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THE USE OF SOCIAL MEDIA IN PROVIDING INVESTMENT INFORMATION, TO
STRENGTHEN RELATIONSHIP QUALITY: A CASE STUDY BETWEEN
INVESTMENT CONSULTANTS AND INVESTORS IN THAILAND’S STOCK
MARKET
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ABSTRACT
The purpose of this research is to examine the relationship quality between
the investment consultants and the investors in Thailand’s stock market, when the
investment information is provided through social media and presented by
investment consultants. The research egathered information through investment
seminar surveys, mainly, general investors (from Thailand’s stock market) who

receives information from consultants through social media. Studies have shown

* @ E=3 = = s = b= a = &
NANGATUIVITINAA V) UDINA UWTINGIRYLIEANTU



160 On 6 auun 2 (QUUWIA) IUEU-00WIau 2560

that providing investment information through social media has a strong positive
effect on the relationship between investors and consultants in three aspects: trust

in benevolence, trust in integrity, and affective commitment.
Keywords: Use of Social Media, Social CRM, Relationship Quality
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a1suplAuLINTaINIssnwanAlalusuian Crosby, Evans and Cowles (1990) lauauus
’iﬂ@mﬂ&i”m%’um'ﬁ‘wmluamﬂmhw’m‘ﬁuagjﬁuﬂmmwmmé’mﬁué Morgan and Hunt
(1994) wuin Awilingla (Trust) wazAImRARY (Commitment) Liuiladeiiddnsie
ANMNE59UBINTRAINFURUS (Relationship  Marketing) Woodcock, Green and
Starkey(2011) nana3nsdan smNduiusivgnAmuledeadiis (SCRM) nanedu
a3fUszneuidfyvesnisve ﬂmmwLLa:?’i'aU'ﬁ:amm'ﬁma’mﬁﬁﬂﬁﬁﬂm'ﬁma’mﬂm%‘laaﬁa
Lﬁm‘ﬁulum'ﬁﬂahu%ama:mmaﬂﬁqﬂﬁ’] Ghauri and Magsood Wu31 Huslamiinisly
Tndoailifie (Social Media) warmaniusdneng o avldlodoaiidodunuitluns
Ansodeasuiefiufduius (interact) fumanwiwazdrulsauazain (Facilitating) 144
anAiuJduiusivesinsiuiiediiu Warid Telecom, Hifieiviganunisvitnisaainaiy
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(Replacement or Substitute)
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