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Case Study : Social Media Division



KBANK : Online Banking Development

A10819MIUTL “9I1U” VBIaIAnNT

Mr. Pakorn Partanapat, Executive Vice President of
KASIKORNBANK added that the “Lifestyle Digital
Experience” will create new customer experiences
with KBank services meeting all lifestyle demands
and ensuring customers of the Bank’s even greater
understanding of their needs. This is expected to
make KBank the main bank for all customer
segments across the country and, in return, enable

the Bank to achieve its growth targets of 26-29
percent for fee income and 10-13 percent for loan

NIUad SCB / KBANK L%A1331181 social media 191313230t0% Tools
%ﬁ'ﬂmaaam‘qiﬁa N9lWNITUSNIT + MITULTavdaunay

(Responsiveness) = Call Center / Media Monitoring



SCB : Electronics Media

http://www.thaipr.net/finance/549750
9 fiqurau 2557

Siam Commercial Bank has been named
the top brand in the banking and financial
institution group for highest social media
engagement. The Thailand Zocial Award
2014 award demonstrates SCB's effective
usage of social media, including Facebook,
Twitter, YouTube, and Instagram, and its
true understanding and engagement
between SCB Thailand and its online
consumers, reflected by the bank's being
'Number 1' in terms of followers.

Mrs. Junphen Juntana, Manager of
Electronics Media Management,

represented SCB in receiving the award
recently at the Aksra Theatre King Power
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Social Movements
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Social Movements & Networking through Social Media

Manuel Castells

(Networked Social Movements)

offers connectivity, sharing and
‘feeling togetherness’

(Autonomous Networks) “By engaging in
the production of mass media messages, and by
developing autonomous networks of horizontal
communication, citizens of the Information Age
become able to invent new programs for their
lives with the materials of their

suffering, fears, dreams and hopes” (Castells
2012, p.9)

Effective tools for:
mobilising, organising, and deciding

Maintain communication channels
among movement members

Jan Van Dijk

(Information) Knowledge Networks:
exchange of information

(Change) ICTs are threat to traditional
totalitarian political systems that
control flow of information

(Mobilisation) Powerful tools for
mobilising

(Counter Information Campaigns)
Used by totalitarian regimes to
distribute their message

“Social Media in themselves will not
cause democratic revolutions”. (Dijk
2012, p. 136)



Social Media — Social Movements

Alberto Melucci

NOMADS
or THE PRESENT

SOCIAL MOVEMENTS

and INDIVIDUAL NEEDS in
CONTEMPORARY SOCIETY

Edited by JOhn Keane and Paul Mier
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Socialization
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Case Study : BP Oil Spill



SITUATION ANALYSIS

At 9:45 pm CDT on April 20, 2010, a deadly mixture of natural gas, mud, oil and concrete
exploded up from approximately 5,000 feet below sea level onto the deck of the Transocean
Deepwater Horizon oil rig stationed in the Gulf of Mexico.

The initial explosion
killed 11 platform
workers and injured

17 others. The fire
burned for a total of 36
hours before the oil rig
sunk into the ocean on
April 22.

Due to a malfunction
with the blowout
preventer's emergency
function, the well was
unable to be sealed
allowing 5,000 barrels of
crude oil to pollute the
Gulf of Mexico each day.

The disaster was quickly declared the largest oil spill in United States history. Not only was the
ocean surface glazed with an oily sheen, the impact on the marine ecosystems below the
surface and on shore was devastating. Additionally, the livelihoods of residents living in the
Gulf States of Louisiana, Mississippi, Alabama and Florida were put in danger.

20
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TONY HAYWARD, CEO

Tony Hayward had a number of factors working against him. First and foremost, he was grossly
unprepared to deal with an accident of this magnitude. Early on, his series of unfortunate gaffes
severely hurt BP's image and credibility for the remainder of the summer.

"Well, it wasn't our accident, but we are absolutely responsible for the oil,

for cleaning it up."
May 3, 2010
“The Gulf of Mexico is a very big

ocean. The amount of volume of oil
and dispersant we are putting into
it is tiny in relation to the total

water volume.” way 14, 2010

“The environmental impact of this
disaster is likely to have been very,
very modest.” may 18, 2010

“I'm sorry — we're sorry — for the
massive disruption this has caused their lives. And there's no one who wants
this over more than | do. You know, | want my life back."- may 30, 2010

21



Social Movements

Greenpeace Campaign to rebrand BP
The well-known
environmental advocacy
group, Greenpeace,
developed their own
interactive campaign to
encourage the public to
help rebrand BF.

According to the
campaign, “BP's slick green logo doesn't suit a company that wants fo invest in tar

sands, the dirtiest oil there currently i1s.”

Beginning on May 20, 2010, the public was able to submit their own design to a flickr
album full of green and yellow logos accented with black skulls and oil-covered animals.
Approximately 2 000 images were submitted to the rebrand BF flickr album and many of
the best images sfill emerge on a Google image search of BP.

22



BP Spills Coffee YouTube Video
"Don't worry about it. It's a small spill on a very large table.”

