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Abstract 

 The research purpose is to investigate and identifies current level of social media adoption in 

the companies that are listed in the Stock Exchange of Thailand (SET). The overall usage and the 

characteristics of the activities that served the company’s’ purpose in using social media to interact with 

their customers were also analyzed. Different types of popular social media; mainly Facebook, Twitter 

and Youtube were identified as the main tools for Thai company to conduct customer relationship 

management with their customers, knowledge sharing activities with their employees and most 

importantly to use social media to build the brand awareness amongst Thai customers. From the 

research analysis, most Thai listed companies adopted social media in the initial level 1 and 2. Mostly, 

they used social media to give our information about their business as well as interact with their 

customers. The three main industries that utilized social media the most are 1) service 2) real estate 

and 3) finance. The study concludes that there are still a vast number of Thai listed companies who do 

not use social media for their competitive advantage or increase the company value by interacting with 

their customer. Hence, there is a lot of opportunity for Thai companies to exploit such opportunity by 

adopting various types of social media in the future. 
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1.1  

 

 (Social Media) 

 

 (Information 

Technology)    (Forrester Research) 

  

75%   (Facebook)  (Twitter)       

 (YouTube)  (Blog)   (Wikipedia) 

  (2556)  

 1,000,000,000   

  18  1  3 

 13  

 

  

    

 

 

 Smith and 

Mckeen (2007)  

 

  

  (Customer Loyalty) 
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   (Knowledge Management)  

 

 

 

   (Information 

Presence Level)  (Integration Level) (Rao et al., 2003) 
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2.  
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3.  
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1.3  

 

   

 

 

 

1.4  

 

 

 Blog MicroBlog Social networking 

Sites, Digital Video, Podcast, Really Simple Syncdication (RSS) , Social Bookmarks  Wiki 
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 2 

 

 

 

 

 

  

 

 

 

 

 

2.1  (Social Media)   

  2.1.1  (Social Media) 

Kangas Petteri, Toivonen, Santtu & Bäck, Asta (2007) 

 1.  2.   3.  Web 2.0 (  2.1)  

 
 

 2.1  

: “Ads by Google and other social media business models (p. 59),” by Kangas, Petteri, Toivonen, 

Santtu & Bäck, Asta (eds.), 2007, VTT Tiedotteita, Research Notes 2384.  
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   (Safko and Brake, 2009; Weber, 2009; Coleman, 

2010; Xiang and Gretzel, 2010) 

 (Fineman, 2010, June; Hoskins, 2010) 

 (User-generated content: UGC) (Kangas 

et al., 2007; Zarella, 2010) 

 (Miller; Weber, 2009)   

 2.1  

 

 2.1:  (Ractham et.,al 2010) 

 

Social Media technology 

 Social Media  

 (Blog)    

 

   SUN Microsystem, General Motor and 

Justin.tv 

 (Micro blog)  

   MCOT, Zappos and Nok Air  

 

(Social Network Site) 

   

 /

  

   GTH, TAT,  Oishi 

 

(Digital Video) 

 

 

 

   Google, Cisco, and AACP  

 

(Podcast) 

 (   ) 

 (Ractham and Zhang, 2006).  
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Social Media technology 

 Social Media  

   Ong-bak: The Thai warrior Podcast. 

 

 (RSS)  

   

   www.RSSthai.com 

 

(Social bookmarks)  

 URL   

  . 

   Thailand social bookmarking 

 

(Wiki) 

  /  

  (Raman et al., 2005). 

   Thai Airway International  The 

Pizza Company 

 

 

  

  (Safko and Brake, 2009; Weber, 2009; Coleman, 2010; 

Xiang and Gretzel, 2010) 

 (Fineman, 2010, June; Hoskins, 2010) 

 (User-generated content: UGC) (Kangas et al., 

2007; Zarella, 2010) 

 (Miller; Weber, 2009)  

 

  2.1  

  

 Mayfield (2008) 

 5  

 1. Participation and Engagement  
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 2. Openness  

 

 3. Conversation   (two-way 

communication) 

 

 4. Community  

 

 5. Connectedness   

 (links)    

   

 

2.2  

 

 (Maymann, 2008) 

