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ABSTRACT 

 

 The survey research aims to investigate the implication of frequency of social 

engagement, perceived brand equity, and perception of organization – public 

relationship on Thai residents’ frequency of television viewing behavior of Channel. 

The samples were Thai residents used LINE Official Account of Channel 3 in the past 

1 year period and were currently living in Bangkok Metropolitan area toward LINE 

Official Account of Channel 3. Two hundred questionnaires were distributed to 

samples, which had added LINE Official Account of Channel 3 as their friends.  The 

data was analyzed using One-Way ANOVA, Chi-square analysis, and Spearman 

Correlation with Alpha 0.05. The findings revealed the following results:  

(1) A variation in Thai residents’ frequency of social engagement in LINE 

Official Account Application of Channel 3 significantly influenced their brand equity 

in relations to social image, value, and attachment, respectively. However, their 

frequency of social engagement did not significant influence to performance and 

trustworthiness of Channel 3.  

(2) A variation in Thai residents’ frequency of social engagement in LINE 

Official Account Application of Channel 3 did not significant influence their 

perception of organization – public relationship between Channel 3 and Thai residents 

in relations to trust, commitment, local or community involvement, and reputation 

toward Channel 3, respectively.  



 
 

(3) Thai residents’ perceived brand equity to brand Channel 3 was positively 

correlated to their perception of organization - public relationship between Channel 3 

and Thai resident in Bangkok Metropolitan.  

(4) Thai residents’ frequency of social engagement in LINE Official Account 

Application, perceived brand equity, and perception of organization – public 

relationship between Channel 3 and Thai residents in Bangkok Metropolitan were 

positively correlated with their frequency of TV viewing behavior of Channel 3. In 

addition, there were significantly positive correlation between perceived brand equity 

and frequency of TV viewing behavior, including trustworthiness, attachment, value, 

social image, and performance, respectively.  Also, there were significantly positive 

correlation between perception of organization – public relationship and frequency of 

TV viewing behavior, including local or community involvement, reputation, trust, 

and commitment, respectively. 

Keywords: Social Engagement, Brand Equity, Organization – Public Relationship, TV 

Viewing Behavior, Channel 3 
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CHAPTER 1 

INTRODUCTION 

 

Chapter 1 presents an introduction to the study. The introduction of this study 

is divided in six parts as follows: 

1. Rationale and Problem Statement 

2. Objectives of the Study 

3. Scope of the Study 

4. Research Questions 

5. Significance of the Study 

6. Definition of Terms 

1.1 Rationale and Problem Statement 

 Social media and mobile internet are more important to people these days. 

Lifestyle of daily activities are connected by the high innovative of technology that 

had been developed to help people to connect with each other more easily and closely, 

and this advantage can be a chance of many business companies for promoting and 

communicate with their customers. According to Abu-Rumman & Alhadid (2014), 

social media is the integration of media and social communication; it is a collection of 

online tools that facilitate interaction and communications between users. In light of 

the growing interest in the use of social media marketing among a lot of companies 

especially the mobile service providers and the transformation of social media to an 

effective to all for building the relationship with consumers many companies have 

utilized social media marketing as a new channel to reach their consumers. Although 

the growth rate of user is increasing every day, the rate of mobile phone and internet 

users are increasing in many countries but there are still unclear goals of social media 

and strategies. If the brand can use social media effectively, it will help increase brand 

value, brand equity and brand identity to their customers. 

 In business, making the product to be outstanding and more value is very 

important. Building target customer trust in the product to get effective response is the 

key success in business activities such as the immediate response from the brand 
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when the customer has any question about the product or service. Social media can be 

a major role in promoting positive identity of the brand in customer’s mind.  

Social media is changing traditional marketing communication. Internet users 

are gradually shaping brand communication that was previously controlled and 

administered by marketers. The traditional one-way communication is now multi-

dimensional, two-way and peer-to-peer communication. The content created by 

Internet users involves different topics, including brands and products, making 

companies no longer the primary source of brand communication (Berthon et al., 

2008). Kaplan and Haenlein (2012) stated that one of the reasons for such rapid 

popularity of social media among companies is the viral dissemination of information 

via the Internet. Additionally, the social media provide opportunities for Internet users 

to create and share content. Schivinski and Dabrowski (2015) found that user-

generated social media brand communication positively influences brand 

awareness/associations, brand loyalty and perceived quality. The positive evaluation 

of this type of communication is captured by consumers to be trustworthy and 

reliable, therefore, diminishing their prospect of brand-switching behavior, also 

consumers rely heavily on the opinions of family, friends and other users regarding 

the quality of the services provided by the firms. 

In today’s competitive business environment, the concept of brand equity is an 

important source of strategic intelligence for marketers. High brand equity levels are 

known to affect consumer preferences and purchase intentions (Cobb-Walgren, Ruble 

& Donthu, 1995); profits and share returns (Srivastava and Shocker, 1991; Aaker and 

Jacobson, 1994), market power (Farquhar, 1989; Wood, 2000) and sustainable 

competitive advantages (Bharadwaj et al., 1993), brand extension (Keller and Aaker, 

1992) and consumer’s willingness to pay premium prices (Keller, 1993; Anselmsson 

et al., 2007). Social media platforms provide unlimited ways for consumers to 

interact, express, share and create content about brands and products. Thus, the joint 

implementation of firm-created and user-generated social media brand 

communication offer numerous opportunities for increasing brand equity metrics. 

Social network services are an essential aspect of the Internet, and many consumers 
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use them in their daily routines. SNS offer firms the opportunity to engage with 

consumers and even to influence their conversations (Amichai-Hamburger, 2008). 

 Focusing on one of the most successful mobile messenger app in the world 

“LINE”, which at the same time the second most successful on the Asian market, after 

the Chinese-based WeChat. Line had reported 560 million registered users worldwide 

in October 2014, and recently announced more than 220 million monthly active users 

in the third quarter of 2016 (Statista, 2016). 

 

 

Figure 1.1: Number of LINE application’s monthly active users 

 

Thailand is the second profitable national market in the world with 33 million 

users reported by the end of 2015, after Japan where the messaging platform was 

created (The Nation, 2016). 

 LINE has developed its software from using as a mobile app for smartphone 

and tablet devices to be available on personal computers. Its main functions are 

exchanges of text, photo, video and audio messages as well as performing of free 

Voice over conversations and video conference, playing games. As of 2012, LINE 

developed into a social network with features similar to Facebook, such as a timeline 

where users can post status updates and other content. The sticker store, where users 
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can create and sell their own LINE chat stickers, is one of LINE’s most popular 

features among users. 

 Despite of being a personal mobile messaging app, LINE also provides a 

service which allows brands and other business users to tap into its platform 

communicate with customers and consumers. 

 

Figure 1.2: LINE application using purpose  

 

 ‘LINE official Account’ is a feature which allows businesses to send messages 

directly to LINE users who have added account as a ‘friend.’ Up until now, there are 

many businesses, brands and famous celebrities as well as automatically-programmed 

BOT accounts that provide useful information and translation services. These Official 

Accounts enable business enterprises to reach LINE’s 220 million users around the 

world wherever they are. As a smartphone always connected and on the users person, 

businesses now have a chance of directly reaching their customers in real-time. This 

contrasts with other services such as Twitter and Facebook where users mainly follow 

timelines for sent information. Instead, this service from LINE alerts the users 

instantly through push notifications, meaning that businesses can expect a high 

number of users viewing their messages. In addition, the companies can develop the 

users’ attraction and sense of closeness towards their business image by using their 

original ‘Business Stickers’ featuring their logo/characters whilst communicating to 

the users.  
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 For Thailand, LINE helps the businesses to promote products and services via 

its Line app, which is used by businesses to manage official Line accounts, and which 

can be a very affordable digital marketing platform. Commerce via mobile and social 

media was fast becoming a trend in Thailand, with 60 percent of the e-commerce 

traffic coming from mobiles in 2015, according to Kasikorn Bank, mobile-banking 

accounts showed a rapid growth of 33 per cent from 9 million accounts to 12 million 

this year” (Pornwasin, 2016) 

 The researcher selects CHANNEL3’s official Line account to study, because 

the company is one of the leading commercial television station in Thailand. It 

transmits 24-hours a day, 7 days a week. The channel provides local programmes 

include; news, current affairs, magazines, talk shows, sports, documentaries, dramas 

and films, the station also broadcast a balance of quality foreign content movies, 

dramas, situation comedy, documentaries and sports. The station has a strong market 

position and reinforces its brand awareness amongst its viewers through various on air 

and ground events. 

 The question is, according to today trend and lifestyle of viewers/customers 

tend to changing from passive consumer to seeking important and interesting 

information behavior via mobile devices as see from the number of rapid growth of 

internet user in Thailand every years. Many businesses are adapted and find the key 

success to communicate with their customer through social media application. In this 

paper, the researcher therefore finds it particularly interesting to investigate how does 

LINE application help promote the positive customers’ self-perceived brand equity 

and their engagement. 

The problem statement can be summarized as follows: 

1.1.1 What is the relationship between Thai residents’ social engagement in 

LINE Official Account Application of Channel 3 and their perceived brand 

equity (performance, social image, value, trustworthiness, attachment) to 

brand Channel 3? 

1.1.2 What is the relationship between Thai residents’ social engagement in 

LINE Official Account Application of Channel 3 and their perception of 
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organization –public relationship (Trust, Commitment, Local or 

community involvement, Reputation) to brand Channel 3? 

1.1.3 What is the relationship between Thai residents’ perceived brand equity 

(performance, social image, value, trustworthiness, attachment) to brand 

Channel 3 and their perception of organization – public relationship (Trust, 

Commitment, Local or community involvement, Reputation) to brand 

Channel 3? 

1.1.4 Are there significant predictors of Thai viewers’ TV viewing behavior of 

Channel 3? 

 

1.2 Objectives of the Study 

1.2.1 To examine the relationship between Thai residents’ social 

engagement in LINE Official Account Application of Channel 3 and 

their perceived brand equity (performance, social image, value, 

trustworthiness, attachment) to brand Channel 3.  

1.2.2 To examine the relationship between Thai residents’ social 

engagement in LINE Official Account Application of Channel 3 and 

their perception of organization – public relationship (Trust, 

Commitment, Local or community involvement, Reputation) to brand 

Channel 3. 

1.2.3 To examine the relationship between Thai residents’ perceived brand 

equity (performance, social image, value, trustworthiness, attachment) 

to brand Channel 3 and their perception of organization – public 

relationship (Trust, Commitment, Local or community involvement, 

Reputation)  to brand Channel 3. 

1.2.4 To predict the influence of social engagement in Line Official Account 

Application, brand equity, and their perception of organization – public 

relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan on their TV viewing behavior of Channel 3. 
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1.3 Scope of the Study 

This study concentrates on the University students and employees who use 

LINE application and live in Bangkok metropolitan area. This study emphasizes on an 

independent variable, which is a variation in customers’ perception of organization – 

public relationship through LINE official account. And how it impact their perceived 

brand equity towards Channel 3 and social engagement, which are the dependent 

variables. 

The reasons about why author choose to study customers’ brand equity 

through LINE application because base on previous research, many studies focus on 

Facebook and Twitter social network service and lack of the studies on other SNSs 

such as LINE application which has more and more number of users increasing every 

years. According to Nielsen (a global marketing research firm), LINE is the no.1 

using application in Thailand. Author chooses brand Channel 3 as the case study 

because Channel 3 has the highest viewer rating in Bangkok metropolitan which 

associate with their viewers via LINE application official account. Quantitative data 

will be used for this research. Data were collected via an online survey of 200 

customers that have Channel 3 LINE official account. But this study relied on 

previously developed and validated instruments which were originally created in the 

western country. Differences between the western country and Thailand, where the 

study took place, could be expected to occur. 

 This study use quantitative methodology and launch the online survey of 

Channel 3 LINE official account in Bangkok, Thailand in order to exam the 

relationship between independent and dependent variables.  

 

1.4 Research Questions 

 The research will be around four variable, which are brand equity, 

organization – public relationship, social engagement and TV viewing behavior. 

According to the purposes of study and the scope of this study, the following research 

questions are formulated:  

RQ1: How Thai residents’ participation in different social engagement is 

correlated with their perceived brand equity (performance, social image, value, 
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trustworthiness, attachment) toward LINE Official Account Application of 

Channel 3? 

RQ2: How Thai residents’ participation in different social engagement is 

correlated with their perception of organization – public relationship (trust, 

commitment, local or community involvement, reputation) toward LINE 

Official Account Application of Channel 3? 

RQ3: How Thai residents’ participation in different perceived brand equity is 

correlated with their perception of organization – public relationship toward 

brand Channel 3? 

RQ4: How significant predictors are correlated with Thai viewers’ TV 

viewing behavior toward Channel 3? 

 

1.5 Significance of the study 

 To the extent that the objectives mentioned above are accomplished, the 

following significances will surface:     

1.5.1 Research will be significant for understand the relationship among social 

engagement, brand equity, and organization – public relationship of brand 

Channel 3 LINE Official Account Application in Bangkok metropolitan area. 

1.5.2 Research will be significant for academic in brand equity and 

organization – public relationship through social network service. Base on 

previous studies, there is very less study cover of brand equity, organization – 

public relationship, social engagement, and TV viewing behavior. Besides 

that, the most of study generally exam that the brand equity and have the 

positive relationship with organization – public relationship and purchasing 

behavior. But it is very few study focus on TV program and viewing behavior. 

So this study will fill in these lacks and gaps of academic in brand equity and 

organization – public relationship through social network service. 

1.5.3 Research will be significant for practitioner in social media 

communication.  Recently, the impact of social media has more role in 

communication between a brand to its customers than the traditional media 

(TV broadcasting, radio, newspaper and etc.), many product brands interest in 

putting more invest of their campaign and advertising on social media network 
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site base on the increasing number of internet users. How the traditional media 

like TV broadcasting could get along with the new trend of media and use it to 

support their brand equity and organization – public relationship.  

1.5.4 Research will be significant for the society. Social networking has 

become the number one way to use social media. It keeps businesses 

connected, along with family overseas. Abu-Rumman & Alhadid (2014) point 

out the brand equity items are very important in the social media and also 

important for the company to achieve a high return on marketing investment in 

their social networks. There is significantly positive relationship between the 

consumers’ self-perceived identification and their intention to purchase 

products or services. Self-image of individuals can be influenced by the image 

and reputation of groups and organizations in term of their social engagement 

and responsibility. 

1.5.5 This study has been conducted to study about how does social media (in 

this study focused on Line) can make stronger communication between the 

brands and their customers, to get new customers, to remain current 

customers, and to make them become loyalty customers. The results of this 

study are expected to provide beneficial information for the brand activities in 

the future. Additionally, it could also serve as a starting point for better 

communication among the brands and their customers. This research will 

invest the relationship among social engagement, brand equity, and 

organization – public relationship that will help to develop the future study of 

social media communication in Thailand.  

 

1.6 Definition of Terms 

1. Line refers to a multimedia messaging system for smartphones from the Line 

Corporation (a unit of South Korea Naver Corporation). Developed in response to 

the 2011 Fukushima Daiichi nuclear disaster in Japan, users can send text, images 

and video as well as make free voice and video calls. In 2012, features were added 

that emulated Twitter and Facebook for sharing information.  

2. Channel 3 Bangkok Entertainment Co., Ltd known as Channel 3 Original was 

incorporated in 1969 and was officially launched it started began broadcasting on 
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26 March 1970 at 19:00 Bangkok Time as Thailand first commercial television 

station. It transmits 24-hours a day, 7 days a week since 1 January 2005. Its 

broadcasting centre is located on Maleenond Towers, Khlong Toei, Bangkok. 

3. Social media refers to a forms of electronic communication (as Web sites for 

social networking and micro-blogging) through which users create online 

communities to share information, ideas, personal messages, and other content (as 

videos) 

4. Social engagement refers to viewers’ participation in the activities of a social 

group per week via Channel 3 LINE Official Account during the last one year 

period (Prohaska, Anderson & Binstock, 2012). 

5. Brand equity can be defined as the tendency of consumer’s attitudes toward the 

brand attributes- either positively or negatively - and favorable consequences of 

brand use (The American Marketing Association, 1995). According to Farquhar 

(1989), brand equity is meant for ‘an added value or asset to a brand and product’ 

and such a value is made of ‘customers’ positive feelings, thinking, and acting 

towards purchasing a product.’ 

5.1 Performance refers to the accomplishment of a given task measured against 

preset known standards of accuracy, completeness, cost, and speed. In a 

contract, performance is deemed to be the fulfillment of an obligation, in a 

manner that releases the performer from all liabilities under the contract. 

5.2 Social image or public image refer to the ideas and opinions that the public has 

about a person or an organization that may not be what they are really like 

5.3 Value refer to Important and lasting beliefs or ideals shared by the members of 

a culture about what is good or bad and desirable or undesirable. Values have 

major influence on a person’s behavior and attitude and serve as broad 

guidelines in all situations. Some common business values are fairness, 

innovation and community involvement. 

5.4 Trustworthiness - the ability to be relied on as honest or truthful. 

5.5 Attachment refer to the condition of being attached to something or someone, 

in particular. Affection, fondness, or sympathy for someone or something. 

6. Organization – Public relationship refers to the state that exists between an 

organization and its key publics in which the actions of either entity impact the 

https://en.wikipedia.org/wiki/Thailand_Standard_Time
https://en.wikipedia.org/wiki/Thailand
https://en.wikipedia.org/wiki/Commercial_broadcasting
https://en.wikipedia.org/wiki/Television_station
https://en.wikipedia.org/wiki/Television_station
https://en.wikipedia.org/wiki/Social_group
https://en.wikipedia.org/wiki/Social_group
http://www.macmillandictionary.com/dictionary/british/idea
http://www.macmillandictionary.com/dictionary/british/opinion
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economic, social, political and/or cultural well-being of the other entity 

(Ledingham  & Bruning, 1998) 

6.1 Trust refers to firm belief in the reliability, truth, ability, or strength of 

someone or something. 

6.2 Commitment refers to the state or quality of being dedicated to a cause, 

activity, etc. 

6.3 Community involvement refers to a very important aspect of revitalization for 

any community, no matter what size. Without community buy-in, a project 

may never get off the ground or will not be accepted once it is completed. 

6.4 Reputation refers to the observers' collective judgments of a corporation based 

on assessments of financial, social and environmental impacts attributed to the 

corporation over time. 

7. Messaging platform refers a unique tool that enables Internet users to exchange 

messages for the purpose of human communications. 

8. Digital marketing refers to the marketing of products or services using digital 

channels to reach consumers. The key objective is to promote brands through 

various forms of digital media. Digital marketing extends beyond internet 

marketing to include channels that do not require the use of the internet.   

9. Strategic of social media considers how social media can be used and if it is 

needed; for social communications internally and externally, to harness value 

from collaborative relationships, as a tool to manage and monitor brand 

reputation. 

10. A brand refers to a name, term, sign, symbol, or design, or combination of them, 

intended to identify the goods and services of one seller or group of seller and 

differentiate them from those of competition” (American Marketing Association, 

1995).   
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CHAPTER 2 

LITERATURE REVIEW 

 Chapter 2 aims to provide a synthesis of the past studies on Brand Equity and 

Social Media effect on product branding. The chapter explores the concepts, 

principles, and the related theories to develop the theoretical framework and 

hypothesis. The chapter summarizes the following topics:  

1. A summary and synthesis of past studies. 

1.1 The Relationship between Social media Communication and Customers’ 

behavior 

1.2 The Relationship between Social media Communication and Brand Equity 

1.3 The Relationship between Brand Equity and Customers’ Purchasing 

Decision 

2. Key concepts of Brand Equity (BE) 

3. The Impact of Social Media on Customers’ Purchasing Decision 

4. LINE Application in Thailand 

5. Assumption of Uses and Gratifications Theory  

6. Assumption of Organization – Public relationship Theory  

7. Hypothesis 

2.1 A summary and synthesis of past studies 

 2.1.1 The relationship between social media communication and 

customers’ behavior 

 As nowadays, the changing of how people exchange their information have 

move into social media as the number of users is increasing in every day. By 2011, 

approximately 83% of fortune 5—companies were using some form of social media to 

connect with consumers. Furthermore, surveys suggest that consumers are 

increasingly relying on social media to learn about unfamiliar brands (Naylor, et al., 

2012). Every organization, corporation and small business use social media to 

branding their name, to give more information, to introduce their new products like 

Kasturi & Vardhan (2014) have said that social media has been defined in diverged 

ways by various social scientists. The befitting definition that best suits the current 
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topic is: Internet-based software and interfaces that allow individuals to interact with 

one another, exchanging details about their lives such as biographical data, 

professional information, personal photos and up–to–the-minute thoughts. In the 

contemporary world, the social media has not only established its place in the field of 

mass communication, but also posed threat equally to the conventional mass media.  

