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Abstract

This research aimed to study the correlation between social media usage of PTT Public Company
Limited (PTT) and its results in corporate image and business aspects of PTT by using quantitative and
qualitative research. The quantitative research used questionnaires to collect data from 400 customers who
used PTT social media whereas the qualitative research used in-depth interview of 12 PTT customers who
were over 5 years social media experts together with content analysis of general social media news about
PTT. The results were presented quantitatively and qualitatively together.

The results were found that the customers used PTT sodal media as a chanrel to receive information and
trusted in this channel at a high level whereas trusted in other channels at a moderate level.  As for PTT corporate
image, they trusted in it at a hish level. As for PTT managementand PTT products and senvices, they perceived
them at a high level.  As for PTT activities, they perceived them at a moderate level. As for the impact of PTT sodal
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media on positive and negative communication, they perceived it at a moderate level. Finally, it was found that the
effidency of PTT sodal media was positively comelated with PTT corporate image and business through the

perception of management, activities as well as products and senvices.

Keywords: social media, corporate image, business, activities
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