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Abstract

Currently, social media plays an important role in businesses and is likely to continue growing from the
consumers’ habit of online media consumption. Social media enables an organization to use it as a
communication channel to customers. In this field of study, we found that most of researches about SMEs in
Thailand focusing on the e-commerce adoption. There is some studies exploring the adoption of social media
and SMEs. However, these researches in Thailand are still limited. Furthermore, using social media for customer
relationship management is quite a new concept in Thailand. Thus, our objectives are to study factors affecting
the social media adoption in Thai SMEs organizations. Those factors are perceived usefulness, perceived ease of
use, perceived competitive pressure, resource availability, and experiences of social media uses. Benefits of
social media usage which are also included in this study are the increase of brand awareness, the increase of
sales and expand markets, cost savings, and the understanding and improving customer communications. Social
media covered in this study are Facebook, Twitter, YouTube, and Line. This study applies questionnaires as the
research instrument. Results show that the experience of social media usage is the most influential factor
affecting the social media adoption for managing customer relationships. Perceived ease of use factor does not
affect the use of social media in the Thai SMEs. Considering the benefits of social media uses, social media

uses relate to the benefits of increasing sales and expanding customers the most.

Keywords: Social Media, SMEs, Customer Relationships
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2. NUNIWITIWNIIN

2.1 ngefjmivansunsisinaluladiansawine (Technology Acceptance Model)
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2.5 AMANToN1HINWVBININEINS (Resource Availability)
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3. NIDUUBIAANIIIVLYUALANNAZIN
3.1 NIDUUKIAANITIVY
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Perceived

Usefulness

1+
Perceived Perceived Benefits
Ease of Use 2+ of Enhancing Relationships with
Uses of Social Media Customers
Percelved H3+ '
for Enhancing
Competitive HE+ - Increase Brand Awareness
Pressure H4+ Business Relationship - Increase sales and Expand markets
with Customers - Cost Saving
Resource H5 - Understanding and Improving
Availability communication with customers
Social Media
Experience

AND 1 BRAINTALUWIAA IANITIE
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