 In a research of Vann (2014) supports that social media is now an integral part 

of modern sports broadcasting, which combines old and new media into a redefined 

and multidimensional experience for fans. Amanda, Janice, & Juliet (2014) found that 

young people are using digital technology and online social media within their 

everyday lives to enrich their social relationships. The findings suggested that 

participants have a desire to use the internet and online social media as it is perceived 

to increase opportunities for self-determination and self-representation whilst 

enriching friendships.  

 Recent media choice research has focused on attempts to determine what 

theory best explains people's choices of communication media. Two within-subject 

policy-capturing studies support the notion that media richness and social influence 

theories are complementary rather than competing and that the relative importance of 

choice factors depends on the medium. Results also suggest that rational and social 

factors should be included in comprehensive models of media choice that address both 

traditional and new media (Webster & Trevino, 1995). 

 By using social media to communicate with customer, the companies can 

easily receive the feedback about their product, their branding attitude, and 

complaining from the customers. The organizational long term success of promotional 

campaigns and the integration of marketing communications are affected by the 

effective use of information communication technologies, including the use of the 

Internet. Today, the Internet implementation in the marketing process is inexpensive, 

delivers instant international reach, offers great real time feedback, and reaches 

millions of people for whom the web is the center of virtually all communications. 

With social media on a rise, some may say that traditional marketing practices as we 

know it is phasing out. However, it may also be assumed that they are not necessarily 

phasing out, but are rather supported by a stronger sibling—that of social media 
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(Papasolomou, & Melanthiou, 2012). Some company may set up their websites to 

receive the feedback by using consumer-opinion websites which provide people with 

unparalleled opportunities to articulate their opinions on products and services, read 

the opinions of other consumers, and interact with other consumers. At the same time, 

these websites are becoming important sources of marketing intelligence for 

companies. Pollach (2007), suggested that consumer-opinion website can provide 

richer exchanges by offering different interaction formats for information exchange 

and social interactions and by tailoring their richness features to the complexity of the 

tasks user seek to perform. 

2.1.2 The Relationship between social media communication and brand 

equity 

Yoo, Donthu, and Lee (2000) claimed that brand communication improves 

brand equity by increasing the probability that a brand will be incorporated into the 

customer’s consideration set, thus shortening the process of brand decision-making 

and turning that choice into a habit.  Bruhn, Schnebelen, and Schäfer (2013) found that 

in the context of social media brand communication, the quality of peer interactions in 

brand communities has a positive impact on functional, experiential and symbolic 

brand community benefits, consequently levering brand loyalty. Therefore, Schivinski 

& Dabrowski (2015) states that creating social media brand communication helps 

positively influence the consumer’s perception of brand loyalty.  

A digital marketing agency stated that “Brands that do not engage and 

communicate through social media marketing will lose out on the valuable marketing 

potential that these new communication platforms bring” (Blackbox Design, 2016).  

Social media is now a major component in the branding process, it is one of the key 

element in building awareness of a service or product and aiding in strengthening 

customer loyalty, not just the spenders but also the influencers who indirectly account 

for sales through brand advocacy. Social media now play a major role in how a brand 

is perceived, and consequentially, consumers’ buying habits in relation to particular 

brand (Collard, 2012). Mobile social media are available on various applications 

(mobile apps) accessible through smart phones and tablet devices. The current study 

argues that mobile apps provide an outlet for sport brands to extend the brand 
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experience for highly identified sport fans, which will have positive effects for the 

brand equity of the team (Watkins, 2013). 

2.1.3 The Relationship between brand equity and customers’ purchasing 

decision  

Brand equity can be elaborated as a one of key factor which enhance the value 

of the service provided to the customers. Gunawardane (2015) founded that brand 

equity has moderate relationship or moderately affects for the purchase intention. 

Increasing in either brand awareness, brand association, brand loyalty and perceived 

quality would generate higher levels of brand equity and have supported the direct 

positive impact of brand equity on purchase intention. Customers’ positive feelings on 

a product brand create purchase intention of the customers (e.g., Aaker, 1991; Assael, 

1998; and Wang and Kan, 2002). According to Farquhar (1989), brand equity is meant 

for ‘an added value or asset to a brand and product’ and such a value is made of 

‘customers’ positive feelings, thinking, and acting towards purchasing a product’.  

Consumer behavior refers to the mental and emotional process and the 

observable behavior of consumers during searching, purchasing and post consumption 

of a product or service. Consumer behavior involves study of how people buy, what 

they buy, when they buy and why they buy. It blends the elements from Psychology, 

Sociology, Socio-psychology, Anthropology and Economics (Bhattachrya & Sen, 

2003). It also tries to assess the influence on the consumer from groups such as family, 

friends, reference groups and society in general. Decision-making process theory of 

Kotler (2003) explained about importance of process of selecting one from many 

options. Consumers tend to make a decision from many products and services, they 

would select best option for them. These processes consist of 5 main steps, namely, 

need or problem recognition, information search, evaluation of alternatives, purchase 

decision and post-purchase behavior.  

In the past research of Roozy, Arastoo, and Vazifehdust (2014) founded that 

the most important factor in purchase intention, is loyalty which has a positive and 

meaningful relation with their research and furthermore the loyalty was confirmed as 

the only factor in the positive and meaningful relation with the recommendation 
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purchase. As claimed by Vranesevic and Stancec (2003), the importance of a brand 

basically highlighted through measuring the brand impacts on choice and loyalty of 

consumers with the identification and differentiation of a product’s quality, origin and 

additionally created values. Ukpebor and Ipogah (2008) stated that a powerful brand 

influences attitudes of customers and makes a strong product association through the 

brand. 

There were few studies that examined whether there is the relationship 

between customer’s brand equity towards TV viewing behavior, thus this knowledge 

gap will be the first research objectives to examine the impact of Channel 3’s 

communication to their customers via social network service, the theoretical study 

may be useful to help us know the relationship between brand equity and customers’ 

viewing behavior of Thai residents in Bangkok metropolitan in order to attribute more 

and more academy information to social media communication activities in Thailand. 

2.2 Key concepts of Brand Equity (BE) 

 Many researchers have studied brand equity’s definition which could be 

meaning and perceived in many angles. Brand equity is the value of the brand in the 

marketplace. Simply put, a high equity brand has high value in the marketplace. High 

brand value, a brand with high equity, means that the brand has the ability to create 

some sort of positive differential response in the marketplace. This can mean that your 

brand is easily recognizable when encountered in advertising or seen on a yard sign. It 

can mean that your brand is one of the first ones recalled when a relevant prompt is 

used (Pullig, 2008). Aaker  (1991, p.15 ) defined brand equity as “a set of brand assets 

and liabilities linked to a brand, its name and symbol that add to or subtract from the 

value provided by a product or service to a firm and/or to that firm’s customer. 

Moreover, the development of brand equity can create associations that can drive 

market positions, persist over long time periods, and be capable of resisting aggressive 

competitors (Aaker, 1991). 

 Today, consumers’ satisfaction also determined by the advantages given by the 

brand’s equity benefits not only by the product’s real utilities. Consumers’ need for 

brand equity are contributed by new technologies and new marketing methods which 



17 
 

are giving the consumer better access to knowledge, more options and less switching 

expenses (Essays, 2013). 

 A brand’s success can come from a powerful customer’s attitude toward the 

brand. A Marketing Professor Kevin Lane Keller (2013, p.69) defined the concept of 

Customer-based brand equity (CBBE) as: 

 “The power of a brand lies in what customers have learned, felt, seen, and 

heard about the brand as a result of their experiences over time. In other words, the 

power of a brand lies in what resides in the minds and hearts of customers.” 

Moreover, Customer-based brand equity occurs when the consumer has a high level of 

awareness and familiarity with the brand and holds some strong, favorable, and unique 

brand associations in memory (Keller, 2013, p.73). 

 Keller (2013, p.109) created the most common model for Customer-based 

brand equity (CBBE) in four-level pyramid, with the middle two layers divided 

equally between two factors. 

 

Figure 2.1: Customer-based brand equity model 

Source: Keller, K. L. (2013). Strategic brand management: building, measuring, and  

 managing brand equity. Boston: Pearson. 

 

 

 The model of consumer-based brand equity concept is simple as in order to 

build a strong brand, we must shape how customers think and feel about the product. 
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Building the right type of experiences around the brand, so that customers have 

specific, positive thoughts, feelings, beliefs, opinions, and perceptions about it. 

 

2.3 The Impact of Social Media on Customers’ Purchasing Decision 

Social media have greatly changed the relationship between consumers and 

companies by allowing a two-way communication (Hoyer and Maclnnis, 2010, p.389) 

and a new marketing function called ‘Social Media Marketing’ has risen. Social media 

as Kaplan and Haenlein (2009, p.565) stated, described Internet-based applications 

that help consumers share opinions, insights, experiences, and perspectives. Khatib 

(2016), founded that consumers play an active role in the course of information 

acquisition because of the accessibility and availability of information on social media 

platform means that consumers have been able to use a wide range of comparison 

tools, recommendation and reviews available on social media that help them to make 

their purchase decision. Many individuals have noticed and agreed that with social 

media, they are able to voice out their opinions and to communicate with other 

consumers and with the company more effectively. The article titled, “Expand your 

Brand Community Online” states that social media is important for marketers because 

it allows them to dialogue directly with consumers, which in turn engages consumers 

directly with company brands (Hanlon, 2008). 

The influence of social media on purchasing behavior can be in any services or 

products. The relationship between social media and consumer decision-making 

present that social media affects advertising attitudes, brand attitudes, and purchasing 

intentions of consumer. Brown and Hayes (2008, p179-180) stated that social media 

enable consumers to share contents and ideas together, write recommendations, 

reviews and opinions about companies’ performance and to tell, to a wider audience 

about their own good or bad experience with the products or services. According to 

Weinberg (2009), he defined social media marketing as a process in empowering 

individuals to promote their websites, products, and/or services through online social 

channels, to interact with and to tap into a much larger community that may not have 

been available via traditional advertising channels. 
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There were few studies that examined whether there is the impact of social 

media towards TV viewing behavior in Thailand, thus this knowledge gap will be the 

genesis of the first research objectives to examine the impact of social media on Thai 

residents towards Channel 3 LINE Official Account.   

 

2.4 LINE Application in Thailand   

 LINE Application has become a leader role of Social Network Sites in 

Thailand. According to the double number of users which is increasing every years, 

LINE Official Account received much intention from many celebrities and brand 

companies operated in Thailand. However, there is still a few research study that 

examines the relationship between brand equity and customers’ social engagement via 

LINE application. Therefore, the researcher choose Bangkok Entertainment Company, 

knows as Channel 3, as a tester company in order to find the significate predictors of 

Thai viewers’ TV viewing behavior relationship between their perceived brand equity, 

social engagement, and organization – public relationship. Moreover, social media has 

become more attached to people social life than the traditional media, this study will 

may lead to the new research study on how is the traditional media make use of the 

new media in the future. 

 

2.5 Assumption of Uses and Gratifications Theory  

 The Uses and Gratifications Theory (UGT) is the theory which explains of how 

people use media for their need and gratification. Blumler and Katz (1974) suggested 

that media users play an active role in choosing and using the media. Users take an 

active part in the communication process and are goal oriented in their media use. In 

other words we can say this theory states what people do with media rather than what 

media does to people. The theory also holds that audiences are responsible for 

choosing media to meet their needs. The approach suggests that people use the media 

to fulfil specific gratifications. This theory would then imply that media compete 

against other information sources for viewers’ gratification. (Katz, Blumler, & 

Gurevitch 1974) 
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 There are several needs and gratification for people which can be categorized 

into five categories: 

1. Cognitive needs: people use media for acquiring knowledge, 

information etc.  

2. Affective needs: people use media to satisfy their emotional needs, 

pleasure and other moods. 

3. Personal Integrative needs: people use media to reassure their status, 

gain credibility and stabilize (self-esteem needs). 

4. Social Integrative needs: people use media to socialize with family, 

friends and relations in the society. 

5. Tension free needs: people sometimes use the media as a means of 

escapism and to relieve from tension. 

The Uses and Gratification Theory is the extension of Needs and Motivation 

Theory (Maslow, 1970). Maslow (1943) stated that people are motivated to achieve 

certain needs, and that some needs take precedence over others. Our most basic need is 

for physical survival, and this will be the first thing that motivates our behavior. Once 

that level is fulfilled the next level up is what motivates us, and so on. Early in the 

history of communications research, an approach was developed to study the 

gratifications that attract and hold audiences to the kinds of media and the types of 

content that satisfy their social and psychological needs (Cantril, 1942).  

As the UGT’s role in the 21st century, the era of information. Computer use has 

grown from a select group of computer scientists, engineers, and mathematicians to a 

broad range of users. Access to the Internet and the World Wide Web provides people 

with the opportunity for education, information retrieval from an unlimited range of 

sources, entertainment, and communication with others. Computer-mediated 

communication such as email and instant messaging frees people from geographic and 

physical limitations that might otherwise limit access to face-to-face communication 

with friends and relatives (Lea & Spears, 1995). The Internet allows people to join 

groups on the basis of common interests rather than convenience (Katz & Aspden, 

1997). Also, the Internet offers its audience an immense range of communication 

opportunities. Networks are always “up”, allowing 24-hour asynchronous or 
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synchronous interactions and information retrieval and exchange among individuals 

and groups (Kiesler, 1997).  Ruggiero (2000) predicted through research that the Internet will be 

transformative, leading to “profound changes in media users’ personal and social habits 

and roles” (p. 28). Personal social interaction with friends, family, and professional 

contacts has transformed itself from the offline realm into an online entity due to the 

increasing popularity of social networking sites (SNS) like Facebook, Myspace, 

YouTube, Twitter and various blogging sites. Applying the UGT to SNSs is of vital 

importance in today’s mass communication research because this form of mass media 

is relatively new in relation to radio, television and film. The application of Uses and 

Gratification Theory to social media helps explain the many and varied reasons why 

consumers use and like social media. 

2.6 Assumption of Organization – Public relationship Theory 

 Jo and Kim (2003) explained that the relationship between organization and its 

public is based on economic and humanistic factors. Economic factors include the 

ability of the organization to provide goods and services that satisfy the public. 

Humanistic factors deal with feelings that the public has for the organization, such as 

comfort and loyalty. Ledingham and Bruning (1998) defined organization – public 

relationship as “the state that exists between an organization and its key publics in 

which the actions of either entity impact the economic, social, political and/or cultural 

well-being of the other entity” (p.62). The central notion of public relations as 

relationship management suggests that public relations should focus on developing 

long-term behavioral relationships between organizations and key constituencies (Jo, 

2002). Burnett and Moriarty (1998) defined public relations thus: “public relations is 

the use and communication of information through a variety of media to influence 

public opinion” (p.345). In sum, the central concept of public relations is that public 

relations tells an organization’s story to publics to foster goodwill and understanding. 

Within the literature on interpersonal relationships, a variety of frameworks 

and measuring dimensions have been developed. Ferguson (1984) suggested that 

public relations practitioners use the following tools to evaluate the quality of an 

organization’s relationships with the public: dynamic vs. static, open vs. closed, 
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mutual satisfaction, distribution of power and mutual understanding, agreement, and 

consensus. Grunig and Ehling (1992) suggested reciprocity, trust, credibility, mutual 

legitimacy, 17 2. Design Scale 1. Define Construct 4. Administration and Item 

Analysis 5. Validation and Norm 3. Pilot Test openness, mutual satisfaction, and 

mutual understanding as the key elements of the organization-public relationship. 

Further, Ledingham, Bruning, Thomlison, and Lesko (1997) culled 17 dimensions 

from an extensive literature review ranging from the interpersonal, to marketing with 

qualitative research. Ledingham et al. (1997) developed 17 relationship dimensions: 

investment, commitment, trust, comfort with relational dialectics, cooperation, mutual 

goals, interdependence, power imbalance, performance satisfaction, comparison level 

of the alternatives, adaptation, non-retrievable investment, shared technology, 

summate constructs, structural bonds, social bonds, intimacy, and passion 

 

2.7 Hypothesis 

 The justifications for hypotheses were made based on the preceding literature 

review, and the hypotheses concerning the direction and strength of the relationship 

were statistically tested. Therefore, based on the objective and research questions, it 

asks the following tests a related hypothesis. My Hypothesis is two-part. First, I 

predict that research will suggest that the Brand uses LINE official account to directly 

contact with their customers, to promote their products/services and make more close-

relationship with customers. Second, by using the LINE application, I also predict that 

the customers will easily get the information from the Brand and give a good feedback 

to them by increasing of sale volume and get positive brand equity to differentiate the 

brand from its competitors.  

 

Hypothesis 1:  A variation in Thai residents’ frequency of social engagement in LINE 

Official Account Application of Channel 3 significantly influences their brand equity 

(performance, social image, value, trustworthiness, attachment) 

Hypothesis 1.1:  A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

brand equity in relations to performance. 
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Hypothesis 1.2:  A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

brand equity in relations to social image. 

Hypothesis 1.3:  A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

brand equity in relations to value. 

Hypothesis 1.4:  A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

brand equity in relations to trustworthiness. 

Hypothesis 1.5:  A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

brand equity in relations to attachment. 

Hypothesis 2: A variation in Thai residents’ frequency of social engagement in LINE 

Official Account Application of Channel 3 significantly influences their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan. 

Hypothesis 2.1: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to trust. 

Hypothesis 2.2: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to commitment. 

 Hypothesis 2.3: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to local or community 

involvement. 

 Hypothesis 2.4: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to reputation.  
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Hypothesis 3: Thai residents’ perceived brand equity to brand Channel 3 is 

significantly influences with their perception of organization - public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan.  

Hypothesis 3.1: Thai residents’ perceived performance to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.2: Thai residents’ perceived social image to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.3: Thai residents’ perceived value to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.4: Thai residents’ perceived trustworthiness to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.5: Thai residents’ perceived attachment to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

 

Hypothesis 4: Thai residents’ frequency of social engagement in LINE Official 

Account Application, perceived brand equity, and perception of organization – public 

relationship between Channel 3 and Thai residents in Bangkok Metropolitan are 

positively correlated with their frequency of TV viewing behavior of Channel 3.  

  

 Hypothesis 4.1: Thai residents’ frequency of social engagement in LINE 

Official Account is positively correlated with their frequency TV viewing behavior of 

Channel 3. 

Hypothesis 4.2: Thai residents’ perceived brand equity of Channel 3 

positively correlated with their frequency of TV viewing behavior of Channel 3 after 

engaging in LINE Official Account Application of Channel 3. 
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Hypothesis 4.3: Thai residents’ perception of organization – public 

relationship of Channel 3 positively correlated with their frequency of TV viewing 

behavior of Channel 3 after engaging in LINE Official Account Application of 

Channel 3. 

 

 

Theoretical Framework 

 

 

 

 

 

 

 

 

 

 

 

 

Figure 2.2: Theoretical Framework 
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CHAPTER 3 

METHODOLOGY 

 The purpose of chapter 3 is to describe the procedures and research design 

used in this study to examine the relationship between customers’ participation in, 

social engagement, their perceived brand equity, viewing behavior and organization – 

public relationship for Channel 3 Line Application. This chapter is composed of the 

following sections: 

 1. Research design 

 2. Population and sampling methods 

 3. Research instrument 

 4. Instrument pretest 

 5. Data collection procedure 

 6. Data Analysis 

 7. Demographic Data of the Sample 

 

3.1 Research Design 

 The purpose of this study is to focus on the correlations between customers’ 

participation in brand equity (brand awareness, brand association, perceived quality, 

and brand loyalty), social engagement in Channel 3 Line Application, organization – 

public relationship and viewing behavior. This study will extend the research of 3 

scales. The first one examines the customers’ participation in social media 

engagement of LINE application. The second one is the Lassar, Mittal and Sharma 

(1995)’s Customer-Based Brand Equity scale to measure participants’ engagement. 

The last scale is the Kim (2001) Organization – Public Relationship scale, which aims 

to examine the relationship between an organization and its pubic based on economic 

and humanistic factors. 

 This research would be applied with the quantitative research approach by 

using the survey as a specific method to gather the data information in order to see the 

correlation between customers' perceived brand equity, organization – public 

relationship, social engagement, and their viewing behavior. 
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3.2 Population and Sampling Methods 

 The research choose Channel 3 official LINE account which has 

approximately 10,903,200 followers and is the no.1 most TV channel viewing in 

Bangkok metropolitan according to the TV rating agency, AGB Nielsen.  

