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ABSTRACT

The objectives of this research are (1) to study reputation management in the
digital age (2) to study the relationship of public relations in framing public opinion. and
the impact on business compliance to be applied in the current business this research is
quantitative research. Using the random sampling method. is a total of 1,000 people in
Bangkok. Random sample of 515 people in Bangkok the tool used to collect data is a
questionnaire. The statistics used in this research are the percentage (percentage) to
measure the personal characteristics of the respondents, the mean (Mean) and standard
deviation. (SD.) and analysis of Pearson Product Moment Coefficient of Correlation.

The results of the research found that there is a relationship between public
relations in the preparation of the public opinion framework (Y4) and the impact on
business compliance. To be applied in the current business, it was found that the
Marketing Public Relations (MPR) strategy of the announcement (X1) had a P-value of
0.000. Has a value less than 0.05 (0.000 < 0.05). Organizing events or special activities (X2)
has a P-value equal to 0.000. Has a value less than 0.05 (0.000 < 0.05). Organizing
community activities (X4) has a P-value. Equal to 0.000 is less than 0.05 (0.000 < 0.05)
Activities that have a persuasive nature (X6) Activities or actions that show Aware of social
and environmental responsibility (X7) has a P-value of 0.000, has a P-value of 0.000, has a
value less than 0.05 (0.000 < 0.05) That is, reject the primary hypothesis HO and accept the
secondary hypothesis H1. This can be written in the form of regression analysis as follows:

Y=-0.430 + 0.308(X3) + 0.573(X5)

Keywords: Reputation Management



	4 เล่มวิจัยการบริหารชื่อเสียงในยุคดิจิทัล บทบาทของการประชาสัมพันธ์_ชัญญณัท กริ่มใจ-4
	2 บทคัดย่อ-65( 1-07-66)

	4 เล่มวิจัยการบริหารชื่อเสียงในยุคดิจิทัล บทบาทของการประชาสัมพันธ์_ชัญญณัท กริ่มใจ-5

