interview. The statistics used for analysis were
Percentage, Frequency, Mean, Standard Deviation, Pearson's Correlation, t-test, One-
way ANOVA (f-test), Cumulative Summarization Technique, Content Analysis, and
Variance Analysis to test hypotheses. The results of the research found that;

1. The impact of social media of management and activities factors on PTT's
corporate image perception was highly positive and positively correlated at the 0.01

level of significance.
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2. The impact of social media of products and services factor on PTT's
commercial business perception was highly positive and positively correlated at the
0.01 level of significance.

3. Different demographic characteristics did not affect different perceptions
of PTT's corporate image and commercial business, excluding "occupation”, only in
respect of corporate image.

4. Different social media tool did not affect different perceptions of PTT's
corporate image and commercial business.

5. Finally, the result of models researching were "3 F and 4 Steps Circle"
which were the strategy for effective social media use and the process of increasing
positive issues as well as decreasing negative issues. The model was an academic
discovery to increase the body of knowledge that was compatible with other

organizations.
Keywords : Impact, Social Media, Perception
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3ty Usm. 7y One Stop Service waw Life Station fivil¥szAndsegiaue f5w
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nMuwelumey $1u 7-Eleven Aududedu PRO Check uag Fit Auto (udu dauuszifiuids
aufifitionndh wu gnéldifunruuandsesnunimirduieufuusndu gnégavyu
NS IEYRdLN #0NTANA1Y NGV U1auiansadiu sy waglduTinanley 1udu was
nnmsnnesitludedinuesulativinluiiieaiu Usn. wuin Sdndrudnussiiuinly ;
Usziiuuan : Ussiiiuau Tudadau 26.44% : 59.22% : 14.30% audéiu deinlusu
WAnAusiuaruIn1sl anfsrtunisdaaiunismandld Application  viainmane Jeny
UsgifuiBsuanananinau wu Usm. iWnemeeuwisnludglu Wasudwufamindunon
Indn n1suen PTTOR e8n3n Uan. linsenudunisAvanues Uan. fulleguansove
anfiwnsalnih udu dauvssdudauiififosndt wu susedladify Yan, ethiunda
U fiszeasir Aelneuns manhdulanaiuniesaningulne Wudu nssuidiu
WAnSurLazuIns dwasonisdusludiugsianisdludeuin dsdinasdesenuis 39
d0nAARINUNO B UATNANUITEY AMUNARTUITLAZUINIS tawn Kapferer (1997); Belch
and Belch (2002); Kotler (2004); Wongmontha (2005); Laphirattanakul
(1997); Jaturongkakul (2007) 1Jusu

