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Abstract

The study titled “The Influence of Social Media Marketing on Corporate Image and
Consumer Perception in Bangkok Metropolitan Area” aimed to (1) examine the impact of social
media marketing on corporate image, and (2) investigate the effects of marketing mix factors
and brand image on consumer perception. A questionnaire was employed as the primary data
collection tool, comprising four sections: personal information, social media usage behavior,
the influence of social media marketing on corporate image, and the factors affecting consumer
perception. The sample consisted of 400 consumers residing in Bangkok, selected through
convenience sampling. Data were analyzed using descriptive statistics and multiple regression
analysis. The findings revealed that product image had the greatest influence on consumer
perception. Content disseminated through social media significantly affected consumers’
evaluations of product quality, credibility, and satisfaction thus serving as a proxy for the
overall corporate image. Following this, the image of the user, which stems from direct
consumer experiences such as prompt responses via chat, engagement in comments, and
attentive service was found to foster a stronger connection between the consumer and the
brand. Next, corporate image, within the context of social media, referred to consumers’
perceptions of organizational behavior, including corporate social responsibility (CSR),
transparency, and positive communication through digital campaigns. Lastly, physical evidence,
though the least influential, played a crucial role in creating a favorable first impression. This
included website design, brand logos, and the overall visual identity of the brand on digital
platforms. The findings suggest that organizations should leverage social media platforms to
develop integrated branding strategies that encompass product presentation, service
interaction, and authentic corporate identity. Doing so can enhance consumer perception,

build trust, and establish lasting relationships with consumers in the digital era.

Keywords : 7Ps Marketing Mix, Brand Image, Perception
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