A viral sensation during the summer of 2010, the BP Spills Coffee YouTube Video by
Cu |tu re Upright Citizens Brigade Comedy made light of an otherwise dark environmental
disaster. The parody boasts 12,046,674 views and caused the site to crash at one point

Ja m m | n g during the summer due to its overwhelming popularity.

mwr

In YouTube &
Facebook lagi

awtan U lwsad
tﬂld 1
AANIILNHLNT
iagamﬂﬁo 12

a1 views

Others:

Live Oil Spill Feed

Deepwater Horizon Eesponse.com
Google creates Crisis Response Page for the Gulf of Mexico Qil Spill
Watchdog boycott BP stations

Anti-BP Facebook groups

Alabama musician, Brent Burns writes a song to BP
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Changing
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Tony Hayward
Former Group Chief Executive

Tony Hayward joined BP in 1982 and
in 1995, he became president of the
BP group in Venezuela.

He succeeded Lord Browne as group
chief executive in May 2007. BP
announced on 27 July 2010 that
Hayward would be replaced by Bob
Dudley as the company's chief
executive effective as of 1 October
2010

Robert Dudley, Current Group Chief Executive

Robert Dudley became Group Chief
Executive of BP on October 1, 2010
in the wake of the oil spill in the
Gulf.

Between June 23 and September
30 2010 he served as the President
and CEO of BP's Gulf Coast
Restoration Organization in the
United States before succeeding
Tony Hayward as Group Chief
Executive of BP.
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Case Study : The Bad Capitalism ?
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Case Study : The United States Army



The United States Army Social media
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Case Study : Web 2.0-3.0



About Us | FSG News | Careers | Contact Us “, Share Frangais

F SG Discovering better ways
to solve social problems

Services Impact Areas Knowledge Exchange >

FSG News & Events see all

> New Motion Graphic: How Can
Philanthropy Play a More
Important Role in Creating a Better
Future?

New FSG article in SSIR: Strategic
Philanthropy for a Complex World

-" = &
o . Vi > Shared Value Summit 2014: Next
m / y Steps

Our newest report: Guide to

Mayur Patel, VP of Strategy and Assessment at Knight Foundation, discusses working with FSG on a 2 N
: Evaluating Collective Impact

VIDEO developmental evaluation of their Community News and Information project.

The Collective Impact Forum

3 3 Online Community is now Live!
FSG's Strategies for Impact our core approaches

Sign Up for eNews >

Catalytic Collective Shared Strategic
Philanthropy Impact Value Evaluation

FSG Blogs see all blogs

* Social Impact
> Collective Impact
» Creating Shared Value

Education & Youth

N

W

Global Health

Strategic Evaluation

N

Knowledge Exchange




i GOV.UK

Q Departments Topics Worldwide How government works
Policies Publications Consultations Statistics Announcements

Follow us

Getinvolved B i

Find out how you can engage with government directly, and _—
take part locally, nationally or internationally. You can also n o
read policies about how government is increasing participation. E Blog

. [=] DeCC bulletins
Engage with government

ou can give your views on new or changing government policies by

Respond to Y i i hangi t policies b

consultations responding to consultations. Government departments take these responses
into consideration before making decisions.

3 days left
Proposals to amend legislation relating to combined authorities and

economic prosperity boards

Open consultations

6 7 q Read and respond

Closed consultations in Recently opened Recent outcomes
the past12 months

Future development of loans in Delegating children's social care



Web 1.0

“the mo=tly read-onhy Web®

250,000 sites

o

F
' user
publl){Ehnil:I generated
EaniEn content
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45 million global users

1996

Web 2.0

Web 2.0

‘the wildly read-write Web®

80,000,000 sites

content User

content

2006

Key Web 2.0 services/applications

2.1 Blogs

2.2 Wikis

2.3 Tagging and social bookmarking

2.4 Multimedia sharing

2.5 Audio blogging and podeasting

2.6 RS5 and syndication

2.7 Newer Web 2.0 services and applications

Educational and institutional issues

5.1 Teaching and Learning

5.2 Scholarly Research

5.3 Academic Publishing

5.4 Libraries, repositories and archiving

Looking ahead - the Future of Web 2.0

6.1 Web 2.0 and Semantic Web

6.2 The emerging field of Web Science

6.3 The continued development of the Web as platform

6.4 Trust, privacy, security and social networks

6.5 Web 2.0 and SOA

6.6 Technology Bubble 2.07

6.7 And Web 3.07



IMP

Knowledge Exchange : Information
Measurements



Social Media Monitoring Center

Quick immediately/daily
Response report
Field - based ‘ :
Require Stakeholder
Nuludrnuavdiaya in15 more ‘
information e aehorts

2DIDIANS Brand Eqwty



Issues Monitoring - Analysis (1)
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Issues Monitoring - Analysis (2)
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Issues Monitoring - Analysis (3)
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Power
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Social capital
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Stakeholder / Flow of Information
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Quartet communication
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New Management for Communication

Broadcast structure | Network Structure & Community
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Communication ?

Corporate &
public
communication

Passive &
Power from building your
below ." .
message
‘
Power of Complex of
convergence society
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It’s difference

"I think it's impossible to win
in digital or in social media if
you're approaching it in a
siloed way. And you can see it
when you see different
[organisations] launching
things in the social media
space, especially if there's no

Leslie Berland,
SVP, Digital Partnerships and

Development at American alignment [with the business].
Express luﬂui‘i"lﬁ?il-‘““]:i-f.leﬂ’l'iﬂl'l'ﬂ“ |t's ve ry transpa re nt_ |t |OO ks
Twulszdnd 2013 Tas Deloitte « s s "

a2 MIT Sloan Management disjointed and unclear.

Review httpAwww. theguardian. comdechnology/2014/5an/29/how-to-manage-social-media-across-the-whole-business
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Thank you for your attent|on

soohtorn@imageplus.co.th
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