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SINIKAN SIRISRIMANGKORN : RELATIONSHIPS BETWEEN
CONTENT TYPOLOGIES IN ONLINE SOCIAL CUSTOMER
RELATIONSHIP MANAGEMENT AND CUSTOMER ENGAGEMENT.

THESIS ADVISOR : MULLIKA SUNGSANIT, Ph.D., 162 PP.

FACEBOOK/SOCIAL CUSTOMER RELATIONSHIP MANAGEMENT/

CUSTOMER ENGAGEMENT

The research aimed to study 1) content typologies in online social customer
relationship management and customer engagement 2) the relationship between
content typologies and customer engagement behaviors 3) the different level of
customer engagement behaviors among fan page characteristics and 4) the
relationship between customer engagement behavior and consequences of customer
engagement in Thailand mobile phone industry. The respondents were 400 Facebook
users who were fan of Facebook page, at least one of the three selected mobile phone
companies, 1) HTC Thailand 2) Nokia Thailand and 3) Samsung Mobile Thailand.
Two hundred respondents were Facebook users who were current customers, other
two hundred were not current customers. Questionnaire was used to collect data.
Descriptive statistics, t-test, and Pearson Product Moment Correlation Coefficient
were used in data analysis and hypotheses testing.

The results showed that content typologies in online social customer
relationship management had medium to high positive relationship with customer

engagement behavior. Furthermore, customer engagement behaviors showed medium



correlation with consequences of customer engagement. Customer engagement

behaviors did not show differences among fan page characteristics.
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