 

Table 3.1: Digital TV rating (1 – 31 January 2017) 

 

Source: Digital TV Rating, Monthly Rating Result. (2017).  

Retrieved from http://savingintrend.com/เรตต้ิงทีวีดิจิตอล  

The survey research paper will provide to the 200 participants will be mix 

from University students and office workers, because they have the similar culture 

background and social environment and live in Bangkok metropolitan area. These 

populations will range between 20-40 years because they are the main audiences, 

users and consumers of internet and media. Their responds are extraordinary powerful 

and highly influential. I expected the majority of the population would be study 

bachelor degree or above, using smartphone, install Line Application and connect to 

Channel 3 official LINE account.  

http://savingintrend.com/เร
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3.3 Research instrument 

The questionnaire with 5 parts was employed in this study. 

Part 1: Demographic Data 

 The first part consists the basic demographic data questions which were 

included genders, age, level of education, marital status, occupation, and monthly 

income. The demographic items can be found in Part 1 of Appendix A. 

Part 2: Thai residents’ social engagement in LINE Official Account of Bangkok 

Entertainment Company (Channel 3) per week 

 This part examines the Thai residents’ social engagement in LINE Official 

Account of Bangkok Entertainment Company (Channel 3) per week. The researcher 

provides the appropriate answer that can be represent the participants in order to exam 

the frequency of participants’ social engagement. The statements include:  

1. How often do you use Social Media? 

2. How often do you use LINE Official Account Application of Channel 3? 

3.    Roughly how many hour do you spend your time in LINE Official Account 

Application per day? 

4.    What is your purpose of using LINE Application? 

5.    What is your purpose of adding brand/celebrity official accounts? 

6.    Had you ever shared/forwarded any information/activity which you receive 

via LINE Application to your friends in LINE or not? 

7.    Had you ever shared/forwarded any information/activity which you receive 

via LINE Application to your friends in Facebook/Twitter/social networking 

services of instant messenger application or not? 

The seven questions of social engagement frequency are founded in part 2 of 

Appendix A. 

Part 3: Thai residents’ perceived brand equity toward LINE Official Account of 

Channel 3 after engaging in LINE Official Account of the company 

 The instrument was designed to measure participants’ response regarding their 

engagement with Channel 3 LINE Official Account. Items were gathered by 

reviewing Customer-Based Brand Equity scale (Lassar et al., 1995) 17-question 

instrument designed to measure participate engagement. The customer-based brand 

equity scale is based on the five underlying dimensions of brand equity: performance, 
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value, social image, trustworthiness and commitment. The instrument utilized a five-

point Liker-type response format ranging from strongly disagree (1) to strongly agree 

(5). This scale in found in Part 4 of Appendix A. 

  

Table 3.2: Customer Based – Brand Equity scale : 5 factors and 17 items 

Source: Lassar, W., Mittal, B., & Sharma, A. (1995). Measuring customer-based  

brand equity  

Retrieved from 

http://www.emeraldinsight.com/doi/full/10.1108/07363769510095270 

 

Part 4: Thai residents’ perception of organization – public relationship to brand channel 

3 

 The fourth part of questionnaire consist of questions designed to measure 

participants’ perception of organization – public relationship towards Channel 3. 

Organization – public relationship was measured with a 4-factor and 16-item scale 

conducted by Kim (2001) was made up four dimensions: trust, commitment, 
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community involvement, and reputation. The Organization – Public Relationship 

items are founded in part 4 of Appendix A. 

 

Table 3.3: Organization – public relationship scale: 4 factors and 16 items 

16 Items 4 Factors 

1. The organization treats people like me fairly and justly. 

2. Whenever the organization makes an important decision, I know it will be 

concerned about people like me. 

3. I believe that the organization takes the opinions of people like me into 

account when making decision. 

4. Sound principles seem to guide the organization’s behavior. 

Trust 

5. I can see that the organization wants to maintain a relationship with people 

like me. 

6. There is a long-lasting bond between the organization and people like me. 

7. Both the organization and people like me benefit from their relationship. 

8. Generally speaking, I am pleased with the relationship the organization has 

established with people like me. 

9. I feel people like me are important to the organization. 

Commitment 

10. The organization seems to be the kind of company that invests in the 

community. 

11. I am aware that the organization is involved in my community. 

12. I think the organization is very dynamic in maintaining good relationship 

with the community. 

Local or Community 

Involvement 

13. The organization has ability to attract, develop, and keep talented people. 

14. The organization uses corporate visible and invisible assets very effectively. 

15. The organization is financially sound enough to help. 

16. The organization is innovative in its corporate culture. 

Reputation 

Source: Kim. (2001). Searching for the organization-public relationship: A valid and  

 reliable instrument. Journalism & Mass Communication Quarterly, 4, 799-

815. 

Part 5: Thai residents’ TV viewing behavior in the last one year period 

 The fifth part of questionnaire examines the participation of customers’ TV 

viewing behavior towards Channel 3. The research refined 6 questions to find 

correlated of social media engagement in LINE Official Account, brand equity, and 

their perception of organization – public relationship. The researcher provides the 
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appropriate answer that can be represent the participants in order to exam Thai 

residents’ TV viewing behavior. The statements include:  

1. How often do you watch Channel 3 per week? 

2. Roughly how many hours do you spend watching Channel 3 TV per day? 

3. What are the reasons why you watch Channel 3? 

4. Indicate your preference of TV programs broadcast on Channel 3 by utilized a 

five-point Liker-type response format ranging from very low preference (1) to 

very high preference (5). 

5. Describe your TV viewing habits, while watching Channel 3. 

6. Generally speaking, are you satisfied with Channel 3’s TV programs? 

The six questions of Thai residents’ TV viewing behavior are founded in part 5 of 

Appendix A. 

 

3. 4 Instrument Pretest 

 Firstly, the questionnaire with five sections was produce in English. The 

translator checked the translation, found and corrected mistakes base on the method of 

back translation. And then, the questionnaires were distributed to 30 persons mix from 

students and office employees as a pretest to ensure that all instruments, questions, 

which are used in this research, are clear to understand and respond. The information 

from subjects was used to improve the wording of the questionnaire. The researcher 

adjusted unclear wordings or phrases with respect to some questions. After making 

those adjustments in the survey questionnaire, the researcher uploaded the corrected 

questionnaire on Google Drive platform with explanation of the intention of this 

study. According to the survey website, respondents’ answering information is 

confidential and protected. The survey website is come out a web link and distributed 

to the 200 participates accordingly by their convenience. Cronbach’s alpha coefficient 

to assess the reliability of the instrument was present as follows: 

  



32 
 

 

Table 3.4: The Reliability of instrument 

 

 Cronbach’s Alpha N of Items 

Brand Equity .913 18 

Performance .794 5 

Social Image .821 4 

Value .793 3 

Trustworthiness .923 3 

Attachment .873 3 

 Cronbach’s Alpha N of Items 

Organization-Public relationship .927 16 

Trust .860 4 

Commitment .902 5 

Local or Community Involvement .893 3 

Reputation .800 4 

 

 The results are acceptable because Cronbach’s Alpha (the level of reliability) 

is bigger than 0.7 level set of the reliability test. With the other words, the overall 

scales and each dimension of the level of reliability tests are possibly acceptable.  

 

3.5 Data Collection Procedure 

 All questions of scales are developed originally in the English language. Thai 

language is a national official language in Thailand and this study is conducted in 

Thailand. About one week after the participants received the information of this study, 

the survey email was sent to University students and office workers. Participants 

could were sent an email that included information about the survey and requested 

their informed consent. Upon giving consent, participants could access a link to the 

survey. After accessing the secure website they could point and click to complete the 

survey questions and the accompanying demographic information. Two respondents 

participated in the online survey, by using Survey can tool to record the results. Then 

the data was tabulated by the SPSS program for data analysis. 
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3.6 Data Analysis 

 The 200 completed questionnaires were coded and processed to obtain the 

total scores of each measuring instrument and its sub-scales. Social Science Program 

(SPSS) was used to analysis the data. Descriptive statistics were used to describe 

demographic characteristics of the subjects. The level of significance at 0.05 was 

applied to determine the acceptance or rejection of each hypothesis. In addition, the 

following inferential statistics were used to explain the results of hypothesis: 

 

Hypothesis 

Hypothesis 1:  A variation in Thai residents’ frequency of social engagement in 

LINE Official Account Application of Channel 3 significantly influences their brand 

equity (performance, social image, value, trustworthiness, attachment) 

 Independent variable: Thai residents’ social engagement in LINE Official 

Account Application of Channel 3 per week during one year period. (Ordinal scale) 

 Dependent variable: Thai residents’ perceived brand equity (performance, 

social image, value, trustworthiness, attachment) to brand Channel 3 (Five Likert 

Scale) 

 Statistical Analysis: One-Way ANOVA  

 Hypothesis 1.1:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to performance. 

Hypothesis 1.2:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to social image. 

Hypothesis 1.3:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to value. 
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Hypothesis 1.4:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to trustworthiness. 

Hypothesis 1.5:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to attachment. 

 

Hypothesis 2: A variation in Thai residents’ frequency of social engagement in LINE 

Official Account Application of Channel 3 significantly influences their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan. 

 Independent variable: Thai residents’ frequency social engagement in LINE 

Official Account Application of Channel 3 (Ordinal scale). 

 Dependent variable: Thai residents’ perception of organization – public 

relationship to brand Channel 3 (Five Likert Scale). 

 Statistical Analysis: One-Way ANOVA 

 Hypothesis 2.1: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to trust. 

Hypothesis 2.2: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to commitment. 

 Hypothesis 2.3: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to local or community 

involvement. 

 Hypothesis 2.4: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to reputation.  
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Hypothesis 3: Thai residents’ perceived brand equity to brand Channel 3 significantly 

influences with their perception of organization – public relationship between 

Channel 3 and Thai residents in Bangkok Metropolitan. 

Independent variable: Thai residents’ perceived brand equity to brand Channel 

3 (Trust, Commitment, Local or community involvement, Reputation) (Five Likert 

Scale). 

 Dependent variable: Thai residents’ perception of organization – public 

relationship between Channel 3 and Thai residents in Bangkok Metropolitan (Five 

Likert Scale). 

 Statistical Analysis: Multiple Regression  

 Hypothesis 3.1: Thai residents’ perceived performance to brand Channel 3 is 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.2: Thai residents’ perceived social image to brand Channel 3 is 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.3: Thai residents’ perceived value to brand Channel 3 is 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.4: Thai residents’ perceived trustworthiness to brand Channel 3 

is significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3.5: Thai residents’ perceived attachment to brand Channel 3 is 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

 

Hypothesis 4: Thai residents’ frequency of social engagement in LINE Official 

Account Application, perceived brand equity, and perception of organization – public 

relationship between Channel 3 and Thai residents in Bangkok Metropolitan are 

positively correlated with their frequency of TV viewing behavior of Channel 3.  

  



36 
 

 Hypothesis 4.1: Thai residents’ frequency of social engagement in LINE 

Official Account Application is positively correlated with their frequency of TV 

viewing behavior of Channel 3. 

Independent variable: Thai residents’ frequency of social engagement in Line 

Official Account Application Channel 3 (Ordinal Scale). 

 Dependent variable: Thai residents’ frequency of TV viewing behavior of 

Channel 3 (Ordinal Scale).  

Statistical Analysis: Chi-Square analysis  

Hypothesis 4.2: Thai residents’ perceived brand equity of Channel 3 

positively correlated with their frequency of TV viewing behavior of Channel 3 after 

engaging in LINE Official Account Application of Channel 3. 

Independent variable: Thai residents’ perceived brand equity in LINE Official 

Account Application of Channel 3 (Five Likert Scale). 

 Dependent variable: Thai residents’ frequency of TV viewing behavior of 

Channel 3 (Ordinal Scale). 

Statistics: Spearman Correlations 

Hypothesis 4.3: Thai residents’ perception of organization – public 

relationship of Channel 3 positively correlated with their frequency of TV viewing 

behavior of Channel 3 after engaging in LINE Official Account Application of 

Channel 3. 

Independent variable: Thai residents’ perception of organization-public 

relationship in LINE Official Account of Channel 3 (Five Likert Scale). 

 Dependent variable: Thai residents’ frequency TV viewing behavior of 

Channel 3 (Ordinal scale). 

Statistics: Spearman Correlations 

 

3.7 Demographic Data of the Sample 

This part focuses on the demographic profile of 200 samples responding to the 

questionnaire questions, which include sex, age, educational levels, current marital 

status, monthly income and employment. The data are summarized and presented in 

frequency and percentage as shown in Table. 
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As shown in the Table 3.4, the descriptive analysis on the frequency and 

percentage of the gender of the sample. The results showed that majority of the 

respondents are female with (78.5%, n= 157) and male (21.5% n= 43). 

Table 3.5: The frequency and percentage of the gender of respondents 

  Demographic profile Frequency Percentage %   
 Gender     
  Male 43 21.5  

   Female 157 78.5  

  Total   200 100.0   

 

As shown in the Table 3.5, the descriptive analysis on the frequency and 

percentage of the age of the sample. The results showed that majority of the 

respondents were aged between 25-34 years (48%, n= 96), followed by those whose 

age were between 18-24 years (28%, n= 57) and ages between 35-44 years (23.5%, 

n= 47), respectively.  

Table 3.6: The frequency and percentage of the age of respondents 

  Demographic profile Frequency Percentage %   
 Age     
  18-24 years 57 28.5  

  25-34 years 96 48.0  

  35-44 years 47 23.5  

  45-55 years - -  

  Over 56 years - -  

  Total   200 100.0   

 

 

As shown in the Table 3.6, the descriptive analysis on the frequency and 

percentage of the level of education of the sample. The results showed that majority 

of the respondents were Bachelor degree (76.5%, n= 153), followed by those whose 

were Master degree (23.5%, n= 47).  
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Table 3.7: The frequency and percentage of the level of education of respondents 

  Demographic profile Frequency Percentage %   
 Level of Education    
  Senior High School - -  

  Bachelor degree 153 76.5  

  Master degree 47 23.5  

  Doctoral degree - -  

  Total   200 100.0   

 

As shown in the Table 3.7, the descriptive analysis on the frequency and 

percentage of the current marital status of the sample. The results showed that 

majority of the respondents were single with (85%, n= 170), followed by those whose 

were married (15%, n= 30). 

Table 3.8: The frequency and percentage of the current marital status of respondents 

  Demographic profile Frequency Percentage %   
 Current marital status    
  Single 170 85.0  

  Married 30 15.0  

  Total   200 100.0   

 

As shown in the Table 3.8, the descriptive analysis on the frequency and 

percentage of the current occupation of the sample. The results showed that majority 

of the respondents were employees of private enterprises (49.5%, n= 99). Followed by 

student (28.5%, n= 57) and Freelance/Entrepreneurs (13.5%, n= 27).  

Table 3.9: The frequency and percentage of the current occupation of respondents 

  Demographic profile Frequency Percentage %   
 Current occupation    
  Student 57 28.5  

  Government officer 3 1.5  

  Government enterprise 8 4.0  

  Employees of private enterprise 99 49.5  

  Freelance and entrepreneurs 27 13.5  

  Others 6 3.0  

  Total   200 100.0   

 

As shown in the Table 3.9, the descriptive analysis on the frequency and 

percentage of the monthly income of the sample. The results showed that majority of 
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the respondents had the average monthly income at 10,001-30,000 Baht with (45%, 

n=90). Followed by 30,001-50,000 Baht (22%, n= 44), and Less than 10,000 Baht 

(19%, n= 38), respectively. 

Table 3.10: The frequency and percentage of the monthly income of respondents 

  Demographic profile Frequency Percentage %   
 Monthly income    
  Less than 10,000 Baht 38 19.0  

  10,001 - 30,000 Baht 90 45.0  

  30,001 - 50,000 Baht 44 22.0  

  50,001 - 70,000 Baht 20 10.0  

  70,001 - 100,000 Baht 5 2.5  

  More than 100,001 Baht 3 1.5  

  Total   200 100.0   

 

Table 3.11: Data analysis for the sample’s perceived brand equity (performance, 

social image, value, trustworthiness and attachment) 

Opinion toward the statement Score Criteria Meaning 

Strongly agree with the statement 5 4.51 - 5.00 Strongly agree 

Agree with the statement 4 3.51 - 4.50 Agree 

Neutral with the statement 3 2.51 - 3.50 Neutral 

Disagree with the statement 2 1.51 - 2.50 Disagree 

Strongly Disagree with the statement 1 1.00 - 1.50 Strongly Disagree 

   

In addition, the perceived brand equity of the sample will further be analyzed 

into 3 levels as follows: 

3 Levels   Perceived Brand Equity 

3.67 - 5.00   High perceived brand equity 

2.34 - 3.66   Medium perceived brand equity 

1.00 - 2.33   Low perceived brand equity 

 

 Range (5 – 1) /3 = 1.33 
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Table 3.12: Data analysis for the sample’s perception of organization – public 

relationship (trust, commitment, local or community involvement, and 

reputation) 

Opinion toward the statement Score Criteria Meaning 

Strongly agree with the statement 5 4.51 - 5.00 Strongly agree 

Agree with the statement 4 3.51 - 4.50 Agree 

Neutral with the statement 3 2.51 - 3.50 Neutral 

Disagree with the statement 2 1.51 - 2.50 Disagree 

Strongly Disagree with the statement 1 1.00 - 1.50 Strongly Disagree 

    

In addition, the perception of organization – public relationship of the sample 

will further be analyzed into 3 levels as follows: 

3 Levels   Perceived Brand Equity 

3.67 - 5.00   High perception of OPR 

2.34 - 3.66   Medium perception of OPR 

1.00 - 2.33   Low perception of OPR 

 

 Range (5 – 1) /3 = 1.33 

 

After finishing with the data collection, all collected data will be put into the 

statistical software called SPSS (Statistical Package for the Social Sciences). Then the 

respondent scores will be systematically run and summed up in order to show the total 

score of each measuring instrument. Therefore, the data can be analyzed from those 

means of the scores. 
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CHAPTER 4 

DATA ANALYSIS 

 This survey research aims to examine the relationship between the samples’ 

social engagement in LINE Official Account Application of Channel 3 and their 

perception of brand equity and organization – public relation. Using the questionnaire 

as a tool to collect data and then processed using Statistical Package for the Social 

Science (SPSS) for Windows. This chapter presents the data analysis covering all 

research objectives into six sections with the following details: 

 1 Descriptive Findings 

1.1 Descriptive findings of the sample’s frequency and purpose of using 

LINE Application 

1.2 Descriptive findings of the sample’s self-perceived brand equity toward 

Channel 3 after engaging in LINE Official Account of the company 

1.3 Descriptive findings of the sample’s perception of organization – public 

relationship to brand Channel 3 

1.4 Descriptive findings of the sample’s TV viewing behavior of Channel 3 

 2 Findings of Hypothesis Testing 

  

4.1 Descriptive Findings 

4.1.1 Descriptive findings of the sample’s frequency and purpose of using LINE 

Application. 

As shown in Table 4.1, the descriptive analysis on the frequency and 

percentage of the frequency of using social media of the sample. The results showed 

that majority of the respondents use social media everyday (93%, n= 186). Followed 

by seldom frequency (3.5%, n= 7), very often frequency (2.5%, n= 5), rarely 

frequency (0.5%, n= 1), and sometimes frequency (0.5%, n= 1), respectively. 
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Table 4.1: The frequency and percentage of using social media of the respondents  

Frequency of using social media: Frequency Percentage % 

 Seldom  (Once per month) 7 3.5 
 Rarely (Once per week) 1 0.5 

 Sometimes (2 times per week) 1 0.5 
 Very often (3 - 4 times per week) 5 2.5 
 Everyday (more than 5 times per week) 186 93.0 

Total   200 100.0 

 

As shown in Table 4.2, the descriptive analysis on the frequency and 

percentage of the frequency of Channel 3 Official LINE Account of the sample. The 

results showed that majority of the respondents have rarely use Channel 3 Official 

LINE Account (52.0%, n= 104). Followed by sometimes (24.5%, n= 49), most 

frequently (15.0%, n= 30), and frequently (8.5%, n=17), respectively. 