Jaokar et al. (2009)  (Social Media 

Marketing)    Social 

Media   

  (Michael A. Stelzner, 2009; Ministry of Economic Development and Trade 

Canada, 2010)   Weber (2009) 
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2.3  

 

 Kaplan, A., and Haenlein, M. (2010)  

 2.0   2 

  1.  2.0  2.   (User-generated 

Content)  2   2  

    

  (O’Reilly, 

2004 and Ractham, Zhang and Firpo, 2010) 

  2.2  

  

  

 Raacke,J.and  Bonds-Raacke,J., (2008)  

   (Garcia-Murillo and Annabi, 2002) 

 (Knowledge about Customer) 

 (Customer Relationship)   Zappos 

 (Shuen, 2008)  

 

  2.3  

 /    

 

 
  2.2:  



9 

 

 2.3  

 

2.4  

 

  

  

 2.2 

 (Features)   

 

  Checklist 

  

 (Prananto et al., 2003) 

   Siriluck 

Rotchanakitumnuai S., Kaewkitipong L and Ractham P., 2011   4  

 1  2   (Online Presence)  



10 

 (Interactive and emerging online communication) 

  2.2 

 

 1:  (Online Presence) 

  2.2 

 2:  (Interactive and emerging online 

communication)   2.2 

 2.2:  

Costello and 

Tuchen 1998 

McKay et al. (2000) Willcocks et al. 

(2000) 

Rayport and 

Jaworski (2002) 

Rao et al. (2003) 

 (Online 

Presence) 

  (Static 

online presence) 

 

(Web presence)  

(Broadcast) 

(Presence) 

 

(Interactive online 

presence) 

 

 (Interactive 

online presence) 

 

(Access 

Information) 

 

(Interact) (Portals) 

 

 

 -   /  /   

  

 

 Rao et al. (2003), McKay et al. (2000)  Prananto et al. (2002 

and 2003)  

 

 4  1) Online Presence 2) Interactive Online 
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Presence 3) Electronic Transactions  4) Enterprise Integration  

 

 2  

 2.3 

 

 2.3:   (  McKay, 2000 and Rao et al. 

2003) 

 

  

 1 – 

 (Online Presence) 

o

 

  

o  

o  

o  (  

   ) 

 2 – 

 (Interactive Online Presence) 

o

 (B2C) 

 

 

o
 

o  

/

 

  

    

 e-mail address    
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 2.4:  

   

 1: 

   

(Online Presence) 

  

(About us) 

Abdinnour-Helm and Chaparro 

(2007) 

  Email  Abdinnour-Helm and Chaparro 

(2007) 

 

 

Abdinnour-Helm and Chaparro 

(2007) 

  Abdinnour-Helm and Chaparro 

(2007) 

   Baloglu and Pekcan (2006); 

Abdinnour-Helm and Chaparro 

(2007) 

 2.4 ( ):  

   

 2: 

 

(Interactive and emergingonline 

communication) 

 Facebook 

 

Abdinnour-Helm and Chaparro 

( 2007(  

  Youtube 

 

Abdinnour-Helm and Chaparro 

(2007) 

  Twitter 

 

Abdinnour-Helm and Chaparro 

(2007) 

 

 

Baloglu and Pekcan (2006) 

 

 

Baloglu and Pekcan (2006) 
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 3 

 

 

  4   

 

 1 

 (Check List) 

 

  2  

  (Content Analysis) 

  

   3 

  (Usage Analysis) 

 

 4  (In-depth Interview)  

(Agency)

 

 

3.1  

 

 

 Yin (1994, p.14) 

  (Qualitative Research Approach) 

  (Inductive)  

  

   (Particular)  
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  2  

   

 (In-depth Interview) 

 1 

 11  (  3.1) 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 3.1:  

 

 

 

+ 

  SET 

 

 

 Usage 

Analysis 
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3.2  

  

  3 

  

 1   ( )       

 2     

  

 3    

 

3.3  

 

   603  

   

    568  

  

Yamane’s  99%  

  n =   N 

           1 + N(e)2 

 n   

 N   

 e   

 n     =            603    

   1 + 603(0.01)2 

         = 568  

     

