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Customers’ Perception: A Case Study of PTT Public
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Abstract

his research aimed to 1) study the opinion of customers on PTT social media. 2) study
Tthe effects of social media on organization (PTT). 3) test the correlation between social
media awareness in management and activities and the perception on corporate image of
PTT. 4) test the correlation between social media awareness in products and services and the
perception of PTT commercial business.5) study the differences between demographic
characteristics and the differences in perception of PTT corporate image and commercial
business. 6) study the differences between social media tools and the differences in perceptions
of PTT corporate image and commercial business. This research was a mixed model, using
questionnaires to collect quantitative data of the 400 samples and using qualitative research

method with in-depth interview as well as content analysis of social media news.

The result found that 1) the customers’ opinion on PTT social media was a channel
that made PTT better known in terms of operation and movement, 2) the effects of PTT social
media made the overview of PTT organization more developed, 3) the awareness of PTT social
media in management and activities was highly correlated with the perception on PTT corporate
image, 4) the awareness of PTT social media in products and services was highly correlated with
the perception on PTT commercial business, 5) different demographic characteristics did not
cause any different perception exclude “career” that affected only the perception of corporate

image, and 6) different social media tools did not cause any different perception.

Keywords: social media, perception, corporate image
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1. Website 3 Websites
> Website www.pttplc.com

> Website www.pttlubricants.pttplc.com

> Website www.pttbluecard.com

2. Facebook 9 Facebooks

> Facebook “PTT News”

> Facebook “We Love PTT”

» Facebook “PTT Blue Society”

> Facebook “Tevin at PTT”

> Facebook “Café Amazon by PTT”

> Facebook “Jiffy Thailand”
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> Facebook “Fellowship of PTT”

1HIU (53N)

» Facebook “PTT Rayong Academy”

» Facebook “PTT Motor Sport”

3. LINE

4 LINEs

> LINE “PTT Group” Godji Sticker

> LINE “PTT GAS”

» LINE “PTT Blue Card”

> LINE “PTT Volunteer Club”

4. Instagram

2 Instagrams

> Instagram “We Love PTT”

> Instagram “We love PTT on Tour”

5. Twitter

1 Twitter

> Twitter “PTT News”

6. Application

9 Applications

> Application “We love PTT on Tour”

> Application “PTT Blue Card”

> Application “PTT Oil Price Lifestyle”

> Application “Jiffy Shop”

> Application “PTT 84 Tambon”

> Application “PTT Reforest”

> Application “PTT i-Pocket HD”

> Application “PTT Insight”

> Application “Amazon Drive Awake”

7. YouTube

1 YouTube

> YouTube “Godji the Adventure”
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