Table 4.2: The frequency and percentage of Channel 3 Official LINE Account using of 

the respondents  

Frequency of using Channel 3 Official LINE Account: Frequency Percentage % 

 Never (0 time per month) - - 

 Rarely 104 52.0 
 Sometimes (twice per month) 49 24.5 
 Frequently (3 times per month) 17 8.5 

 Most Frequently (4 - 5 times per month or more) 30 15.0 

Total   200 100.0 

 

 

As shown in Table 4.3, the descriptive analysis on the frequency and 

percentage of the frequency of time spending on LINE Application per day of the 

sample. The results showed that majority of the respondents had always use LINE 

Application during the day (45.5%, n= 91). Followed by very often (21.5%, n= 43), 

sometimes (16%, n= 32), rarely (10%, n= 20), and seldom (7%, n=14), respectively. 

 



43 
 

Table 4.3: The frequency and percentage of time spending on LINE Application per 

day of the respondents  

Frequency of time spending on LINE Application per day: Frequency Percentage % 

 Seldom (Less than 30 minutes) 14 7.0 

 Rarely (30 minutes - 1 hour) 20 10.0 

 Sometimes (1 - 2 hours) 32 16.0 

 Very often (3 - 4 hours) 43 21.5 
 Always (More than 4 hours) 91 45.5 

Total   200 100.0 

 

As shown in Table 4.4, the descriptive analysis on the frequency and 

percentage of the purpose of using LINE Application of the sample. The results 

showed that majority of the respondents use LINE Application for chatting with 

friends/family (92.5%, n= 185). Followed by communicate with co-workers/ 

organization members (64.5%, n= 129), communicate with customers (35%, n= 70), 

sharing information (31.5%, n= 63), entertainment (28.5%, n= 57), playing games 

(13.5 %, n= 27), and browsing and posting activities on timeline with 8.5 percent 

(n=17). 

Table 4.4: The frequency and percentage of purpose of using LINE Application of the 

respondents  

Purpose of using LINE Application: Frequency Percentage % 
 Chatting with friends/family 185 92.5 
 Communicate with co-workers/organization members 129 64.5 
 Communicate with customers 70 35.0 

 Browsing and posting activities on timeline 17 8.5 
 Sharing information (image, voice message, video, etc.) 63 31.5 

 Playing games 27 13.5 

 Entertainment 57 28.5 

Total   548 274.0 

 

As shown in Table 4.5, the descriptive analysis on the frequency and 

percentage of the purpose of adding brand/celebrity official accounts of the sample. 

The results showed that majority of the respondents add brand/celebrity official 

accounts for updating information (65.5%, n= 131). Followed by free sticker (56%, 

n= 112), promotion/discount (37.5%, n= 75), friends also have the brand/celebrity 

accounts (6.5%, n= 13), and playing games (6%, n= 12), respectively. 
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Table 4.5: The frequency and percentage of purpose of adding brand/celebrity LINE 

Official Account of the respondents  

Purpose of adding brand/celebrity official accounts: Frequency Percentage % 

 Update information 131 65.5 
 Free sticker 112 56 

 Promotion/discount 75 37.5 

 Friends also have the brand/celebrity accounts 13 6.5 
 Playing games 12 6.0 

Total   343 171.5 

 

As shown in Table 4.6, the descriptive analysis on the frequency and 

percentage of the sharing/forwarding information/activity to friend in LINE of the 

sample. The results showed that majority of the respondents had ever 

shared/forwarded information/activity to friends in LINE (67.5%, n= 135), and had 

not shared/forwarded information/activity (32.5%, n= 65). 

Table 4.6: The frequency and percentage of sharing/forwarding information/activity to 

friends in LINE Application of the respondents  

Sharing/forwarding information/activity to friends in LINE: Frequency Percentage % 

 Yes 135 67.5 

 No 65 32.5 

Total   200 100.0 

 

As shown in Table 4.7, the descriptive analysis on the frequency and 

percentage of the sharing/forwarding information/activity which receive via LINE to 

friends in Facebook/Twitter/social networking services or instant messenger 

application of the sample. The results showed that majority of the respondents had 

ever shared/forwarded information/activity which receive via LINE to friends in 

Facebook/Twitter/social networking services or instant messenger application (65%, 

n= 130), and had not shared/forwarded information/activity (35%, n= 70). 
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Table 4.7: The frequency and percentage of sharing/forwarding information/activity 

which receive via LINE to friends in Facebook/Twitter/social networking 

services or instant messenger application of the respondents  

Sharing/forwarding information/activity which receive via 

LINE to friends in Facebook/Twitter/social networking services 

or instant messenger application: 

Frequency Percentage % 

 Yes 130 65.0 

 No 70 35.0 

Total   200 100.0 

 

4.2 Descriptive findings of the sample’s self-perceived brand equity toward 

Channel 3 after engaging in LINE Official Account of the company 

 The analysis in this section is about respondents’ perceived brand equity 

toward Channel 3 after engaging in LINE Official Account of the company mean ( ) 

and standard deviation (S.D) are shown in Table 4.8 

 As shown in Table 4.8, the descriptive analysis of the sample’s perceived 

brand equity revealed that the total mean of brand equity toward Channel 3 LINE 

Official Account of respondents is 3.53 ( = 3.53). When examining each key 

construct, the findings found that trustworthiness was perceived at the highest level 

( = 3.69), followed by performance ( = 3.62), value ( = 3.56), attachment ( =3.51), 

and social image ( = 3.29), respectively. The sample perceived all these key 

constructs in the medium level.  

Table 4.8: Mean and standard deviation of the respondents’ perceived brand equity 

toward Channel 3 after engaging in LINE Official Account of the company. 

Self-perceived Brand Equity  SD Interpretation 

Performance:    

1. I can expect superior performance from Channel 3 LINE Official 

Account Application. 

3.68 0.87 Agree 

2. While using Channel 3 LINE Official Account Application, Channel 3 

provides speedy feedback and prompt service via LINE On Air mode. 

3.53 0.86 Agree 

(Continued) 
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Table 4.8 (Continued): Mean and standard deviation of the respondents’ perceived 

brand equity toward Channel 3 after engaging in LINE Official Account of 

the company. 

Self-perceived Brand Equity  SD Interpretation 

 

3. Channel 3 LINE Official Account provides update contents/information 

of their TV shows on daily basis (daily news/education/entertainment 

program). 

 

3.74 

 

0.83 

 

Agree 

4. Channel 3 LINE Official Account organizes interesting activities 

through their official account. 

3.56 0.91 Agree 

5. I can easily participate in the activities promoted in their official 

account. 

3.59 0.91 Agree 

Total 3.62 0.72 

Medium 

Perceived Brand 

Equity 

Social Image:    

6. Channel 3's contents fit my personality. 3.42 0.82 Neutral 

7. I would be proud to connect with Channel 3 LINE Official Account 

Application. 

3.34 0.91 Neutral 

8. Channel 3 LINE Official Account Application is well regarded by my 

friends. 

3.18 0.91 Neutral 

9. In its status and style, Channel 3 LINE Official Account matches my 

personality. 

3.24 0.89 Neutral 

Total 3.29 0.80 

Medium 

Perceived Brand 

Equity 

Value:    

10. I believe Channel 3 LINE Official Account's contents are accurate and 

correct. 

3.73 0.85 Agree 

11. I believe Channel 3 LINE Official Account's contents provide 

information/facts that create a difference to my personal life. 

3.54 0.92 Agree 

12. I believe that the contents in Channel 3 LINE Official Account are 

beneficial for my work life. 

3.42 0.95 Neutral 

Total 3.56 0.80 

Medium 

Perceived Brand 

Equity 

Trustworthiness:    

13. I consider Channel 3 and people who stand behind these channels to 

be very trustworthy. 

3.77 0.83 Agree 

14. In regard to viewer interests, Channel 3 seems to be very caring. 3.75 0.87 Agree 

15. I believe that Bangkok Entertainment Co., Ltd., does not take 

advantage of viewers. 

3.56 0.89 Agree 

Total 3.69 0.78 
High Perceived 

Brand Equity 

 

 

 

(Continued) 
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Table 4.8 (Continued): Mean and standard deviation of the respondents’ perceived 

brand equity toward Channel 3 after engaging in LINE Official 

Account of the company. 

Self-perceived Brand Equity  SD Interpretation 

Attachment:    

16. After using Channel 3 LINE Official Account, I am very likely to 

grow fond of it. 

3.46 0.86 Neutral 

17. I have positive personal feelings toward Channel 3 LINE Official 

Account. 

3.59 0.78 Agree 

18. With time, I will develop a warm feeling toward Channel 3. 3.48 0.86 Neutral 

Total 3.51 0.77 

Medium 

Perceived Brand 

Equity 

Total mean of self-perceived Brand Equity 3.53 0.67 

Medium 

Perceived Brand 

Equity 

 

 

4.3 Descriptive findings of the sample’s perception of organization – public 

relationship to brand Channel 3 

 The analysis in this section is about the samples’ perception of organization – 

public relationship to brand Channel 3 by using mean ( ) and standard deviation 

(S.D) are shown in Table 4.9.  

 As shown in Table 4.9, the descriptive analysis of the sample’s perception 

of organization – public relationship revealed that the total mean of organization – 

public relationship toward Channel 3 LINE Official Account of respondents is 3.68 

( = 3.68). When examining each key construct, the findings found that reputation was 

perceived at the highest level ( = 3.77), followed by local or community involvement 

( =3.67), commitment ( = 3.65), and trust ( = 3.63), respectively. The sample 

perceived all these key constructs in the high level.  
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Table 4.9: Mean and standard deviation of respondents’ perception of organization – 

public relationship to brand Channel 3. 

Perception of Organization - Public Relationship  SD Interpretation 

Trust:    

1. Channel 3 treats people like me fairly and justly. 3.67 0.80 Agree 

2. Whenever Channel 3 make an important decision, I know it will be 

concerned about people like me. 

3.64 0.82 Agree 

3. I believe that Channel 3 takes the opinions of people like me into 

account when making decision. 

3.62 0.88 Agree 

4. Sound principles seem to guide the Channel 3's behavior. 3.59 0.84 Agree 

Total 3.63 0.75 

Medium 

Perception of 

OPR 

Commitment:     

5. I can see that Channel 3 wants to maintain a relationship with people 

like me. 

3.80 0.83 Agree 

6. There is a long-lasting bond between the Channel 3 and people like me. 3.84 0.85 Agree 

7. Both Channel 3 and people like me benefit from their relationship. 3.64 0.78 Agree 

8. Generally speaking, I am pleased with the relationship Channel 3 has 

established with people like me. 

3.63 0.87 Agree 

9. I feel people like me are important to Channel 3 organization. 3.34 0.91 Neutral 

Total 3.65 0.73 

Medium 

Perception of 

OPR 

Local or Community Involvement:     

10. Channel 3 seems to be the kind of company that invests in the 

community. 

3.66 0.83 Agree 

11. I am aware that Channel 3 is involved in my community. 3.63 0.88 Agree 

12. I think Channel 3 is very dynamic in maintaining good relationship 

with the community. 

3.73 0.87 Agree 

Total 3.67 0.78 
High Perception 

of OPR 

Reputation:    

13. Channel 3 has ability to attract, develop, and keep talented people. 3.82 0.84 Agree 

14. Channel 3 uses corporate visible assets very effectively. 3.70 0.83 Agree 

15. Channel 3 is financially sound enough to help others. 3.87 0.80 Agree 

16. Channel 3 is innovative in its corporate culture. 3.71 0.88 Agree 

Total 3.77 0.72 
High Perception 

of OPR 

Total mean of Organization - Public Relationship 3.68 0.66 
High Perception 

of OPR 
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4.4 Descriptive findings of the sample’s TV viewing behavior of Channel 3 

 The analysis in this section is about the samples’ TV viewing behavior of 

Channel 3, the data are summarized and presented in frequency and percentage as 

shown it Table 4.10 – 4.14. 

 As shown in Table 4.10, the descriptive analysis on the frequency and 

percentage of the frequency of watching Channel 3 per week of the sample. The 

results showed that majority of the respondents are watch Channel 3 everyday 

(33.5%, n= 67). Followed by rarely watching (29.0%, n= 58), sometimes watching 

(20.5%, n= 41), frequently watching (10.5%, n=21), and never watching (6.5%, n= 

13), respectively. 

Table 4.10: The frequency and percentage of the frequency of watching channel 3 per 

week of the respondents 

  Frequency of watching Channel 3 per week Frequency Percentage % 

  Never (0 time per week) 13 6.5 

  Rarely (2 - 3 times per week) 58 29.0 

  Sometimes (4 -5 times per week) 41 20.5 

  Frequently (6 times per week) 21 10.5 

   Every day (watch Channel 3 every day) 67 33.5 

  Total   200 100.0 

 

 As shown in Table 4.11, the descriptive analysis on the frequency and 

percentage of the reasons to watch Channel 3 of the sampled. The results showed that 

majority of the respondents were watching Channel 3 for source of information in 

daily life (69.5%, n= 139). Followed by the programs are suitable for my age and 

needs (39.5%, n= 79), daily routine activities (30.5%, n= 61), source of 

conversational topics (21.5%, n= 43), center of family togetherness (21%, n= 42), 

helping for understanding various perspectives and ideas (16.5%, n= 33), way to get a 

taste of experiences not obtain in real life (8.5%, n= 17) , and form of companionship 

(8.5%, n= 17), respectively. 
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Table 4.11: The frequency and percentage of the reasons to watch Channel 3 of the 

respondents 

  Reasons to watch Channel 3 Frequency Percentage % 

  Source of conversational topics 43 22.8 
  Helping for understanding various perspectives and ideas 30 15.9 
  Source of information in daily life 139 73.5 
  Center of family togetherness 42 22.2 
  Way to get a taste of experiences not obtain in real life 17 9.0 
  Daily routine activities 53 28.0 
  Form of companionship 17 9.0 

    The programs are suitable for my age and needs 82 43.4 

  Total   423 223.8 

  

 As shown in Table 4.12 revealed the descriptive analysis on the frequency 

and percentage of the preference of Channel 3’s TV programs per day of the sample 

as follows: 

 1. Channel 3’s TV dramas: The results showed that majority of the 

respondents had high preference (31.5%, n= 63). Followed by neutral preference 

(27.0%, n= 54), very high preference (23.5%, n= 47), low preference (9.5%, n= 19), 

and very low preference (8.5%, n= 17), respectively. 

 2. Asian TV dramas/ Western series: The results showed that majority of 

the respondents had neutral preference (34.5%, n= 69). Followed by high preference 

(30%, n= 60), very high preference (17%, n= 34), low preference (10.5%, n= 21), and 

very low preference (8%, n= 16), respectively. 

 3. Variety and comedy show: The results showed that majority of the 

respondents had high preference (39.5%, n= 79). Followed by neutral preference 

(29.5%, n= 59), very high preference (17%, n= 34), low preference (9.5%, (n= 19), 

and very low preference (4.5%, n= 9), respectively. 

 4. Music programs: The results showed that majority of the respondents 

had neutral preference (36%, n= 72). Followed by high preference (29%, n= 58), very 

high preference (15%, n= 30), low preference (12%, n= 24), and very low preference 

(8%, n= 16), respectively. 

 5. News/financial programs: The results showed that majority of the 

respondents had equal high preference and neutral preference (37.5%, n= 75). 
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Followed by very high preference (12%, n= 24), low preference (11%, n= 22), and 

very low preference (2%, n= 4), respectively.  

 6. Food travelogue programs: The results showed that majority of the 

respondents had high preference (47%, n= 94). Followed by very high preference 

(23.5%, n= 47), neutral preference (21%, n= 42), very low preference (4.5%, n= 9), 

and low preference (4%, n= 8), respectively. 

 7. Kids programs: The results showed that majority of the respondents had 

neutral preference (40%, n= 80). Followed by high preference (23.5%, n= 47), very 

low preference (17%, n= 34), low preference (14%, n= 28), and very high preference 

(5.5%, n= 11), respectively.  

 8. Movies: The results showed that majority of the respondents had neutral 

preference (34.5%, n= 69). Followed by high preference (32.5%, n= 65), very high 

preference (19.5%, n= 39), low preference (8%, n= 16), and very low preference 

(5.5%, n= 11), respectively. 

 9. Documentary programs: The results showed that majority of the 

respondents had neutral preference (37.5%, n= 75). Followed by high preference 

(28.5%, n= 57), very high preference (16.5%, n= 33), low preference (9.5%, n= 19), 

and very low preference (8%, n= 16), respectively. 

 10. Sports programs: The results showed that majority of the respondents 

had neutral preference (41.5%, n= 83). Followed by high preference (19.5%, n= 39), 

very low preference (14.5%, n= 29), low preference (14%, n= 28), and very high 

preference (10.5%, n= 21), respectively.  

 11. Educational programs: The results showed that majority of the 

respondents had neutral preference (45.5%, n= 91). Followed by high preference 

(22%, n= 44), low preference (15%, n= 30), very high preference (9%, n= 18), and 

very low preference (8.5%, n= 17), respectively. 
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Table 4.12: The frequency and percentage of the preference of Channel 3’s TV 

programs per day of the respondents 

Preference of Channel 3's TV 

programs per day 

Channel 3's 

TV dramas 

Asian TV 

dramas/ 

Western 

series 

Variety 

and 

comedy 

show 

Music 

programs 

News/ 

financial 

programs 

Food 

travelogue 

programs 

Very high preference            

Frequency 47 34 34 30 24 47 

Percentage % 23.5 17.0 17.0 15.0 12.0 23.5 

High preference            

Frequency 63 60 79 58 75 94 

Percentage % 31.5 30.0 39.5 29.0 37.5 47.0 

Neutral            

Frequency 54 69 59 72 75 42 

Percentage % 27.0 34.5 29.5 36.0 37.5 21.0 

Low preference            

Frequency 19 21 19 24 22 8 

Percentage % 9.5 10.5 9.5 12.0 11.0 4.0 

Very low preference            

Frequency 17 16 9 16 4 9 

Percentage % 8.5 8.0 4.5 8.0 2.0 4.5 

 

Preference of Channel 3's TV 

programs per day 

Kids 

programs 
Movies 

Documentary 

programs 

Sports 

programs 

Educational 

programs 

Very high preference         

Frequency 11 39 33 21 18 

Percentage % 5.5 19.5 16.5 10.5 9.0 

High preference         

Frequency 47 65 57 39 44 

Percentage % 23.5 32.5 28.5 19.5 22.0 

Neutral         

Frequency 80 69 75 83 91 

Percentage % 40.0 34.5 37.5 41.5 45.5 

Low preference         

Frequency 28 16 19 28 30 

Percentage % 14.0 8.0 9.5 14.0 15.0 

Very low preference         

Frequency 34 11 16 29 17 

Percentage % 17.0 5.5 8.0 14.5 8.5 

  

 

 As shown in Table 4.13, the descriptive analysis on the frequency and 

percentage of the TV viewing habit of the sample. The results showed that majority of 

the respondents usually select programs by myself (92%, n= 184), followed by those 

whose usually watch TV alone (30.5%, n= 61), and often manage to find time to 

watch TV (12%, n= 24), respectively. 
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Table 4.13: The frequency and percentage of the TV viewing habits of the respondents 

  TV viewing habits Frequency Percentage % 
  I usually select programs myself 184 92.0 
  I usually watch TV alone 61 30.5 

    I often manage to find time to watch TV 24 12.0 

  Total   269 135.9 

 

 As shown in Table 4.14, the descriptive analysis on the frequency and 

percentage of the satisfaction to Channel 3’s TV program of the sample. The results 

showed that majority of the respondents were satisfied (55.5%, n= 111), followed by 

neutral (Not supporting any option of satisfied or dissatisfied) (27%, n= 54), very 

satisfied (15.5%, n= 31), dissatisfied (1.5%, n= 3), and very dissatisfied (0.5%, n= 1). 

Table 4.14: The frequency and percentage of the satisfaction to Channel 3’s TV 

programs of the respondents 

  Satisfaction to Channel 3's TV programs Frequency Percentage % 
  Very dissatisfied 1 0.5 
  Dissatisfied 3 1.5 

  Neutral (Not supporting any option of satisfied or 

dissatisfied) 

54 27.0 

  Satisfied 111 55.5 

   Very Satisfied 31 15.5 

  Total   200 100.0 

  

 

 4.2 Finding of Hypothesis Testing 

 Based on the objectives and research questions of this study, it asks the 

following tests a related hypothesis. 

Hypothesis 1:  A variation in Thai residents’ frequency of social engagement in 

LINE Official Account Application of Channel 3 significantly influences their 

brand equity (performance, social image, value, trustworthiness, attachment).   