  

   

http://www.set.or.th/th/company/companylist.html)  568  

   2556   603 

   370  
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 370  

    

 157  

3.4  

 

 

  

  www.dell.com  www.apple.com  

3.5  

 

   

 

 3.1:  

  

 1: _Facebook  

(Online Presence) 

 

1.  (About us) FB_Orginfo 

2.  FB_Activity 

3.  FB_Reward 

4.  FB_Sharing 

5.  FB_Entertain 

6.  FB_Advertis 

7. /  FB_Information 

8.  FB_Picture 

9.  FB_Product&Service 

 1: _Twitter  

(Online Presence) 

 

10.  TW_Anwser 
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11.  TW_Sharing 

12.  TW_Product&Service 

 1: _YouTube 

(Online Presence) 

 

1.  YT_Advertis 

2.  YT_Sharing 

3.  (Campaign) YT_ Campaign 

4.  YT_Activity 

 2:   

(Interactive and emerging online communication) 

1.  Facebook  Facebook 

2.  Facebook FB_Onliasst 

3.  Twitter  Twitter 

4.   Twitter TW_ Onliasst 

5.  Youtube  Youtube 

6.   Youtube YT_ Onliasst 

 

 

 3.2:  

   

 1  

 

Digital AP Manager  Cheil (Thailand) 

Ltd.  Cheil worldwide 

www.cheil.com 

 2  Digital Director  Cheil (Thailand) 

Ltd.  Cheil worldwide 

www.cheil.com 

 3  Digital Planner  Young & Rubicam 

 4 Account Executive   

http://www.tbwathailand.com 

 5 Digital Strategic Planner  
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Rabbit’s Tale Co., Ltd 

 6  Creative Marketing Director  local  

   

www.wholeinone.co.th  

(  creative  

Ogilvy & Mather worldwide) 

 7 Social Media Manager Samsung Thailand 

 8  Senior digital marketing 

manager  

 ME 

byTMB 

   ( ) 

 9 Section Manager Digital and 

Social Marketing 

   ( ) 

 10  (1) 

  Komli 

  (

 facebook 

) 

(2)  

  

Digital Advertising 

Association of Thailand 

(DAAT) 

  

Digital Advertising Association of Thailand 

(DAAT) 

 11 (1) CEO 

 Group M 

(2) 

  

Digital Advertising 

Association of Thailand 

(DAAT) 

  

Digital Advertising Association of Thailand 

(DAAT) 
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3.6  

 

    

 5 

 Social Media)  

  

 3.3:  Business Values Creation through Social Media Adoption for Thai 

Enterprises   

  

 Social Media   

-  Social Media  Social 

Media 

 

Frey and Rudloff (2010) 

Degenhardt-Burke(2007) 

 

-   Social Media  Social 

Media  

 Social Media 

 

Frey and Rudloff (2010) 

Degenhardt-Burke(2007) 

  

-   Social Media 

 Social Media 

  

Frey and Rudloff (2010) 

Degenhardt-Burke(2007) 

 Social Media 

-  Social Media 

 Social Media  

 

Frey and Rudloff (2010) 

Degenhardt-Burke(2007) 

 Social Media 

-   Social Media 

  Social Media 

 

Frey and Rudloff (2010) 

Degenhardt-Burke(2007) 
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5.1.1 

  

  

 3  4 

 

 

  

  

 

  

 157   Facebook Twitter   YouTube  

  9   MAI Industry    

      

  

 

5.1.2. 

  

 

 1  
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(CRM)  

 Facebook   (98.1%) 

 86.6%  

   1  

 Facebook  100    (About us) 

   Twitter    

   2   

 

 

  603  

   157    

 (Online Presence)  

 2   (Interactive and emerging online 

communication) 

 

 Youtube  

 YuTube 

 

    5 

 1  

 Facebook    (About us)  

   100%   91.1%  89.80% 

/  86.60%  74.50%  

    1   Twitter    

   100%    51.0 % 

   1   YouTube   

  51.6%        16.6  
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  3     3  

  1    

    3  

      

  4.3  9    

3    

  27    19   13 

 

5.1.3.  

