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The Guidelines for Digital Media Communication
of The Social Security Office
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Abstract

The objective of this research is to study the Thai insured persons’ behavior of
information exposure, knowledge, understanding of information via digital media of the Social
Security Office (SSO), and to study the digital communication strategy and problem currently
found in use of SSO digital media. The study on both female and male Thai insured persons
for 400 persons was conducted. The data was collected using questionnaire and in-depth
interview with five SSO executives that have had corporate communication knowledge.

The finding of the studying result indicated that SSO has currently publicized

information via digital media through three main channels consisting of SSO Facebook
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Fanpage, SSO website (WWW.SSO.GO.TH), and Application SSO Connect Mobile.
However, SSO digital media communication which has been the best accessibility to the
insured persons or the service users in the viewpoint of the executives has been SSO Facebook
Fanpage due to its ability to most conveniently, rapidly and efficiently create perception and
access to the service users. SSO public relations have emphasized on creation of perception.
Four main important matters have consisted of contribution collection, payment of benefits
for 7 cases, employer duty, and duty and privilege which will be acquired by the employee.
The contents of the information public relations which will be proposed via media have
included the content relating to knowledge provision and privilege of the insured person under
Section 39, the content relating to knowledge provision and privilege of the insured person
under Section 40, the content relating to knowledge provision on the matter of health
promotion under the policy of the Ministry of Labour, the content relating to privilege in case
of unemployment, and the content relating to creation of perception of Hotline Service 15086.
The Information Center which is the key work unit in public relations of SSO information
has established the Sub-Committee of Public Relations for mutual thinking, and designing
the content of public relations which has been creative, easily memorized, and has used
language that hit home to be suitable for each group of the service users, resulting in proper
knowledge and understanding of information via SSO digital media for maximum interest of
the service users.

In part of the studying result by collection of data from the samples that are 400
insured persons, it could be concluded that the samples had high level of the overall
knowledge and understanding of SSO information via digital media. After exposure of SSO
information via digital media, the related specific information could be well memorized. They
commented that the use of video for information explanation could acquire the detailed and
clearly illustrative information, and contribute to more easy and rapid understanding. After
exposure of SSO information in digital media, the samples were informed of privileges which
should be completely acquired. The agreement or disagreement with such information could
be analyzed. The contents could be summarized into self-understanding in short and
conciseness, and could be memorized. In addition, the transmitted contents could be assessed
how more or less they were suitable and properly proposed in term of the information content.

The finding of the hypothesis testing result included the following.
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1. The insured persons with different gender, age, educational level, and monthly
income had indifferent behavior of information exposure via SSO digital media.

2. Different type of the insured persons had different behavior of the information
exposure via SSO digital media at statistical significance of 0.05.

3. The insured persons with different gender, age, educational level, monthly
income, and type of the insured person, had indifferent knowledge and understanding on the
information via SSO digital media.

4. The insured person’s behavior of the information exposure via digital media
of the insured was positively related to knowledge and understanding of the information via

SSO digital media.
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