One-Way ANOVA was conducted to examine the variation in the frequency 

of social engagement influenced the sample’s perceived brand equity. The findings 

indicated a significantly influences between the samples’ social engagement and their 

perceived brand equity. The results of hypothesis 1 were shown in Table 4.15 – 4.20. 
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 As shown in Table 4.15, One-Way ANOVA analysis using Wilks’ Lambda 

test indicated that sample’s social engagement in Channel 3 LINE Official Account 

Application was significantly influenced by their perceived brand equity (F(32) = 

2.073*,  p< 0.05). When examining each key constructs of brand equity, the findings 

revealed that there are significantly associated with their social image (F(32) = 3.183*,  

p < 0.05), value  (F(32) = 2.984*,  p < 0.05), and attachment (F(32) = 2.932*,  p < 0.05) 

but not associated with trustworthiness (F(32) = 1.431, p > 0.05)  and performance 

(F(32) = 0.550, p > 0.05). 

Table 4.15: Analysis of Wilks’ Lambda Tests on the relationship and Tests of Between-

Subjects Effect of the sample’s social engagement in LINE Official 

Account of Channel 3 and their perceived brand equity 

Effect Value F 
Hypothesis 

df 
Error df   p 

Social engagement 0.714 2.073* 32 694.905   0.001** 

Dependent Variables 
Sum of 

Squares 
df 

Mean 

Square 
F   p 

Performance 1.159 4 0.29 0.550  0.700 

Social Image 7.762 4 1.941 3.183*  0.015 
Value 7.317 4 1.829 2.984*  0.020 

Trustworthiness 3.462 4 0.866 1.431  0.225 

Attachment 6.695 4 1.674 2.932*   0.022 

Note.  *p < 0.05 

 

 Therefore, Analysis of Variance (ANOVA) or Post-hoc analyses on each 

dependent variable were conducted as follow-up tests to the One-way ANOVA.  

 Post-hoc analysis determines the most significant difference in the degree of 

the samples’ social engagement in LINE Official Account Application of Channel 3 

on their perceived brand equity. 

Hypothesis 1.1:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to performance. 
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Table 4.16: Multiple Comparison in the LSD analysis between the samples’ frequency 

of social engagement in LINE Official Account Application of Channel 

3 and their perceived brand equity in relations to performance 

Dependent 

Variable 

(I) Social 

engagement 

(J) Social 

engagement 

Mean 

Difference 

(I-J) 

Std. Error p 

Performance 

Seldom 

Rarely 0.284 0.253 0.263 

Sometimes 0.052 0.233 0.824 

Very often 0.026 0.223 0.908 

Always 0.119 0.208 0.570 

Rarely 

Seldom -0.284 0.253 0.263 

Sometimes -0.233 0.207 0.263 

Very often -0.258 0.196 0.190 

Always -0.166 0.179 0.357 

Sometimes 

Seldom -0.052 0.233 0.824 

Rarely 0.233 0.207 0.263 

Very often -0.026 0.169 0.879 

Always 0.067 0.149 0.654 

Very often 

Seldom -0.026 0.223 0.908 

Rarely 0.258 0.196 0.190 

Sometimes 0.026 0.169 0.879 

Always 0.093 0.134 0.491 

Always 

Seldom -0.119 0.208 0.570 

Rarely 0.166 0.179 0.357 

Sometimes -0.067 0.149 0.654 

Very often -0.093 0.134 0.491 

 

As shown in Table 4.16, Multiple Comparison in the LSD analysis indicated 

that the samples’ frequency of social engagement in LINE Official Account 

Application of Channel 3 is not exhibited significantly to their perceived brand equity 

in relations to performance. Thus, hypothesis 1.1 was not supported. 

Hypothesis 1.2:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to social image. 
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Table 4.17: Multiple Comparison in the LSD analysis between the samples’ frequency 

of social engagement in LINE Official Account Application of Channel 3 

and their perceived brand equity in relations to social image 

Dependent 

Variable 

(I) Social 

engagement 

(J) Social 

engagement 

Mean 

Difference 

(I-J) 

Std. Error p 

Social image 

Seldom 

Rarely 0.852* 0.272 0.002 

Sometimes 0.410 0.250 0.103 

Very often 0.249 0.240 0.301 

Always 0.478* 0.224 0.034 

Rarely 

Seldom -0.852* 0.272 0.002 

Sometimes -0.442* 0.223 0.048 

Very often -0.603* 0.211 0.005 

Always -0.374 0.193 0.054 

Sometimes 

Seldom -0.410 0.250 0.103 

Rarely 0.442* 0.223 0.048 

Very often -0.160 0.182 0.380 

Always 0.068 0.160 0.670 

Very often 

Seldom -0.249 0.240 0.301 

Rarely 0.603* 0.211 0.005 

Sometimes 0.160 0.18* 0.380 

Always 0.229 0.144 0.115 

Always 

Seldom -0.478* 0.224 0.034 

Rarely 0.374 0.193 0.054 

Sometimes -0.068 0.160 0.670 

Very often -0.229 0.144 0.115 

Note. *p < 0.05 

As shown in Table 4.17, Multiple Comparison in LSD analysis revealed  that 

(1) sample who seldom engage in Channel 3 LINE Official Account Application will 

perceive significant different brand equity in relations to social image from those who 

rarely (Mean difference = 0.852*, p< 0.05) and always (Mean difference= 0.478, p< 

0.05). (2) Sample who rarely engage in Channel 3 LINE Official Account Application 

will perceive significant different brand equity in relations to social image from those 

who seldom (Mean difference = -0.852*, p< 0.05), sometimes (Mean difference = -

0.442*, p< 0.05), and very often (Mean difference = -0.603*, p< 0.05) engage in the 

Channel 3 LINE Official Account Application. (3) Sample who sometimes engage in 

Channel 3 LINE Official Account Application will perceive significant different 

brand equity in relations to social image from those who rarely (Mean difference = 

0.442*, p< 0.05) engaged in Channel 3 LINE Official Account Application. (4) 
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Sample who very often  engage in Channel 3 LINE Official Account Application will 

perceive significant different brand equity in relations to social image from those who 

rarely (Mean difference = 0.603*, p< 0.05). (5) Sample who always  engage in 

Channel 3 LINE Official Account Application will perceive significant different 

brand equity in relations to social image from those who seldom engage in  the 

Channel 3 LINE Official Account Application  (Mean difference = -0.478*, p< 0.05). 

Hypothesis 1.2 was supported.  

Hypothesis 1.3:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to value. 

Table 4.18: Multiple Comparison in the LSD analysis between the samples’ frequency 

of social engagement in LINE Official Account Application of Channel 3 

and their perceived brand equity in relations to value 

Dependent 

Variable 

(I) Social 

engagement 

(J) Social 

engagement 

Mean 

Difference 

(I-J) 

Std. Error p 

Value 

Seldom 

Rarely 0.548* 0.273 0.046 

Sometimes -0.140 0.251 0.578 

Very often -0.111 0.241 0.645 

Always -0.046 0.225 0.839 

Rarely 

Seldom -0.548* 0.273 0.046 

Sometimes -0.688* 0.223 0.002 

Very often -0.659* 0.212 0.002 

Always -0.593* 0.193 0.002 

Sometimes 

Seldom 0.140 0.251 0.578 

Rarely 0.688* 0.223 0.002 

Very often 0.029 0.183 0.876 

Always 0.094 0.161 0.559 

Very often 

Seldom 0.111 0.241 0.645 

Rarely 0.659* 0.212 0.002 

Sometimes -0.029 0.183 0.876 

Always 0.066 0.145 0.652 

Always 

Seldom 0.046 0.225 0.839 

Rarely 0.593* 0.193 0.002 

Sometimes -0.094 0.161 0.559 

Very often -0.066 0.145 0.652 

Note. *p < 0.05 
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As shown in Table 4.18, Multiple Comparison in LSD analysis revealed  that 

(1) sample who seldom engage in Channel 3 LINE Official Account Application will 

perceive significant different brand equity in relations to value from those who rarely 

(Mean difference = 0.548*, p< 0.05). (2) Sample who rarely engage in Channel 3 

LINE Official Account Application will perceive significant different brand equity in 

relations to value from those who seldom (Mean difference = -0.548*, p< 0.05), 

sometimes (Mean difference = -0.688*, p< 0.05), very often (Mean difference = -

0.659*, p< 0.05), and always (Mean difference = -0.593*, p< 0.05) engage in the 

Channel 3 LINE Official Account Application. (3) Sample who sometimes engage in 

Channel 3 LINE Official Account Application will perceive significant different 

brand equity in relations to value from those who rarely (Mean difference = 0.688*, 

p< 0.05) engaged in Channel 3 LINE Official Account Application. (4) Sample who 

very often  engage in Channel 3 LINE Official Account Application will perceive 

significant different brand equity in relations to value from those who rarely (Mean 

difference = 0.659*, p< 0.05). (5) Sample who always  engage in Channel 3 LINE 

Official Account Application will perceive significant different brand equity in 

relations to value from those who rarely engage in  the Channel 3 LINE Official 

Account Application  (Mean difference = -0.593*, p< 0.05). Hypothesis 1.3 was 

supported.  

 

Hypothesis 1.4:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to trustworthiness. 
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Table 4.19: Multiple Comparison in the LSD analysis between the samples’ frequency 

of social engagement in LINE Official Account Application of Channel 3 

and their perceived brand equity in relations to trustworthiness 

Dependent 

Variable 

(I) Social 

engagement 

(J) Social 

engagement 

Mean 

Difference 

(I-J) 

Std. Error p 

Trustworthiness 

Seldom 

Rarely 0.195 0.271 0.472 

Sometimes 0.022 0.249 0.929 

Very often -0.145 0.239 0.545 

Always 0.176 0.223 0.432 

Rarely 

Seldom -0.195 0.271 0.472 

Sometimes -0.173 0.222 0.436 

Very often -0.340 0.211 0.108 

Always -0.019 0.192 0.920 

Sometimes 

Seldom -0.022 0.249 0.929 

Rarely 0.173 0.222 0.436 

Very often -0.167 0.182 0.358 

Always 0.154 0.160 0.338 

Very often 

Seldom 0.145 0.239 0.545 

Rarely 0.340 0.211 0.108 

Sometimes 0.167 0.182 0.358 

Always 0.321* 0.144 0.027 

Always 

Seldom -0.176 0.223 0.432 

Rarely 0.019 0.192 0.920 

Sometimes -0.154 0.160 0.338 

Very often -0.321* 0.144 0.027 

Note. *p < 0.05  

As shown in Table 4.19, Multiple Comparison in LSD analysis revealed  that 

(1) Sample who very often  engage in Channel 3 LINE Official Account Application 

will perceive significant different brand equity in relations to trustworthiness from 

those who always (Mean difference = 0.321*, p< 0.05). (2) Sample who always  

engage in Channel 3 LINE Official Account Application will perceive significant 

different brand equity in relations to trustworthiness from those who very often 

engage in  the Channel 3 LINE Official Account Application  (Mean difference = -

0.321*, p< 0.05). Hypothesis 1.4 was not supported.  

Hypothesis 1.5:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to attachment. 
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Table 4.20: Multiple Comparison in the LSD analysis between the samples’ frequency 

of social engagement in LINE Official Account Application of Channel 3 

and their perceived brand equity in relations to attachment 

Dependent 

Variable 

(I) Social 

engagement 

(J) Social 

engagement 

Mean 

Difference 

(I-J) 

Std. Error p 

Attachment 

Seldom 

Rarely 0.876* 0.263 0.001 

Sometimes 0.424 0.242 0.081 

Very often 0.410 0.232 0.079 

Always 0.500* 0.217 0.022 

Rarely 

Seldom -0.876* 0.263 0.001 

Sometimes -0.452* 0.215 0.037 

Very often -0.466* 0.204 0.024 

Always -0.376* 0.187 0.045 

Sometimes 

Seldom -0.424 0.242 0.081 

Rarely 0.452* 0.215 0.037 

Very often -0.014 0.176 0.938 

Always 0.076 0.155 0.626 

Very often 

Seldom -0.410 0.232 0.079 

Rarely 0.466* 0.204 0.024 

Sometimes 0.014 0.176 0.938 

Always 0.090 0.140 0.522 

Always 

Seldom -0.500* 0.217 0.022 

Rarely 0.376* 0.187 0.045 

Sometimes -0.076 0.155 0.626 

Very often -0.090 0.140 0.522 

Note. *p < 0.05 

As shown in Table 4.20, Multiple Comparison in LSD analysis revealed  that 

(1) sample who seldom engage in Channel 3 LINE Official Account Application will 

perceive significant different brand equity in relations to attachment from those who 

rarely (Mean difference = 0.876*, p< 0.05) and always (Mean difference = 0.500*, p< 

0.05). (2) Sample who rarely engage in Channel 3 LINE Official Account Application 

will perceive significant different brand equity in relations to attachment from those 

who seldom (Mean difference = -0.876*, p< 0.05), sometimes (Mean difference = -

0.452*, p< 0.05), very often (Mean difference = -0.466*, p< 0.05), and always (Mean 

difference = -0.376*, p< 0.05) engage in the Channel 3 LINE Official Account 

Application. (3) Sample who sometimes engage in Channel 3 LINE Official Account 

Application will perceive significant different brand equity in relations to attachment 

from those who rarely (Mean difference = 0.452*, p< 0.05) engaged in Channel 3 
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LINE Official Account Application. (4) Sample who very often  engage in Channel 3 

LINE Official Account Application will perceive significant different brand equity in 

relations to attachment from those who rarely (Mean difference = 0.466*, p< 0.05). 

(5) Sample who always  engage in Channel 3 LINE Official Account Application will 

perceive significant different brand equity in relations to attachment from those who 

seldom (Mean difference = -0.500*, p< 0.05) and rarely (Mean difference = 0.376*, 

p< 0.05) engage in  the Channel 3 LINE Official Account Application. Hypothesis 1.5 

was supported.  

 

Hypothesis 2: A variation in Thai residents’ frequency of social engagement in 

LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship between Channel 3 and Thai 

residents in Bangkok Metropolitan. The results of hypothesis 2 were shown in 

Table 4.21 

 

As shown in Table 4.21, One-Way ANOVA analysis using Wilks’ Lambda 

test indicated that sample’s social engagement in Channel 3 LINE Official Account 

Application was not significantly influenced by their perception of organization – 

public relationship (F(16) = 902*,  p> 0.05). When examining each key constructs of 

brand equity, the findings revealed that there are not significantly associated with 

their trust (F(16) = 0.910*,  p > 0.05), commitment (F(16) = 1.870*,  p > 0.05), local or 

community involvement (F(16) = 0.411*,  p > 0.05), and reputation (F(16) = 0.555, p > 

0.05).  
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Table 4.21: Analysis of Wilks’ Lambda Tests on the relationship and Tests of Between-

Subjects Effect of the sample’s social engagement in LINE Official 

Account of Channel 3 and their perception of organization – public 

relationship. 

Effect Value F 
Hypothesis 

df 
Error df p 

Social engagement 0.929 0.902 16 587.207 0.567 

Dependent Variable 
Sum of 

Squares 
df 

Mean 

Square 
F p 

Trust 2.055 4 0.514 0.910 0.459 

Commitment 3.959 4 0.99 1.870 0.117 

Local or Community 

Involvement 

1.025 4 0.256 0.411 0.800 

Reputation 1.151 4 0.288 0.555 0.696 

 When examine the Tests of Between-Subjects Effect on each dependent 

variable reveals as follow. 

 Hypothesis 2.1: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to trust.  

 One-way ANOVA analysis indicated that a variation in Thai residents’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

was not significantly influences their perception of organization – public relationship 

in relation to trust (F(16) = 0.910, p > 0.05), Thus, hypothesis 2.1 was not supported. 

Hypothesis 2.2: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to commitment. 

One-way ANOVA analysis indicated that a variation in Thai residents’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

was not significantly influences their perception of organization – public relationship 

in relation to commitment (F(16) = 1.870, p > 0.05), Thus, hypothesis 2.2 was not 

supported. 

 Hypothesis 2.3: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 
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perception of organization – public relationship in relations to local or community 

involvement. 

One-way ANOVA analysis indicated that a variation in Thai residents’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

was not significantly influences their perception of organization – public relationship 

in relation to local or community involvement (F(16) = 0.411, p > 0.05), Thus, 

hypothesis 2.3 was not supported. 

 Hypothesis 2.4: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to reputation.  

One-way ANOVA analysis indicated that a variation in Thai residents’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

was not significantly influences their perception of organization – public relationship 

in relation to reputation (F(16) = 0.555, p > 0.05), Thus, hypothesis 2.4 was not 

supported. 

 

Hypothesis 3: Thai residents’ perceived brand equity to brand Channel 3 is 

significantly influences to their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Table 4.22: Multiple Regression Model on the sample’s perceived brand equity to brand 

Channel 3 and their perception of organization – public relationship. 

Model R R2 
Adjusted 

R2 

Std. 

Error  
F p 

1 .794a 0.630 0.628 0.40241 336.800 .000a** 

 

Note.       **p < 0.01, *p < 0.05 

a. Predictors: (Constant), Trustworthiness 

 

 As shown in Table 4.22, Multiple Regression model indicated that Thai 

residents’ perceived brand equity to brand Channel 3 revealed that sample’s perceived 

brand equity was positively correlated with their perception of organization – public 

relationship (R2 = 0.630, p < 0.01). Furthermore, the brand equity is accountable for 

sample’s perceived organizational relationship at the rate of 79.8 percent, which is 

considered to be rather high.  
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Table 4.23: Coefficients of the sample’s perceived brand equity to brand Channel 3 and 

their perception of organization – public relationship. 

Model Beta t Sig. 

1 

Performance 0.378 7.956 0.000** 

Social Image 0.231 4.713 0.000** 

Value 0.184 3.358 0.001** 

Trustworthiness 0.794 18.352 0.000** 

Attachment 0.292 4.956 0.000** 

 

Note.       **p < 0.01, *p < 0.05 

 

 As shown in Table 4.23, the Multiple Regression model revealed that all key 

constructs of brand equity are significant predictors of organization- public relations 

at the statistical significance. Samples’ perceived brand equity in trustworthiness 

account for the strongest influence (highest predictor) (Beta = 0.794*, p < 0.01), 

followed by performance (Beta = 0.378*, p < 0.01), attachment (Beta = 0.292*, p < 

0.01), social image (Beta = 0.231*, p < 0.01), and value (Beta = 0.184, p < 0.01), 

respectively. The findings revealed the hypothesis 3.1-3.5 were all supported.  

 

Hypothesis 4: Thai residents’ frequency of social engagement in LINE Official 

Account Application, perceived brand equity, and perception of organization – 

public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan are positively correlated with their frequency of TV viewing 

behavior of Channel 3.  

 

Hypothesis 4.1: Thai residents’ frequency of social engagement in LINE 

Official Account Application is positively correlated with their frequency of TV 

viewing behavior of Channel 3. 
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Table 4.24: Chi-Square Analysis on relationship between the sample’ social 

engagement toward their frequency of TV viewing behavior of Channel 

3. 

TV viewing behavior 
Frequency of TV viewing 

χ2 p 

Social engagement  
93.750** 0.000 

Note. **p < 0.01 

 

 As shown in Table 4.24, Chi-Square analysis found that sample’s frequency of 

social engagement (χ2 = 93.750*, p < 0.01) was significantly correlated with their 

frequency of TV viewing behavior of Channel 3. 

 

Hypothesis 4.2: Thai residents’ perceived brand equity of Channel 3 

positively correlated with their frequency of TV viewing behavior of Channel 3 after 

engaging in LINE Official Account Application of Channel 3. 

 

 

Table 4.25: Spearman Correlation Analysis on relationship between the sample’ 

perceived brand equity toward their frequency of TV viewing behavior of 

Channel 3. 

Engagement 

in LINE 

Official 

Account 

Application 

of Channel 

3 

Perceived Brand Equity 

Performance Social image Value Trustworthiness Attachment 
Brand equity in 

the overall 

r Sig. r Sig. r Sig. r Sig. r Sig. r Sig. 

Frequency of 

TV watching 
0.211* 0.003 0.223* 0.002 0.237* 0.001 0.270* 0.000  0.265*  0.000 0.289* 0.000 

 Note.  *p < 0.05 

 

 As shown in Table 4.25, Spearman Correlation analysis found out that 

sample’s perceived brand equity  of Channel 3 was positively correlated with their 

frequency of TV viewing behavior of Channel 3 (r = 0.289*, p < 0.05). When 

examining each construct of brand equity, the findings revealed that there are positive 

associated to brand equity in respect to trustworthiness (r = 0.270*, p < 0.05), 
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attachment (r = 0.265*, p < 0.05), value (r = 0.237*, p < 0.05), social image (r = 

0.223*, p < 0.05), and performance (r = 0.211*, p < 0.05), respectively. The 

correlation between the brand equity and TV viewing behavior is low.  