 

  Facebook  

 5.1.1  

   Facebook 

  Facebook 

 (CRM)  

  

 

  

    

  

 

 

 

 (Objective)  (Communication)  (Budget) 

  (Customer Feedback)  

 2  1) 
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 2) 

 Facebook Group 

 

 

  

  

 Business-to-Customer (B2C) 

  

  (Word of Mouth)    

   Business-to-Business (B2B) 

 B2C    

 CRM   

   

 

5.2  

 

 1    
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 2   

  603  

  

  

  

 

5.4  

 

  

 

5.5  

 

  Instrgram/ Google  Plus 

  SME 

  (Customer Loyalty) 

   (Knowledge Management)  
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 Social Media 

  11  

Digital AP Manager  Digital Director   Cheil (Thailand) Ltd.  Cheil 

worldwide www.cheil.com  

Q  

A Agency   Brand  Product  Brand  Product  

   

   

   

Q  Social Media  Facebook Youtube Twitter   

  

A  Facebook, Youtube, Instargram  Influencer   

 Influencer   Online Tool   success  

 Influencer  online  Social  

  Facebook, Youtube, Twitter, Instargram  Online  Twitter 

 Success   

Q Influencer ? 

A Influencer  Blogger   Blocg  

  content  

Q  Success ?  Social Tool  

A A:  Objective  Brand  Product  Brand  

 Cosmatic    Test   

 Social  Social Media    

  Social Media   

 Objective   
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  Twitter    

 Twitter   Text   

  Nokia   

 35    Twitter  Twitter 

   Smart Phone  Computer 
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 2 
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A  2-3 level     

 ? ?  Tool 
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   Device  
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s4   send message image 

 Tool      

   Tool  support marketing  
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  facebook    

 content   
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 Objective 
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  case study   
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Q  Social   

A    
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 Tool  CIS  Social Media   

   Media  
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  Social Media  
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Q ? 
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Q  social media ? (  CRM 

 objective ?) 

A  social media  tool  CRM   

   LIKE  LOVE   

 step  social media  CRM   social media  run on  online 

   value  

  on air    private  

   

Q Social media  data   data  ? 
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  lifestyle  

 stat    

  tool     

 report    

  product   

  data  lifestyle   product 
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Q ? 
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 majoe Cineplex , paragon ,    
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Q Offline  connect  social  Event ? 

A  
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 (Facebook, Youtube, Twitter , 
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- Twitter  Success  

 

-  Success  

  Success 

 Objective  Brand  Product 
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 Product   
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-  value 

     

-  Value   Social Media  
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Q Social Media  Business Value ?  social media 
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A  facebook  social network  

  twitter   twitter 
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 engagement  twitter  instargram 

     instargram  Youtube 

  content   

content  original content    VRZO  

   

Q    

A       

 create  

Q ? 

A  facebook  drop  twitter   social network   

pinterest   twitter  facebook 

Q  Blog , What app , Line ? 

A Blog  social network     content 

   Blog  
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Q  blog ? 

A   block   website      
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Q ? 
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Q  support ? 
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A     image 
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Q ? 

A  1000   cost  3    
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Q Samsung    

  

A    

  business 

     

  

 call center   
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Q ? 
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 social media  Flash Media   
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media  
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 case study  

  marketing  

Q ? 
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  3% 

Q  social media  success 

A  internet  

    

    

 

Q ? 
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Q  participate ? 
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 3  5   social  
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Q  Say Swop  Social network   

 

A     



73 

    social network 

   success  

Q     

A     social  

 IMC  Billboard  

  social network  sync   

alone  success   

  

Q   keep  

A   

 provide   Facebook   

  trend   

  

    

account    

  

Q  social media     

A  E mail   6  Tool  e-mail 

Q  social  

A      interact 

  action   

   

 action   
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Q   social ? 
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Q ? 
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   PR  social network   
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   social network    

   

1.  2.   

    

success   

Q   marketing  ? 

A Social network  100%     

   media trip    

Q  social  30%   

   success  

A   Highest Properties  

   success   
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 generation   social network 

Q   lead 

  marketing  success 

A     social    social 

    

  offline  social   situation 

  social   Obama  Debate  

Youtube  Skype   line  
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 Business Values Cretion through Social Media Adoption for Thai Enterprises 

(1)  Social Media 

 (Facebook, 

Youtube, Twitter , Line, 

WhatApps, Wqiki, blog ?) 