3. AUANYUEUTEIINT ANHANTNARDUANNATIUTIUTII WUl HanTeNy
yosdnuarUszansiuanineiu lifinadenissudlushunmdnvalesdnsuarlufugsia
nsees Unm. fuansnaiu snuiu “Fueidn” anngludiuvesnmdnvaiosdns laisa
Tuduredgsnan1sfn  namFITeidelsunn wui Ussansnqueiedisdnlng uwme
wege ogluYieny 19 - 30 U anunmausa Iszaun1sfineuTaynns Usenauandn
11919N15/353a19119 mwlmaaamamauaw Wognd1 20,000 UM HAAANNIBUTNNS
V03 Uan. mmumam 1dud “thifu” mmmmamm%mmmmw WU AnwalsUsEuIng
suaqgﬂmmamamﬁuflum’mﬂﬂwaﬂwmaqﬂﬂsLLaﬂumuqimmimmaa Uan. Tuuszinu
Bewanunnindsau Tudedau 10: 5 Inedssiiudauan wu aonduininiisu Jan. 1y
amuﬁsiauﬂmaﬁ%mumaaélﬁummﬂmeﬂi’a fnserneauazananiiuinnsniiy
Tumbesons dedsrusaulatdtisandrsnaivosdenaiuselvg Wusu dmussiiiy
Feauiididesndt 1wy gnAunarsidenanuilazainuazvosuouluniaifaiisfy il
winsuuazgndluinmgiutionas fiifimddetiosursuidodinuosulatinn Tuvas i
fifiidsdomnnduiinisiuidedsnuooulavitosisfonnagnsiiuanddlunisidnis by
fu waganmsiesgidaludedsauosulaihlufifeadu Uan. wuin dnvazlszeins
vagnAminadenisiuiluiunindnualesdnsuazlusiugsianisen laen1ssuiuuaniy
nguUszrnsegstalau Wy ngudszrvuialy nquendnsvnns/sgiamaauay Uamn,
uazngues Unv. Seagiiousenuidutn Ussiiiuinly Ussiiuuan wazussidiuau lu
dadan 26.44% : 59.22% : 14.30% MU FeildndruresUszifiuuanunnninyssidiuay
donAneItuNgUUTEIINg
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4. NUANIAFRUANNAFIUTWTINUNUI NanTEnUYeLAIededediny
ooulavfiunndnedu lfinasenisiuslusunmdnualesdnsuaglusugsianisfves
Uam. Muansineiu wansidedsuiunm wui msiedesiiodedsausoulatiuandneiudl
nansznusion1s3u3laisnety wansin Fedsauseulal Unn. udaziiiiauaunsalndides
fiu fio anunsndoans Teau am 1Ees wazaieufduiusldvanefiamanilouq fu e
faunduluiuuiAnnguiifvafuiediauseulataznuitdediauseulatusazyind
Usgansanlunisdoansiindodu wasiyaulunisiirfanguitimnglévainmansnia
UINVRIIELY (aInad wadalssay, 2559) vlvdagatuunsnsygludelivates
aunfoutu Fe3usliinediu wwdeadu Uan. ATnsmeunsiriferfuiudevaisyin
wiouq fu Jeviligndnuslamileudu lidazlfindesflodedenusoulativinle vinlsk
wSeadlourazediniiondnee fu wu LINE “PTT News” fu Facebook “PTT News” %38
Facebook “We Love PTT”fU Instagram “We Love PTT” \Jufu d@iunan1sideida
AN WU iedesilededenuesulatiinadenissuslusunmdnvalasdnsuazludu
gsnan1sAwes Uan. TudsziiuuinunndtUsznuau ludadiu 13 : 8 IneUsznudeuan
Wy Uem. fdedeausoulatunniiuidnlugsiaussinnidentu gnéndan LINE  “PTT
Group” ﬁLLﬁ]ﬂa%ﬂma%ﬁam%mmﬁqm LINE “PTT Group” {§1ugnAn 43 duau Facebook
“PTT News” “We love PTT” fg1ugndagnay 2 uauau uaz Website Unv. 1uumas
Aumteyavesszrvu wazatiasiu dedsauooulatl 143n Rating gnAn Juiladeaves
Qﬂﬁﬁ (Voice of Customer) 3ananisiieansnisnainaingen View, Chat, Share ¢, n13
fama LINE “PTT Blue Card” Sauwelaiiiown 1-3 & View wazfimsuasae fedrsvau
audnse WWudu drulsediudau fifldesndt 1o LINE“PTT Group” lalvaeTaiwan
duadunisne audlldresddndedsaueaulatl Uan. Woahninesuuaeigaudnagmely
yhlssnungugnalilelaiuy Wudu uaznaanmsiiesgivnludedinuoouladimlud
Reaifu Uan. wuin Leesilodedsausaulaiiinasionissuslusunmdnualesdnsuaylu
AugsnantsAlagazvieusenuilutnsiuds 3,534 Usziu anelu 6 o Usznause
Uszifiumly Ussiiuuan wagUssidiuau (26.44% : 59.22% : 14.30%) sy 39 Uan,
lmﬁﬂsﬂmﬁmﬂﬁ;mﬁ FuasUszidurnau nange) 59U 5739 Comment, Chat, Share 'l
11 nanewdunseuauaniiiatu adenissuifadantuainiu Sededafmildoniass
Altaegs nanlasasy insesiledodinueeulatiiunndaiudinanszvuienissuslal
umnanaifu Tiaenedoatuauuisiuiicely uluwivesssansamillfnamioutuy wuaniu
NanTIdIUTinafiinansenuludeuininnnindeay ikdunaddenménuaiosdns
LAZIININITAIVDL Us. AUAILANITAIYY afuUszAnsnmdanann aenndestiuuuifn
wqwﬁuazwamﬁﬁ%aﬂ Wertime and  Fenwick (2008); Pongsuwan (2016); Saikoaw
(2015); Pahe (2011); Deemun and Chumkaew (2010; Pongpai (2011) WHudu
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Jolduanurn13338 (Research Suggestions)
1. Taduawuzn1siINan1 s U1y
1.1 MsAunuLUUEIaee (Model) “3F & 4 Step Circle” Fadunagndlunisly
dedspuoaulatodisiiuszdniain vssainguirasdlunisairenmeriia (Customer
Value) ¥urgnén dafierunisfumumnisiznns (Academic Contributions) Tunnsifiayu
A143 (Body of Knowledge) éﬁuﬂaqwémsﬁm‘%aaﬁaﬁaé’mmaaulmisuaaaqﬁﬂssumm
Tney wu Yo, Feanansathluldfuesdnsduld

)=

1.2 PIsdAUdNaeTIUTI LarU3msannsiadesiiededinusaulatives Uan. i
fogifudnnuunnlfiduszuu lasldvseloviannaniiuinsuas Mascot fondduduga
wianideslosdedsauooulall saisaisfanssuisgalaunumaiiiodnugiugnd uasd
nsUszfiunasgindugusssy maﬁ@uéﬂmﬁwmuLLazu%‘mﬁmmﬂmqmﬂﬁaé’mm
wazfanssu CSR - egraussuunasiinisUssiliunasgruduglsssy Lﬁaiﬁvﬁwﬁmmu
Wming wazasenmdnvalsrnsia

2. farausuurnITeassoll

\fosanmsiendad g'aﬁmenwaﬂswwaaﬁaﬁmuaaﬂaﬂmm Uan. 1Junan
Tuvasiidfinansznuaindedinuesulatildldvss Uan. wazaindesonlay 1oy
pifsdofind Ingy uaglnsvimifie fady Tunsideadadoly arsdnvififudeds 2
Uszun warlumsidondasioly msiinsuondnundedenuosulatiussdaluBedn wioene
AnwUSeuisulszansnmuesusazeda wu LINE AU Face book tie¥anauanunsaly
mia%ﬁqms%’uilﬁamﬂfﬁﬂiﬂmﬁ Hudu
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