 

Hypothesis 4.3: Thai residents’ perception of organization – public 

relationship in Channel 3 positively correlated with their frequency of TV viewing 

behavior of Channel 3 after engaging in LINE Official Account Application of 

Channel 3. 

 

Table 4.26: Spearman Correlation Analysis on relationship between the sample’ 

perception of organization – public relationship toward their frequency of 

TV viewing behavior of Channel 3. 

 

Engagement 

in LINE 

Official 

Account 

Application 

of Channel 

3 

Organization - Public Relationship 

Trust Commitment 

Local or 

Community 

Involvement 

Reputation 
OPR in the 

overall 

r Sig. r Sig. r Sig. r Sig. r Sig. 

Frequency of 

TV watching 
0.268* 0.000 0.263* 0.000 0.316* 0.000 0.281* 0.000 0.310 0.000 

Note.  *p < 0.05 

 

As shown in Table 4.26, Spearman Correlation analysis found out that 

sample’s perception of organization – public relationship of Channel 3 was positively 

correlated with their frequency of TV viewing behavior of Channel 3 (r = 0.310*, p < 

0.05). When examining each construct of brand equity, the findings revealed that  

there are positively associated to organization – public relationship in respect to local 

or community involvement (r = 0.316*, p < 0.05), reputation (r = 0.281*, p < 0.05), 

trust (r = 0.268*, p < 0.05), and commitment (r = 0.263*, p < 0.05), respectively. The 

correlation between the organization – public relationship and TV viewing behavior is 

low. 
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CHAPTER 5 

DISCUSSION 

 This chapter presents the summary and discussion about the finding found 

from this survey research along with the theoretical explanation. This chapter aims to 

summarize the descriptive data and the findings of hypothesis testing. Moreover, the 

limitations of the study and offering recommendations for future application and 

recommendations for future research are also provided in this chapter 

 5.1 Hypotheses Summary and Discussion 

 5.2 Conclusion of the Research 

5.3 Limitations of the Study 

5.4 Recommendation for Future Application 

5.5 Recommendation for Future Research 

 

5.1 Hypotheses Summary and Discussion 

 The survey instrument tested four major hypotheses: 

Hypothesis 1:  A variation in Thai residents’ frequency of social engagement in 

LINE Official Account Application of Channel 3 significantly influences their 

brand equity (performance, social image, value, trustworthiness, attachment). 

 Hypothesis 1 was analyzed by One-Way ANOVA revealed that the samples’ 

frequency of social engagement significantly influenced their overall brand equity. 

The significance level was set at Alpha (α) 0.05. The results confirmed that a 

variation in Thai residents’ frequency of social engagement in LINE Official Account 

Application of Channel 3 significantly influences their brand equity in relation to 

social image, value, and attachment, respectively, but no significant influences to 

performance and trustworthiness. 

 Hypothesis 1.1:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to performance.  
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 The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

did not significantly influence their brand equity in relationships to performance (F= 

0.550, p > 0.05).  However, prior findings indicated the significant of the brand 

performance as one of the five dimension to measuring the brand equity, referring to 

the totality of the physical job and define performance as “a consumer’s judgment 

about a brand’s fault-free and long-lasting physical operation and flawlessness in the 

product’s physical construction” (Lassar, Mittal, & Sharma, 1995). Despite of the 

previous literatures, this study found that there is none significantly between the 

frequency of social engagement of the samples and their perceived brand equity in 

relation to performance, the first explanation could be due to the example brand is a 

TV channel so the frequency of social engagement in the company LINE Account 

Application does not effect to the perceived brand equity in relation to performance in 

the social media rather than watching the TV programs from the channel itself.  

Secondly, because of the new trend of communication that the customers likely to 

seek for information from social media than being passive customers which means 

that the number of social engagement will get higher in future and the companies have 

to work harder for communication strategy to encourage customers’ minds. In 

addition, communication through LINE Official Account Application could get 

immediate feedback only when they are in On Air Mode, if customers are busy on 

that time they could not communicate with the company. Beside it means that the 

activities which provided was not interesting enough, the customers already know the 

TV programs schedule so they may not need to check the information from Channel 

3’s LINE Official Account Application. 

Hypothesis 1.2:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to social image. 

 The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

significantly influenced brand equity in relation to social image (F = 3.183*, p < 

0.05).  According to the study of Lassar, Mittal, & Sharma (1995), defined that the 
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consumer’s perception of the esteem in which the consumer’s social group holds the 

brand. It includes the attributions a consumer makes and a consumer thinks that others 

make to the typical user of the brand. In Lacetera and Macis (2008)’s studied, stated 

that social image concerns being a primary motivator of pro-social behavior, and 

indicate that symbolic prizes are most effective as motivators when they are awarded 

publicly. Also the performance of pro-social activities is responsive to the social 

prestige attached to these activities. In case of LINE Official Account of Channel 3, 

they provide free official LINE stickers of the famous actors/actresses for users who 

add them as friend in LINE Application. Users could send the stickers to their friends 

while they are chatting, their friends will know that those users are friends to Channel 

3’s LINE Official Account. If those friends want to use the stickers, they have to add 

the LINE Account too. These also include friends who want to get and share special 

news/information provided only in LINE Official Account of Channel 3.   

Hypothesis 1.3:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to value. 

 The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

significantly influenced their brand equity in relation value (F = 2.984*, p < 0.05).  

According to a digital marketing agency (Blackbox Design, 2016), which stated that 

Brands that do not engage and communicate through social media marketing will lose 

out on the valuable marketing potential that these new communication platforms 

bring. Many companies and organizations in this century are put more effort on social 

media communication strategy, yet value is that quality all brands and companies 

crave to be seen valuable and to be considered valuable. It is the premium that accrues 

to a brand from customers who are willing to pay extra for it. For brand Channel 3, its 

value is not set in area of sell volume, instead it is about the frequency of viewers to 

turn in the channel and TV rating. To increase its brand value, Channel 3 provided 

truth, interesting, advantage, and fast forward contents through their LINE Official 

Account Application, fans or followers were willing to participate in Channel 3’s 

social communities lead to higher engagement and higher perceived of brand value.  
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Hypothesis 1.4:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to trustworthiness. 

 The findings of One-Way ANOVA revealed that a variation in  the 

samples’ frequency of social engagement in LINE Official Account Application of 

Channel 3 significantly influenced brand equity in relation to trustworthiness (F= 

1.431, p > 0.05).  According to customers’ perceived brand equity in relation to 
trustworthiness, the information which provided in LINE Official Account 

Application of Channel 3 was not different from watching from the Channel itself 

because it comes from the same source. LINE Official Account Application is just 

another channel for the companies to communicate to their customers so the 

frequency of the social engagement in LINE Account Application of Channel 3 does 

not relate to their perceived brand equity in relation to trustworthiness.  

Hypothesis 1.5:  A variation in Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 significantly 

influences their brand equity in relations to attachment. 

 The findings of One-Way ANOVA revealed that a variation in samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

significantly influenced brand equity in relation to attachment (F= 2.932*, p < 0.05).  

According to Bruhn, Schnebelen, and Schäfer (2013) found that in the context of 

social media brand communication, the quality of peer interactions in brand 

communities has a positive impact on functional, experiential and symbolic brand 

community benefits, consequently levering brand loyalty. Brand attachment as 

defined by Oneto (2014), a PR specialist, “the emotional connection between humans 

and brands.” People with strong brand attachments influence other people around 

them. These fans or followers of the brand are not only becoming fans or followers to 

stay, they are also bringing their friends along, increasing the customer base for the 

company. Highly attached Channel 3’s fans are more motivated to devote their own 

resources, defending the brand, degrading alternative brands and devoting more time 

to the brand through brand communities and brand promotion using social media. 
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This could be explained that the more frequency of social engagement to the brand 

could build strong relations between the company and customers and lead to the 

positive feeling and attachment to the company. 

Hypothesis 2: A variation in Thai residents’ frequency of social engagement in 

LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship between Channel 3 and Thai 

residents in Bangkok Metropolitan. 

The findings of hypothesis 2, analyzed by One-Way ANOVA, revealed that a 

variation in the samples’ frequency of social engagement did not significantly 

influence their overall organization – public relationship. The significance level was 

set at Alpha (α) 0.05. The results showed that Thai residents’ frequency of social 

engagement in LINE Official Account Application of Channel 3 did not significantly 

influence their perception of organization – public relationship in relations to trust, 

commitment, local or community involvement, and reputation. 

 Hypothesis 2.1: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to trust. 

The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

did not significant influence their perception of organization – public relationship in 

relation to trust (F= 0.910, p > 0.05). This study showed that Channel 3’s 

communication through its LINE Official Account Application did not create higher 

trust in customer/viewer’ minds. Organization – public relationship would have been 

more effective, if it be conducted through face-to-face activity, including the activity 

that customers could participate with the organization directly. 

Hypothesis 2.2: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to commitment. 
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The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

did not significantly influence  their perception of organization – public relationship 

in relation to commitment (F = 1.870, p > 0.05). The study showed that Channel 3’s 

communication through its LINE Official Account Application did not reflect the 

company’s commitment to the society as perceived by its customers. Social media 

through LINE Application could not create long-lasting bond between the 

organization and the people outside. According to Morgan and Hunt (1994) defined 

commitment as “An exchange partner believing that an ongoing relationship with 

another is so important as to warrant maximum efforts at maintaining it; that is, the 

committed party believes the relationship is worth promoting and savoring to ensure 

that it endures indefinitely” (p. 23). Hon and J. Grunig (1999) defined commitment as 

“the extent to which one party believes and feels that the relationship is worth 

spending energy to maintain and promote” (p. 20). Hon and J. Grunig (1999) also 

itemized commitment as continuance commitment (action) and affective commitment 

(emotion). Jo and Kim (2003) also stated that the relationship between organization 

and its public is based on economic and humanistic factors. Economic factors include 

the ability of the organization to provide goods and services that satisfy the public. 

Humanistic factors deal with feelings that the public has for the organization, such as 

comfort and loyalty. 

Hypothesis 2.3: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to local or community 

involvement.  

The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

did not significant influence their perception of organization – public relationship in 

relation to local or community involvement (F= 0.411, p > 0.05). According to 

previous study, Ledingham and Bruning (1998) defined organization – public 

relationship as “the state that exists between an organization and its key publics in 

which the actions of either entity impact the economic, social, political and/or cultural 
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well-being of the other entity” (p.62). This study showed that the contents and 

information that Channel 3 provided on its LINE Official Account Application 

communicated only general activities and TV programs. Channel 3 should provide 

more special activities and information which more impact to the society and 

community. 

 

 Hypothesis 2.4: A variation in Thai residents’ frequency of social engagement 

in LINE Official Account Application of Channel 3 significantly influences their 

perception of organization – public relationship in relations to reputation.  

The findings of One-Way ANOVA revealed that a variation in the samples’ 

frequency of social engagement in LINE Official Account Application of Channel 3 

did not significant influence their perception of organization – public relationship in 

relation to reputation (F= 0.555, p > 0.05). The study showed that Channel 3’s 

communication through LINE Official Account Application did not reflect their 

innovative in its corporate culture, and the ability including talent of the people in its 

own organization as perceived by Thai residents. Thus, Channel 3 should create a 

special course/class to train and to put more knowledge to their people and public 

people who interested to participate such as exercise class, computer program course, 

sport day, creativity competition, etc.     

 

Hypothesis 3: Thai residents’ perceived brand equity to brand Channel 3  

significantly influences to their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

Hypothesis 3 findings analyzed by Multi-Regression analysis revealed that the 

samples’ perceived brand equity was positively correlated with their perception of 

organization – public relationship. The significance level was set at Alpha (α) 0.05. 

The results showed that Thai residents’ perceived brand equity in relations to 

performance, social image, value, trustworthiness, and attachment to brand Channel 3 

were positively correlated with their perception of organization – public relationship. 
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 Hypothesis 3.1: Thai residents’ perceived performance to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

The findings of Multiple Regression revealed that the samples’ perceived 

performance to brand Channel 3 was a positively correlated with their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan (Beta = 0.378, p < 0.01). Performance could be defined as how effective 

something or someone is at doing a good job. The performance of brand points out 

that how successful a brand is in the market and aims to evaluate the strategic 

successes of a brand. The study showed that strong communication of brand equity in 

term of performance could build positive perception of customers to organization. 

Channel 3’s fans or followers had received the superior service from the company, 

such as update information, deep information, special offer promotion, free sample, 

premium gift, special event invitation etc. by engaging to LINE Official Account 

Application of Channel 3 help increasing higher positive perception of organization – 

public relation. 

Hypothesis 3.2: Thai residents’ perceived social image to brand Channel 3 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

The findings of Multiple Regression revealed that the sample’s perceived 

social image to brand channel 3 was a positively correlated with their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan (Beta = 0.231*, p < 0.01). The study showed that the high brand equity 

in relation to social image of the company to customers’ perceived minds and the 

society. Channel 3 has good social image from being a very first TV channel in 

Thailand, its TV programs were broadcast in every part of Thailand and expand to 

other countries both inside and outside Asia, so the customers/viewers could feel that 

they have high status in their social when they engaged with Channel 3. Good status 

of the company in society leads to be well-known company, people outside the 

company and the public feel easily to communicate and get closer relationship. 
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Hypothesis 3.3: Thai residents’ perceived value to brand Channel 3 was 

significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

The findings of Multiple Regression revealed that the sample’s perceived 

value to brand Channel 3 was a positively correlated with their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan (Beta = 0.184*, p < 0.01). Perceived value is the worth that a product or 

service has in the mind of the consumer. Lassar et al. (1995) defined perceived value 

as the perceived brand utility relative to its costs, assessed by the consumer and based 

on simultaneous considerations of what is received and what is given up to receive it. 

The sample had chosen to receive news/information from Channel 3 and its social 

communication channel rather than other channels because they had high perceived 

value toward Channel 3. Fans or followers prefer to watch morning news from 

Channel 3 and its specific reporters. Even it was the same news/information, but 

Channel 3 had more power to attract attention and persuade the viewers to believe and 

giving co-operate. The study showed that the sample’s received correct and accurate 

fact/information which create a different and benefit to their life from the contents 

provided by Channel 3, which have created their high perception of organization – 

public relationship.  

Hypothesis 3.4: Thai residents’ perceived trustworthiness to brand Channel 3 

was significantly influences with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

The findings of Multiple Regression revealed that the sample’s perceived 

trustworthiness to brand Channel 3 was a positively correlated with their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan (Beta = 0.794*, p < 0.01). Trustworthiness is the quality of being 

authentic and reliable. Lassar et al. (1995) defined trustworthiness as the confidence a 

consumer places in the firm and the firm’s communications and as to whether the 

firm’s actions would be in the consumer’s interest. Consumers place high value in the 

brands that they trust. The past literature stated that successful public relationships not 
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only expand opportunities, but could also save an organization’s immeasurable dollars 

by preventing, minimizing or resolving conflicts and crisis (Ward, 1998). Channel 3 

has built trust between the company and their customers/viewers from its long-term 

reputation so customers/viewers likely to believe whatever Channel 3 state in any 

situation that was interested by the public. In that situation and crisis, strong perceived 

of trustworthiness of Channel 3 could help building relationship between the company 

and the public. 

Hypothesis 3.5: Thai residents’ perceived attachment to brand Channel 3 was 

positively correlated with their perception of organization – public relationship 

between Channel 3 and Thai residents in Bangkok Metropolitan. 

The findings of Multiple Regression revealed that the sample’s perceived 

attachment to brand Channel 3 was a positively correlated with their perception of 

organization – public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan (Beta = 0.292*, p < 0.01). Aaker (1991, p.39) stated that the attachment 

that a consumer has to a brand was the definition for brand loyalty, and loyalty is a 

core dimension of brand equity. In a serious flood situation, fans or followers had 

choose to update the news/information which reported by Channel 3 and had choose 

to donated money and consumable goods via Channel 3’s campaign.  The study 

showed that the samples have positive feeling toward Channel 3 contents and the 

company and likely to increase in the future.  

 

Hypothesis 4: Thai residents’ frequency of social engagement in LINE Official 

Account Application, perceived brand equity, and perception of organization – 

public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan are positively correlated with their frequency of TV viewing 

behavior of Channel 3.  

 Testing hypothesis 4, the finding analyzed by Chi-Square revealed that the 

samples’ of social engagement in LINE Official Account Application was positively 

correlated, and Spearman Correlation analysis revealed that perceived brand equity 

and perception of organization – public relationship between Channel 3 and Thai 
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residents in Bangkok Metropolitan are positively correlated with their frequency of 

TV viewing behavior of Channel 3. The significate level was set at Alpha (α) 0.05.  

 Hypothesis 4.1: Thai residents’ frequency of social engagement in LINE 

Official Account Application of Channel 3 is positively correlated with their 

frequency of TV viewing behavior of Channel 3.  

The findings of Chi-Square analysis revealed that the samples’ social 

engagement in LINE Official Account Application of Channel 3 was correlated 

significantly with their frequency of TV viewing behavior of Channel 3 (χ2 = 93.750*, 

p < 0.01). In a research of Vann (2014) supports that social media is now an integral 

part of modern broadcasting, which combines old and new media into a redefined and 

multidimensional experience for fans. This study confirmed that increasing of the 

frequency of social engagement help increase frequency of TV viewing behavior. 

Customers who received interested contents from LINE Official Account Application 

about the TV program will turn on the TV to watch it. 

Hypothesis 4.2: Thai residents’ perceived brand equity of Channel 3 

positively correlated with their frequency of TV viewing behavior of Channel 3 after 

engaging in LINE Official Account Application of Channel3. 

The findings of Spearman Correlation analysis revealed that the sample’s 

perceived brand equity of Channel 3 was positively correlated with their frequency of 

TV viewing behavior of Channel 3. (r = 0.289*, p < 0.05). When examining each 

construct of brand equity, the findings revealed that there are positive associated to 

brand equity in respect to trustworthiness (r = 0.270, p < 0.05), attachment (r = 

0.265*, p < 0.05), value (r = 0.237*, p < 0.05), social image (r = 0.223*, p < 0.05), 

and performance (r = 0.211, p < 0.05), respectively. The correlation between the 

brand equity and TV viewing behavior is low. The past study stated that brand equity 

has moderate relationship or moderately affects for the purchase intention 

(Gunawardane, 2015). Aaker (1991) stated that it is imperative to know how much 

equity a brand commands in the market as building strong brand equity is a very 

successful strategy for differentiating a product/service from its competitors. 

Although brand equity cannot be built in short term, it can be built in long term 



78 
 

through carefully designed marketing activities. This study confirmed that fans or 

followers had positive perceived brand equity on LINE Official Account Application 

of Channel 3 which created higher viewing intention of the viewers.  

Hypothesis 4.3: Thai residents’ perception of organization – public 

relationship in Channel 3 positively correlated with their frequency of TV viewing 

behavior of Channel 3 after engaging in LINE Official Account Application of 

Channel 3. 

The findings of Spearman Correlation analysis revealed that the sample’s 

perception of organization – public relationship in Channel 3 positively correlated 

with their frequency of TV viewing behavior of Channel 3 (r = 0.310, p < 0.05). 

When examining each construct of brand equity, the findings revealed that 

organization – public relationship in respect to local or community involvement (r = 

0.316*, p < 0.05), reputation (r = 0.281, p < 0.05), trust (r = 0.268, p < 0.05), and 

commitment (r = 0.263*, p < 0.05), respectively. The correlation between the 

organization – public relationship and TV viewing behavior is low. According to 

Burnett and Moriarty (1998) stated that public relations is the use and communication 

of information through a variety of media to influence public opinion. This study 

confirmed that building perceived organization – public relationship via social media 

could bring the higher attention of customers and increasing the frequency of TV 

viewing and rating. 

 

5.2 Conclusion of the Research 

 Through the findings and discussion parts of this study, it showed there was a 

relationship between the samples’ frequency of social engagement and brand equity in 

LINE Official Account Application of Channel 3. This study sought to contribute to 

the current body of knowledge about the influence of social media impact toward 

brand equity as well as further current theory-driven strategic communication research 

by using an experimental design to test frequency of social engagement influences on 

brand equity, organization – public relationship, and customers’ viewing/purchasing 

decision. These findings contribute to the brand equity literature and support views of 

researchers, such as brand communication improves brand equity by increasing the 
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probability that a brand will be incorporated into the customer’s consideration set 

(Yoo, Donthu, and Lee, 2000). The findings of this study are relevant to both 

marketing managers, PR managers and scholars as the search, and competition, for 

talented employees requires company to invest resources in employment related 

branding strategies. The result confirmed the relationship between customers’ social 

engagement, their perceived brand equity, their perception of organization – public 

relationship, and their viewing behavior. This model provides a roadmap for study in 

how company increasing customers’ based brand equity, can increase customers’ 

engagement in the company’s social media communication. 