- facebook  social network  

  

-  twitter 

   

 facebook  

 engagement  twitter  

- tool   instargram 

   

-  Youtube   create 

content    content 

 

- Blog   

 content   

(2)    2  

-  facebook : tool   facebook 

1   2-3  success  

-  Blog :  tool  

 inside  

 text  

   

(3) 

 Social Media 

 

-  

 

 

  

-   facebook 

  facebook  

twitter   follower 

  

1.  Social Media 

 

 Social Media 

(4)  

 

-  Facebook group  

 intranet  

intranet  official  ,  

  Social media  

-  Social Media  Facebook group  Line 

group  
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2.  Social 

Media  

(1)  

Social Media  

(Facebook, Youtube, Twitter , 

Line, WhatApps, Wiki, blog ?) 

  

 Social Media 

 

- social network  offline  connect share 

 

-  

 timing    

instargram  facebook  

 twitter  

  share 

  

 

(1)  

Social Media 

 Social Media 

 

-   nature 

  : facebook (  text) / twitter 

(  ) /  instragram 

( ) /  Youtube ( VDO) 

3.  

(2)  

Social Media 

 Social Media 

 

 

  

-  Social Media 

   feedback 
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  Offline  

feedback  

 

-  software 

  keyword 

  

    

  

-  feedback  
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- Top of mind  :  
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Media    
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 Social Media 
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 Social Media 

 

 

Social Media 
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  http://www.tbwathailand.com 

Q    Business value   

A   

   

    

    

  Social Media    

Account Executive (AE), Creativr, Planner  

Q ? 

A      

support     

   

     

   

   Social Media  impact  offline    

Q ? ? 

A     GroupM   

Q  ?  

A  

Q     
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 tie in     

 Facebook  Online banner   

 Mass communication  Offline  Online  

  strategy  loop (  Offline + 

Online   Offline  Online  Online  Offline) 

      / 

    

Q   
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  Social Media   

Q  Social Media  target  

A -       public   

- Target  gen y   

Q     

A  target   target   

  

 Social Media   

   Social Media  track 

  target   target  

Q  Social Media CRM   

A     Qhouse  

- CRM   Facebook  

 website, Online banner ,   

link  facebook  

-  facebook   CRM 

  

-   facebook  

      

Q  ?  

A     facebook  

facebook   

Q  

A     

    

    

    

Q  support  Social   

  

A     

   Social media   

 tool    facebook 
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-   

 

Q  
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Q  social media   
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-     

-      

  

  

   



81 

 

 :  group facebook    group 

line   

Q  Social Media   Tool  
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Q  Social Media    

A -       

   

  

-      

    

  

Q     

A  

Q  IMC

  

A  .  .  2010 

  

  

   

 

    

  www.milliantree for king.com   . 
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Q   brief  
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 tool   
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 supplier     
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 Business Values Cretion through Social Media Adoption for Thai Enterprises 

(1)  Social Media 

 (Facebook, Youtube, 

Twitter , Line, WhatApps, Wiki, 

blog ?) 

- Social Media   tool 

 

  

 

-  Facebook  Online 

banner    strategy 
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  / 
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 Facebook   

(2)  website, Online 
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Social Media  
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***  Case study 
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) 
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 Social Media 
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 Social 

Media  
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  Social Media 

 Social Media 

 

 

- Social Media CRM 
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   Social Media 

 

 

  

 

 Rabbit’s Tale Co., Ltd 
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Q  Social Media  :  ? 

A  Facebook Page   image   Target  

  Brand building Tool   test 

 content   

   trendy   set 

 

Q    Target   Target ? 

A - Range   Focus  24-28  Facebook  (  

Facebook) 

-   facebook   

Q  Marketing ? 

A  Marketing Communication  Branding  

Q ? 

A   permission  
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A   Target   
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 Facebook     
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Q  Social Media ? 
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? 
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A  Objective    Objective  goal  
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Q      
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A      

agency 
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