This findings of Hypothesis 1 confirmed that a variation in the samples’ 

frequency of social engagement significantly influence their perceived brand equity in 

relations to social image, value, and attachment, but did not significantly influence  

their perceived brand equity in relations to performance, and trustworthiness in LINE 

Official Account Application of Channel 3. The findings supported the Uses and 

Gratifications Theory (Katz, Blumler, & Gurevitch, 1974) which stated that people 

use the media to fulfill specific gratifications. These needs and gratifications included 

Cognitive needs: people use media for acquiring knowledge, information etc.  

1. Affective needs: people use media to satisfy their emotional needs, 

pleasure and other moods. 

2. Personal Integrative needs: people use media to reassure their status, 

gain credibility and stabilize (self-esteem needs). 

3. Social Integrative needs: people use media to socialize with family, 

friends and relations in the society. 

4. Tension free needs: people sometimes use the media as a means of 

escapism and to relieve from tension. 

By using LINE Application of Channel 3, Thai residents can share posts with their 

friends. They can gratify their social integrative needs, personal integrative needs 

most rather than promoting the attitude toward the performance and reputation of the 

company for LINE is considered to be a rather informal social media with the purpose 

of promoting a personal and interactive relationship between the customers and the 

organization. Personal social interaction with friends, family, and professional 
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contacts has transformed itself from the offline realm into an online entity due to the 

increasing popularity of social networking sites (SNS), the Internet allows people to 

join groups on the basis of common interests rather than convenience (Katz & 

Aspden, 1997). LINE Application of Channel could not promote the credibility and 

reputation of the business effectively like other social media like FACEBOOK or 

Tweeter.  

 According to hypothesis 2, in respect to the samples’ attitudes towards 

organization – public relationship of Channel 3 in LINE Official Account 

Application, the One-Way ANOVA analysis showed that the samples’ social 

engagement do not significantly influence their perception of organization – public 

relationship in LINE Official Account Application of Channel 3. Past research by Jo 

and Kim (2003) explained that the relationship between organization and its public is 

based on economic and humanistic factors, include the ability of the organization to 

provide goods and services that satisfy the public, and the feelings that the public has 

for the organization, such as comfort and loyalty. This finding show that organization 

– public relationship should focus on developing long-term behavioral relationships 

between organizations and key constituencies. The company should keep and 

continue communicate their public activities in LINE Official Account Application. 

 The hypothesis 3 confirmed that the samples’ perceived brand equity 

significantly influence their perception of organization – public relationship.  The 

finding supported Organization – Public Relationship Theory which posited that 

public relations is the use and communication of information through a variety of 

media to influence public opinion (Burnett and Moriarty, 1998). Previous studies had 

disclosed the importance of public relations in brand strategy. Public relations efforts 

offer low-cost exposure with enhance credibility (Aaker, 1997). Advertising, 

promotion, event marketing sponsorship, public relations and personal selling are 

ways of marketing communication (Keller, 1997). Channel 3 could communicate its 

brand equity through its organization – public relationship activity/campaign to 

increase the customers’ positive perception.  This could be explained that the stronger 

brand equity communication the company build, leads to stronger organization – 

public relationship. 
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 The hypothesis 4 confirmed that the samples’ frequency of social engagement 

in LINE Official Account Application, their perceived brand equity, and their 

perception of organization – public relationship was positively correlated to their 

frequency of TV viewing of Channel 3. The past research states that social media is 

now an integral part of modern broadcasting, which combines old and new media into 

a refined and multidimensional experience for customers (Vann, 2014). In addition, 

Gunawardane (2015) stated that brand equity has moderate relationship or moderately 

affects for the purchase intention. According to the Uses and Gratifications Theory, 

Maslow (1943) stated that people are motivated to achieve certain needs, and that 

some needs take precedence over others. Our most basic need is for physical survival, 

and this will be the first thing that motivates our behavior.  In case of Channel 3, 

strong perceived brand equity and good perception of organization – public 

relationship in viewers’ mind, help them choose to receive news/information to fulfill 

their needs and persuade them to seek for interested programs from Channel 3.  

 

5.3 Limitations of the Study 

1. The limitation in sampling procedure – researcher examined only the Thai 

residents who live in Bangkok Metropolitan area. Thus, the findings may not 

represent the Thai residents in other province since the background and life-

style factors might be different. 

2. Limitation in getting the information of samples through using different 

languages in the research instruments, which is developed in English and later 

on, was translated into Thai language. Therefore, there might be discrepancy 

between English and Thai, which can affect the accuracy of the results. 

However, researcher has reduced this translation discrepancy by conducting 

back translation to verify the face validity of the research. 

3. The limitation of instrument because the questionnaire consists 5 parts, which 

may be too lengthy for the samples to answer. Moreover, some parts of the 

questions are about the brand equity and organization – public relationship 

strategy statement that might be too confusing and difficult of understanding 

for respondents. As a result, they might not pay full attention to this 

questionnaire. This may affect and distort the result of the study. 
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5.4 Recommendations for Future Application 

1. Findings from Hypothesis 1 suggested that a variation in Thai residents’ 

frequency of social engagement in LINE Official Account Application of 

Channel 3 significantly influences their brand equity (performance, social 

image, value, trustworthiness, attachment). In addition, there is also a 

significant correlation between frequency of social engagement and each 

dimension of perceived brand equity, including social image, value, and 

attachment. The finding also suggested that the samples’ frequency of social 

engagement do not correlated with their perceived performance and 

trustworthiness. The company, which is using LINE Official Account 

Application can use the finding by focusing some effectiveness perceived 

brand equity to influences the perceptions of customer towards organization. 

2. Findings from Hypothesis 2 suggest that a variation in Thai residents’ 

frequency of social engagement in LINE official Account Application of 

Channel 3 was not significantly influences their perception of organization – 

public relationship between Channel 3 and Thai residents in Bangkok 

Metropolitan at all. That means Channel 3’s communication through LINE 

Official Account Application could not help built closer relationship between 

the organization and local public. If Channel 3 want to increase the 

relationship, they should improve strategies in other aspects such as creating 

more activities that local people could join in and received the benefit directly 

to themselves (i.e. children day activity, flood donation, a seminar to sharing 

knowledge to people in the community). 

3. Finding in Hypothesis 3 suggested Thai residents’ perceived brand equity to 

brand Channel 3 significantly influence their perception of organization – 

public relationship, including performance, social image, value, 

trustworthiness,  and attachment. That means the stronger brand equity of 

Channel 3 could lead to stronger perception of organization – public 

relationship between Channel 3 and Thai residents in Bangkok Metropolitan. 

If Channel 3 wants to have more organization – public relationship, building 

strong perceived brand equity is a good way to do, through giving more 

news/information to customers, increasing viewers satisfaction, building more 



83 
 

effective social media communication and letting customers willing to show 

their opinion and feedback.  

4. Findings in Hypothesis 4 suggested Thai residents’ frequency of social 

engagement in LINE Official Account Application, perceived brand equity, 

and perception of organization – public relationship between Channel 3 and 

Thai residents in Bangkok Metropolitan were positively correlated with their 

frequency of TV viewing behavior of Channel 3. That means the more 

frequency of social engagement in LINE Official Account Application of 

Channel 3 could increase the frequency of TV viewing. Also if the company 

increases communication strategy in brand equity and more showing their 

organization – public relationship to the viewers, it could lead to the 

increasing of TV viewing frequency and TV rating.  

 

5.5 Recommendations for Future Research 

1. A similar study can be conducted in other places rather than Bangkok that 

there has a number of viewers in that provincial areas. There are other cultural 

values that might have relationship with frequency of social engagement, 

brand equity and organization – public relationship toward LINE Official 

Account Application of Channel 3. Therefore, the result may be different 

when studying in other areas. 

2. This kind of study, moreover, can be conducted in both qualitative and 

quantitative methodology in order to get more details in the needs and 

perceptions of customers because interview in qualitative methodology can 

help this research to get deeper in their perception toward brand equity and 

organization – public relationship via communication through social media 

channel. Thus, the study can help predict the customers viewing/purchasing 

behavior. 

3. The researchers who want to conduct this topic of research have to extend this 

research by examining in other areas of business to examine the prediction of 

customers to purchasing behavior, develop and integrate brand equity and 

organization – public relationship.  
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Questionnaire 

 This questionnaire is a partial fulfillment for the course ICA 600 Independent 

Study, Master’s Degree in Global Communication, Bangkok University. The objective of 

this survey is to examine the relationship between customers’ engagement in Channel 3 

LINE Application and their perception of brand equity through social media. Please choose 

the answer that best represents your opinion. Your responses will remain anonymous. Your 

answers will be treated confidentially by the researcher who will be using the results of the 

surveys for educational purpose only. 

 

Researcher: Ms. Supatta Permpoonchokekana e-mail: supatta.perm@bumanil.net 

 

Part I: Data about demographic profile of the sample. 

 Please place a cross mark () next the appropriate answer that best represents your 

demographic profile. 

 

1. Gender 

 1. Male   2. Female 

 

2. Age 

 1. 18-24 years   

 2. 25-34 years  

 3. 35-44 years  

 4. 45-55 years  

 5. Over 56 years 

 

3. Level of Education 

 1. Senior High School     

 2. Bachelor degree  

 3. Master degree    

 4. Doctoral degree 

 

4. Current marital status 

 1. Single   

 2. Married 

 

5. Current occupation 

 1. Student     

 2. Government officer  

 3. Governmental enterprise   

 4. Employees of private enterprises 

 5. Freelance and entrepreneurs     

 6. Others (please specify): …………………..     
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6. Monthly income 

 1. Less than 10,000 Baht 

 2. 10,001 - 30,000 Baht 

 3. 30,001 - 50,000 Baht 

       4. 50,001 - 70,000 Baht 

 5. 70,001 - 100,000 Baht 

 6. More than 100,001 Baht 

 

Part II: This part of questionnaire will ask about your frequency and purpose of using 

LINE Application. Place a check mark () next the appropriate answer that best 

describes you. 

 

1. How often do you use social media? 

 1. Rarely 

 2. One time per month 

 3. One times per week 

 4. 3 - 4 times per week 

 5. Everyday 

 

2. How often do you use LINE Official Account Application of Channel 3? 

 1. Never (0 time per month) – If check Never, end of the questionnaire. 

 2. Rarely (once per month) 

 3. Sometimes (twice per month) 

 4. Frequently (3 times per month)  

 5. Most frequently (4-5 times per month or more)  

3.   Roughly how many hours do you spend your time engaging in LINE Official 

Account   Application per day? 

 1. Seldom (Less than 30 minutes)  
 2. Rarely (30 minutes – 1 hour)  

 3. Sometimes (1 -2 hours) 

 4. Very often (3 - 4 hours) 

 5. Always (More than 4 hours) 

4.   What is your purpose of using LINE Application? (You can choose more than 1 

answer) 

 1. Chatting with friends/family 

 2. Communicate with co-workers/organization members 

 3. Communicate with customers 
 4. Browsing and posting activities on timeline 

 5. Sharing information (image, voice messages, video, etc.) 

 6. Playing games 

 7. Entertain 
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 8. Others _______________________________ 

5.   What is your purpose of adding brand/celebrity official accounts? (You can choose 

more than 1 answer) 

 1. Update information 

 2. Free sticker 

 3. Promotion/discount 

 4. Friends also have the brand/celebrity accounts 

 5. Playing games 

 6. Others______________________________________ 

6.   Had you ever shared/forwarded any information/activity which you receive via LINE 

Application to your friends in LINE or not? 

 1. Yes 

 2. No 

 

7.   Had you ever shared/forwarded any information/activity which you receive via LINE 

Application to your friends in Facebook/Twitter/social networking services or instant 

messenger application or not? 

 1. Yes 

 2. No 

 

Part III: This part of questionnaire will ask about your perceived brand equity 

toward Channel 3 after engaging in LINE Official Account of the company. Place a 

check mark () in the table provided. Use the following choices to describe your 

answer:  

 5. Strongly agree with the statement 

 4. Agree with the statement 

 3. Neutral – Not supporting any options of agree and disagree  

 2. Disagree with the statement 

 1. Strongly disagree with the statement 

 

Thai residents' perceived brand equity toward Channel 3  

LINE Official Account Application  
5 4 3 2 1 

Performance           

1. I can expect superior performance from Channel 3 LINE 

Official Account Application.           

2. While using Channel 3 LINE Official Account Application, 

Channel 3 provides speedy feedback and prompt service via 

LINE On Air mode.            
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Thai residents' perceived brand equity toward Channel 3  

LINE Official Account Application  
5 4 3 2 1 

3. Channel 3 LINE Official Account provides update 

contents/information of their TV shows on daily basis (daily 

news/ education/ entertainment program).           

4. Channel 3 LINE Official Account organizes interesting 

activities through their official account.           

5. I can easily participate in the activities promoted in their 

official account.      

Social image           

6. Channel 3's contents fit my personality.           

7. I would be proud to connect with Channel 3 LINE Official 

Account Application.           

8. Channel 3 LINE Official Account Application is well 

regarded by my friends.           

9. In its status and style, Channel 3 LINE Official Account 

matches my personality.           

Value           

10. I believe Channel 3 LINE Official Account’s contents are 

accurate and correct.           

11. I believe Channel 3 LINE Official Account’s contents 

provide information/facts that create a difference to my 

personal life.              

12. I believe that the contents in Channel 3 Line Official 

Account are beneficial for my work life.            

Trustworthiness           

13. I consider Channel 3 and people who stand behind these 

channels to be very trustworthy.           

14. In regard to viewer interests, Channel 3 seems to be very 

caring.           

15. I believe that Bangkok Entertainment Co., Ltd., does not 

take advantage of viewers.           

Attachment           

16. After using Channel 3 Official LINE Account, I am very 

likely to grow fond of it.           

17. I have positive personal feelings toward Channel 3 Official 

LINE Account.           

18. With time, I will develop a warm feeling toward Channel 3.           
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Part IV: This part of questionnaire will ask about your perception of organization – 

public relationship to brand Channel 3. Place a check mark () in the table provided. 

Use the following choices to describe your answer: 

 5. Strongly agree with the statement 

 4. Agree with the statement 

 3. Neutral – Not supporting any options of agree and disagree  

 2. Disagree with the statement 

 1. Strongly disagree with the statement 

 

Thai residents' perception of organization - public 

relationship 
5 4 3 2 1 

Trust           

1. Channel 3 treats people like me fairly and justly.           

2. Whenever Channel 3 make an important decision, I know it 

will be concerned about people like me.           

3. I believe that Channel 3 takes the opinions of people like me 

into account when making decision.           

4. Sound principles seem to guide the Channel 3's behavior.           

Commitment           

5. I can see that Channel 3 wants to maintain a relationship with 

people like me.           

6. There is a long-lasting bond between the Channel 3 and 

people like me.           

7. Both Channel 3 and people like me benefit from their 

relationship.           

8. Generally speaking, I am pleased with the relationship 

Channel 3 has established with people like me.           

9. I feel people like me are important to Channel 3 organization.           

Local or Community Involvement           

10. Channel 3 seems to be the kind of company that invests in 

the community.           

11. I am aware that Channel 3 is involved in my community.           

12. I think Channel 3 is very dynamic in maintaining good 

relationship with the community.           
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Thai residents' perception of organization - public 

relationship 
5 4 3 2 1 

Reputation           

13. Channel 3 has ability to attract, develop, and keep talented 

people.           

14. Channel 3 uses corporate visible and invisible assets very 

effectively.           

15. Channel 3 is financially sound enough to help others.           

16. Channel 3 is innovative in its corporate culture.           

 

Part V: This part of questionnaire would like to ask about your TV viewing behavior 

of Channel 3. Place a check mark () next to the appropriate answer that best describes 

you. 
 

1.   How often do you watch Channel 3 per week? 

 1. Never (0 time per week) 

 2. Rarely (2 – 3 times per week) 

 3. Sometimes (4 -5 times per week) 

 4. Frequently (6 times per week) 

 5. Every day (Watch Channel 3 every day)  

2.   Roughly how many hours do you spend watching Channel 3 TV per day? 

 1. More than 8 hours 

 2. 5 – 8 hours per day 

 3. 3 – 5 hours per day 

 4. 1 – 2 hours per day  

 5. Less than one hour per day 

3.   What are the reasons why you watch Channel 3? (You can choose more than 1 

answer) 

 1. Source of conversational topics 

 2. Helping for understanding various perspectives and ideas 

 3. Source of information in daily life 

 4. Center of family togetherness 

 5. Way to get a taste of experiences not obtain in real life   

 6. Daily routine activities 

 7. Source of reference for lifestyles 

 8. Form of companionship 

 9. The programs are suitable for my age and needs 
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 10. Nothing, just convenience 

 

4.   Indicate your preference of TV programs broadcast on Channel 3, that you will view 

per day, by choosing the following choices: 

      5. Very high preference, 4.  High preference, 3. Neutral, 2. Low preference, and 1. 

Very low preference.  

Indicate your preference of TV programs broadcast in Channel 

3, that you will view per day. 
5 4 3 2 1 

Source of TV program           

1. I prefer watching Channel 3's TV dramas.           

2. I prefer watching Asian TV dramas/ Western series.           

3. I prefer watching variety and comedy shows (e.g. quiz and game 

show).           

4. I prefer watching music programs.           

5. I prefer watching news/ financial programs.           

6. I prefer watching food travelogue programs.           

7. I prefer watching kids programs.           

8. I prefer watching movies.           

9. I prefer watching documentary programs.           

10. I prefer watching sports programs.            

11. I prefer watching educational programs.           

12. Other. Please specify………………………………      

 

 

5.   Describe your TV viewing habits, while watching Channel 3. (You can choose more 

than 1 answer) 

 1. TV watching time is generally fixed 

 2. I usually select programs myself 

 3. I only watch programs that I want to see 

 4. I usually watch TV alone 

 5. I usually watch TV with others 

 6. I often manage to find time to watch TV 

 7. I feel uneasy unless the TV is on 
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6.   Generally speaking, are you satisfied with Channel 3’s TV programs? 

 1. Very dissatisfied 

 2. Dissatisfied 

 3. Neutral (Not supporting any option of satisfied or dissatisfied) 

 4. Satisfied 

 5. Very satisfied 

 

 

 

 

Thank you for your genuine cooperation in responding to this survey! 
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แบบสอบถาม 
 

 แบบสอบถามน้ีเป็นส่วนหน่ึงของวิชา ICA 600 Independent Study ซ่ึงเป็นส่วนหน่ึงของ
หลกัสูตรนิเทศศาสตรมหาบณัฑิต หลกัสูตรนานาชาติ สาขาวิชาการส่ือสารสากล มหาวิทยาลยักรุงเทพ 
โดยมีวตัถุประสงคเ์พื่อศึกษาความสัมพนัธ์ระหวา่ง พฤติกรรมการใชง้านแอพพลิเคชัน่ LINE ของไทย
ทีวสีีช่อง 3 และการรับรู้คุณค่าตราองคก์รผา่นส่ือโซเชียลมีเดีย กรุณาเลือกค าตอบท่ีตรงกบัความคิดเห็น
ของท่านมากท่ีสุด โดยค าตอบของท่านจะถือเป็นความลบั โดย ผลการวิจยัจะน าไปใช้เพื่อการศึกษา
เท่านั้น  
 
ผูว้จิยั : นางสาวสุพตัรา  เพิ่มพูลโชคคณา  อีเมล ์: supatta.perm@bumail.net 
 
ส่วนที ่1 : ข้อมูลทัว่ไปของกลุ่มตัวอย่าง 
 กรุณาใส่เคร่ืองหมาย  () ลงในช่อง  (  ) หน้าขอ้ความท่ีตรงกบัขอ้มูลทัว่ไปของท่านให้
เหมาะสม 
 
7. เพศ 
 1. ชาย   2. หญิง 

8. อาย ุ
 1. 18-24 ปี  
 2. 25-34 ปี 
 3. 35-44 ปี 
 4. 45-55 ปี 
 5. มากกวา่ 56 ปี 

9. ระดบัการศึกษา 
 1. มธัยมศึกษา     
 2. ปริญญาตรี  
 3. ปริญญาโท    
 4. ปริญญาเอก 
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10. สถานภาพ 
 1. โสด   
 2. แต่งงาน 

11. อาชีพปัจจุบนั 
 1. นกัเรียน/ นกัศึกษา    
 2. ขา้ราชการ 

 3. พนกังานรัฐวสิาหกิจ   

 4. พนกังานบริษทัเอกชน 

 5. รับจา้งอิสระ/ เจา้ของกิจการ     

 6. อ่ืนๆ โปรดระบุ: …………………..     

12. รายไดต่้อเดือน 
 1. ต ่ากวา่ 10,000 บาท 
 2. 10,001 - 30,000 บาท 
 3. 30,001 - 50,000 บาท 

       4. 50,001 - 70,000 บาท 
 5. 70,001 - 100,000 บาท 
 6. สูงกวา่ 100,001 บาท 

 

ส่วนที ่2 : ค าถามเกีย่วความถี่และจุดประสงค์ในการใช้งานแอพพลเิคช่ัน LINE โปรดกาเคร่ืองหมาย  
() ลงในช่อง  หน้าข้อความทีต่รงกบัข้อมูลทัว่ไปของท่านให้เหมาะสม 

3. ท่านเล่นโซเชียลมีเดีย เช่น FACEBOOK , Twitter, Instagram บ่อยเพียงใดต่อเดือน 
 1. นานๆคร้ัง  

 2. 1 คร้ังต่อเดือน 

 3. 1 คร้ังต่อสัปดาห์ 

 4. 3 – 4 คร้ังต่อสัปดาห์ 

 5. ทุกวนั  
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4. ท่านใชง้านแอพพลิเคชัน่ LINE ของไทยทีวสีีช่อง 3 บ่อยเพียงใด 
 1. ไม่เคย (0 คร้ังต่อเดือน) – หากตอบไม่เคย ใหจ้บการท าแบบสอบถาม 

 2. นานๆคร้ัง (ประมาณ 1 คร้ังต่อเดือน) 

 3. บางคร้ัง (ประมาณ 2 คร้ังต่อเดือน) 

 4. บ่อยคร้ัง (ประมาณ 3 คร้ังต่อเดือน)  

 5. เป็นประจ า (ประมาณ 4-5 ต่อเดือนหรือมากกวา่)  

3.   ท่านใชง้านแอพพลิเคชัน่ LINE โดยประมาณวนัละก่ีชัว่โมง 
 1. แทบจะไม่เคย (นอ้ยกวา่ 30 นาที) 
 2. นานๆคร้ัง (30 นาที – 1 ชัว่โมง) 
 3. บางคร้ัง (1 -2 ชัว่โมง) 
 4. บ่อยคร้ัง (3 - 4 ชัว่โมง)  
 5. เป็นประจ า (มากกวา่ 4 ชัว่โมง) 

4.   จุดประสงคใ์นการใชง้านแอพพลิเคชัน่ LINE ของท่านคืออะไร (สามารถเลือกไดม้ากกวา่ 1 
ค าตอบ) 
 1. พูดคุยกบัเพื่อน/ ครอบครัว 
 2. ติดต่อส่ือสารกบัเพื่อนร่วมงาน หรือสมาชิกภายในองคก์ร 
 3. ติดต่อส่ือสารกบัลูกคา้ 
 4. คน้หา และสร้างกิจกรรมบนหนา้ไทมไ์ลน์ 
 5. แบ่งปันขอ้มูลข่าวสาร (รูปภาพ, ขอ้ความเสียง, วดีีโอ และอ่ืนๆ) 
 6. เล่นเกม 
 7. เพื่อความบนัเทิง 
 8. อ่ืนๆ โปรดระบุ:  _______________________________ 

5.   จุดประสงคใ์นการเพิ่ม Official Account ตราสินคา้/ ดารา เป็นเพื่อนใน LINE ชองท่านคืออะไร 

(สามารถเลือกไดม้ากกวา่ 1 ค าตอบ) 

 1. อพัเดทขอ้มูลข่าวสาร 

 2. รับสต๊ิกเกอร์ฟรี 

 3. โปรโมชัน่ และส่วนลด 
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 4. เพื่อนก็มี Official Account ของตราสินคา้/ ดารา ดว้ย 

 5. เล่นเกม 

 6. อ่ืนๆ โปรดระบุ: ______________________________________ 

6.   ท่านเคยแบ่งปัน/ ส่งต่อ ขอ้มูลข่าวสารหรือกิจกรรมท่ีไดรั้บทางแอพพลิเคชัน่ LINE ใหเ้พื่อนใน 
LINE หรือไม่ 
 1. เคย 
 2. ไม่เคย 

7.   ท่านเคยแบ่งปัน/ ส่งต่อ ขอ้มูลข่าวสารหรือกิจกรรมท่ีท่านไดรั้บทางแอพพลิเคชัน่ LINE ใหเ้พื่อนใน 
Facebook/ Twitter/ บริการอ่ืนๆใน Social network หรือทางแอพพลิเคชัน่อ่ืนท่ีใหบ้ริการดา้นการส่ง
ขอ้ความโตต้อบแบบทนัที หรือไม่ 
 1. เคย 
 2. ไม่เคย 

 
ส่วนที ่3: ค าถามเกีย่วกบัความรู้สึกต่อคุณค่าของไทยทวีสีีช่อง 3 หลงัรับข้อมูลข่าวสารจาก LINE 
Official Account ของบริษัท   กรุณาใส่เคร่ืองหมาย () ลงในตารางโดยใช้ตัวเลือกต่อไปนี้ 
 5. เห็นด้วยอย่างยิง่ 
 4. เห็นด้วย 
 3. ปานกลาง  
 2. ไม่เห็นด้วย 
 1. ไม่เห็นด้วยอย่างยิง่ 
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ท่านเห็นด้วยกบัข้อความเกีย่วกบัคุณค่าตราของช่อง 3 หรือไม่อย่างไร หลังท่าน
รับข้อมูลข่าวสารจาก LINE Official Accountของช่อง 3 

5 
เห็น
ด้วย
อย่าง
ยิง่ 

4 
เห็น
ด้วย 

3 
ปาน
กลาง 

2 
ไม่
เห็น
ด้วย 

1 
ไม่
เห็น
ด้วย
อย่าง
ยิง่ 

ด้านประสิทธิภาพ           

1. ขา้พเจา้คาดหวงัประสิทธิภาพท่ีเหนือกวา่จาก LINE Official Account ของช่อง 
3           

2. ระหวา่งใชง้าน LINE Official Account ของช่อง 3 ขา้พเจา้ไดรั้บการตอบกลบั
ความคิดเห็นและบริการท่ีรวดเร็วผา่นการออกอากาศสดของ LINE (LINE On 
Air mode)            
3. LINE Official Account ของช่อง 3 ใหบ้ริการขอ้มูลข่าวสารท่ีทนัสมยัเก่ียวกบั
รายการโทรทศัน์ของช่องเป็นประจ าทุกวนั (รายการข่าวประจ าวนั/ รายการ
การศึกษา/ รายการบนัเทิง)            

4. มีการจดักิจกรรมท่ีน่าสนใจผา่นทาง LINE Official Account ของช่อง 3            

5. ขา้พเจา้ไดรั้บความสะดวกสบายในการเขา้ร่วมการส่งเสริมกิจกรรมผา่นทาง 
Official Account       

ด้านภาพลกัษณ์ทางสังคม           

6. เน้ือหาใน LINE Official Account ของช่อง 3 มีสาระตรงกบับุคลิกของขา้พเจา้           

7. ขา้พเจา้รู้สึกภาคภูมิใจท่ีไดมี้ปฏิสัมพนัธ์กบั LINE Official Accountของช่อง 3           

8. LINE Official Account ของช่อง 3 ไดรั้บการยกยอ่งนบัถืออยา่งมากจาก
เพื่อนๆของขา้พเจา้           

9. สถานะและสไตลข์อง LINE Official Account ของช่อง 3 เขา้กบับุคลิกของ
ขา้พเจา้           



106 
 

ท่านเห็นด้วยกบัข้อความเกีย่วกบัคุณค่าตราของช่อง 3 หรือไม่อย่างไร หลังท่าน
รับข้อมูลข่าวสารจาก LINE Official Accountของช่อง 3 

5 
เห็น
ด้วย
อย่าง
ยิง่ 

4 
เห็น
ด้วย 

3 
ปาน
กลาง 

2 
ไม่
เห็น
ด้วย 

1 
ไม่
เห็น
ด้วย
อย่าง
ยิง่ 

ด้านคุณค่า           
10. ขา้พเจา้เช่ือวา่เน้ือหาใน LINE Official Account ของช่อง 3 ถูกตอ้งและ
เท่ียงตรง           
11. ขา้พเจา้เช่ือวา่เน้ือหาท่ีไดรั้บจากทาง LINE Official Account ช่อง 3 เป็น
ขอ้มูล/ ขอ้เทจ็จริงท่ีสามารถสร้างความแตกต่างในชีวติส่วนตวัของขา้พเจา้              
12. ขา้พเจา้เช่ือวา่เน้ือหาใน LINE Official Account ของช่อง 3 มีประโยชน์ต่อ
การท างานของขา้พเจา้อยา่งยิง่           
ด้านความน่าเช่ือถือ           
13. ขา้พเจา้คิดวา่ช่อง 3 และผูท่ี้อยูเ่บ้ืองหลงัการผลิตรายการของช่องมีความ
น่าเช่ือถือ           

14. ช่อง 3 มีความใส่ใจในความสนใจของผูช้ม           

15. ขา้พเจา้เช่ือวา่ช่อง 3 ไม่มีการเอาเปรียบหรือหาผลประโยชน์จากกลุ่มผูช้ม           
ด้านความผูกพนั           
16. หลงัจากไดใ้ชง้าน LINE Official Account ของช่อง 3 ขา้พเจา้มีแนวโนม้ท่ีจะ
ชอบมากข้ึน           

17. ขา้พเจา้มีความรู้สึกส่วนตวัในเชิงบวกต่อ LINE Official Account ของช่อง 3           

18. ขา้พเจา้รู้สึกอบอุ่นใกลชิ้ดกบัช่อง 3  เพิ่มข้ึนในอนาคต           
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ส่วนที ่4 : ค าถามเกีย่วกบัการรับรู้ถึงความสัมพนัธ์ระหว่างองค์กร ช่อง 3 และผู้ชม กรุณาใส่
เคร่ืองหมาย () ลงในตารางโดยใช้ตัวเลือกต่อไปนี้  
 5. เห็นด้วยอย่างยิง่ 
 4. เห็นด้วย 
 3. ปานกลาง  
 2. ไม่เห็นด้วย 
 1. ไม่เห็นด้วยอย่างยิง่ 
 

การรับรู้ของผู้ชมต่อความสัมพนัธ์ระหว่างองค์กรและสาธารณะ 

5 
เห็น
ด้วย
อย่าง
ยิง่ 

4 
เห็น
ด้วย 

3 
ปาน
กลาง 

2 
ไม่
เห็น
ด้วย 

1 
ไม่
เห็น
ด้วย
อย่าง
ยิง่ 

ความน่าเช่ือถือ           

1. ช่อง 3 ปฏิบติักบัผูช้มอยา่งขา้พเจา้ไดอ้ยา่งถูกตอ้งและเหมาะสม           

2. ขา้พเจา้รู้วา่เม่ือไหร่ก็ตามท่ีช่อง 3 ตดัสินใจท าในส่ิงท่ีส าคญั ช่อง 3 มกัจะ
ค านึงถึงผูรั้บชมอยา่งขา้พเจา้           

3. ขา้พเจา้เช่ือวา่ช่อง 3 ยอมรับฟังความคิดเห็นจากผูช้มอยา่งขา้พเจา้เพื่อน าไป
ประกอบการตดัสินใจ           

4. ช่อง 3 มีลกัษณะการประพฤติตนตามหลกัศีลธรรม           

ความมุ่งมั่น           

5. ขา้พเจา้เห็นไดว้า่ช่อง 3 ตอ้งการรักษาความสัมพนัธ์กบัผูช้มอยา่งขา้พเจา้           

6. ขา้พเจา้เห็นวา่ความสัมพนัธ์ระหวา่งช่อง 3 และผูรั้บชม เป็นความสัมพนัธ์
ระยะยาว           
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การรับรู้ของผู้ชมต่อความสัมพนัธ์ระหว่างองค์กรและสาธารณะ 

5 
เห็น
ด้วย
อย่าง
ยิง่ 

4 
เห็น
ด้วย 

3 
ปาน
กลาง 

2 
ไม่
เห็น
ด้วย 

1 
ไม่
เห็น
ด้วย
อย่าง
ยิง่ 

7. ทั้งช่อง 3 และผูรั้บชมอยา่งขา้พเจา้ไดป้ระโยชน์จากความสัมพนัธ์ซ่ึงกนัและ
กนั           

8. โดยทัว่ไปขา้พเจา้รู้สึกพอใจกบัความสัมพนัธ์ท่ีช่อง 3 มีต่อผูรั้บชมอยา่งขา้พเจา้           

9. ขา้พเจา้รู้สึกไดว้า่ตวัขา้พเจา้มีความส าคญัต่อองคก์รของช่อง 3           

การมีส่วนรวมในท้องถิ่นหรือชุมชน           

10. ช่อง 3 เป็นองคก์รท่ีมีการลงทุนในชุมชน           

11. ขา้พเจา้ทราบถึงการมีส่วนร่วมในสังคมของช่อง 3            

12. ขา้พเจา้คิดวา่ช่อง 3 มีพลงัอยา่งมากในการสานต่อความสัมพนัธ์อนัดีกบัสังคม           

ช่ือเสียง           

13. ช่อง 3 มีความสามารถในการดึงดูดและพฒันาคนใหมี้ความสามารถ           

14. ช่อง 3 ใชสิ้นทรัพยข์ององคก์รไดอ้ยา่งมีประสิทธิภาพ           

15. ช่อง 3 มีความพร้อมดา้นการเงินในการสนบัสนุนช่วยบุคคลอ่ืน           

16. วฒันธรรมองคก์ร ของช่อง 3 เนน้ความคิดริเร่ิมนวตักรรมใหม่ๆ            
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ส่วนที ่5 : ค าถามเกีย่วกบัพฤติกรรมการรับชมรายการโทรทศัน์ทางไทยทวีสีีช่อง 3 กรุณาใส่เคร่ืองหมาย 
() ตรงกบัพฤติกรรมของท่านมากทีสุ่ด 

1.   ท่านรับชมรายการโทรทศัน์ทางช่อง 3 บ่อยแค่ไหนต่อสัปดาห์ 
 1. ไม่เลย (0 คร้ังต่อสัปดาห์) 

 2. นานๆคร้ัง (2 – 3 คร้ังต่อสัปดาห์) 

 3. บางคร้ัง (4 -5 คร้ังต่อสัปดาห์) 

 4. บ่อยๆ (6 คร้ังต่อสัปดาห์) 

 5. ทุกวนั (รับชมรายการทางช่อง 3 ทุกวนั)  

2.   แบบคร่าวๆ ท่านใชเ้วลาในการรับชมรายการโทรทศัน์ทางช่อง 3 ก่ีชัว่โมงต่อวนั 
 1. มากกวา่ 8 ชัว่โมงต่อวนั 

 2. 5 – 8 ชัว่โมง 

 3. 3 – 5 ชัว่โมงต่อวนั 

 4. 1 – 2 ชัว่โมงต่อวนั  

 5. นอ้ยกวา่ 1 ชัว่โมงต่อวนั 

3.   อะไรเป็นเหตุผลใหท้่านรับชมรายการโทรทศัน์ทางไทยทีวสีีช่อง 3 (สามารถเลือกไดม้ากกวา่ 1 

ค าตอบ) 

 1. แหล่งในการหาหวัขอ้การสนทนา 

 2. ช่วยในการท าความเขา้ใจมุมมองและความคิดต่างๆ 

 3. ติดตามข่าวสารในชีวติประจ าวนั 
 4. ศูนยก์ลางการรวมตวัของคนในครอบครัว 
 5. หนทางท่ีจะไดรั้บประสบการณ์ท่ีไม่สามารถไดรั้บในชีวติจริง 

 6. ดูเป็นกิจวตัรประจ าวนั 

 7. เพื่อหาแบบอยา่งในการใชชี้วติประจ าวนั 

 8. กระชบัความสัมพนัธ์กบัเพื่อน 

 9. รายการเหมาะสมกบักบัวยัและความตอ้งการ 

 10. ไม่มีเหตุผล แค่ดูตามความสะดวก 
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4.   วดัระดบัความช่ืนชอบของท่านต่อรายการโทรทศัน์ท่ีฉายทางไทยทีวสีีช่อง 3 ท่ีท่านตอ้งการรับชม
ต่อวนั โดยเลือกตอบตามตวัเลือกต่อไปน้ี 
 5 – ชอบมากท่ีสุด, 4 – ชอบมาก, 3 – ชอบปานกลาง, 2 – ชอบนอ้ย, 1 – ชอบนอ้ยท่ีสุด 
        

ระดับความช่ืนชอบของท่านต่อรายการโทรทัศน์ทีฉ่ายทางไทยทวีสีีช่อง 3 
5 
มาก
ที่สุด 

4 
มาก 

3 
ปาน
กลาง 

2 
น้อย 

1 
น้อย
ที่สุด 

รูปแบบรายการโทรทศัน์           

1.  ขา้พเจา้ชอบดูละครโทรทศัน์ของช่อง 3           

2. ขา้พเจา้ชอบดูซีร่ียต่์างประเทศท่ีช่อง 3            

3. ขา้พเจา้ชอบดูรายการวาไรต้ีและรายการตลก (เกมโชว,์ แข่งขนัตอบค าถาม)           

4. ขา้พเจา้ชอบดูรายการเพลง           

5. ขา้พเจา้ชอบดูรายการข่าว/ เศรษฐกิจ           

6. ขา้พเจา้ชอบดูรายการอาหาร/ การท่องเท่ียว           

7. ขา้พเจา้ชอบดูรายการเด็ก           

8. ขา้พเจา้ชอบดูภาพยนตร์ท่ีน ามาฉายทางโทรทศัน์           

9. ขา้พเจา้ชอบดูรายการสารคดี           

10. ขา้พเจา้ชอบดูรายการกีฬา            

11. ขา้พเจา้ชอบดูรายการเก่ียวกบัการศึกษา           

12. อ่ืนๆ โปรดระบุ ………………………………      
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5.   อธิบายลกัษณะพฤติกรรมการดูโทรทศัน์ของท่านขณะรับชมรายการโทรทศัน์ทางช่อง 3 (ท่าน

สามารถเลือกไดม้ากกวา่ 1 ค าตอบ) 

 1. ช่วงเวลาในการรับชมโทรทศัน์TVมกัจะเป็นช่วงเวลาเดิมๆ  

 2. ขา้พเจา้มกัจะเลือกดูรายการโทรทศัน์ดว้ยตนเอง 

 3. ขา้พเจา้จะเลือกดูเฉพาะรายการท่ีตอ้งการดู 

 4. ขา้พเจา้มกัจะดูโทรทศัน์คนเดียว 

 5. ขา้พเจา้มกัจะดูโทรทศัน์พร้อมคนอ่ืน 

 6. ขา้พเจา้มกัจะหาเวลาดูโทรทศัน์บ่อยๆ 

 7. ขา้พเจา้จะดูโทรทศัน์เฉพาะเวลาท่ีคนอ่ืนเปิด 

6.   โดยทัว่ไปแลว้ท่านพอใจกบัรายการโทรทศัน์ของไทยทีวสีีช่อง 3 หรือไม่ 
 1. ไม่พอใจมาก 

 2. ไม่พอใจ 

 3. เฉยๆ (ไม่สนบัสนุนตวัเลือกพอใจ หรือไม่พอใจ) 

 4. พอใจ 

 5 พอใจมาก 

 
 
 

 

ขอบคุณทีใ่ห้ความร่วมมือในการตอบแบบสอบถาม 

 



112 
 

BIODATA 

 

Name – Surname:  Supatta  Permpoonchokekana 

Address:   1723/72  Chan rd.,  Thoongmahamek,  Sathorn, 

    Bangkok, Thailand  10120 

Contact Number:  (+66) 806061128 

E-mail:   kt.permpoonchokekana@gmail.com 

Education: 

    2014 – 2016  Master of Communication Arts,  

 Major in Global Communication (International Program), 

    Bangkok University  

    2009 – 2012  Bachelor of Arts,  

    Major in Mass Communications 

    Ramkhamhaeng University 

Work experience: 

    Jun, 2016 – Aug, 2016 Part – time Clerk, Kroger Groceries Store,  

    The Kroger Co. 

    May, 2016 – Aug, 2016 Part – time staff, Cincinnati Baseball Stadium, 

DNC Sportservice Co.  

    Oct, 2012 – Apr, 2016 Marketing Executive, Concert & Event Division, 

    BEC-Tero Entertainment PCL. 

 








