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3 lanFsuIas1uN 15U i (SOP) atfuéiu

sisanans: LIB-SOP-B05-2570

datanans: n‘15§iamsaaﬁnmazmsma‘mn%n‘m*ﬁomnﬁmam" (Strategic Communication & Service Marketing)

nasafu: 1.0

Juiiifedula: 1 aa1Au 2569

Juinumiugalu: 1 aarau 2570 (M‘s‘aLﬁaﬁmﬂﬁﬁ'uuuﬂaonaumﬁmsﬁaawsw‘%amwﬁnmﬁaaﬁns)

Process Owner: yninoudasisasdnsuazilssanduwus (waM&TuY Iwawaiias) mMalanisarduuad faruanmssdrinvasguanaiy
Lﬂ'au‘iﬂaqmsmarﬁs’: Library 5.0 « gms@ansi 2 (Excellence Service) « TQA vana 3.1, 3.2, 7.2 « Enterprise Priority 1 (Seamless User Experience)
wae 4 (One Team) « @ndian SMART (Service excellence, Together)

1. daauscsiva (Outcome-Based Objective)

o 'Y = Y > . ; P Py - . . . o
agnsgAuNsRadsuaznIsaaIauad&InagyaNa19AN "N151AYA1 (Broadcasting)"” § "nisdasdsidvanseAlsing (Strategic Communication)” 1

'
gala

fumdaunsius 859n15laHuun wasldaunadinssueladuznis doniunadwsiin'le laun das1n1sladusnnslus (Adoption Rate) andu =20% uadv

o o Y - o o o . o ! ' ' '
wauley, azuuunissusaananeal (Brand Perception) Tusséiu "Smart Learning Experience Hub", uaza1sdasnsnialuianaasineszuinode
(Silo) av 230% Faamaaviuidaviei Library 5.0 Misasnistinlaidndouasiiunaid1uadusnisainoniiase

2. aauan (Scope)
AsauARNAIsAassuAzNsAaIATenaluLaTAEuanadAnT WunAtaInIe (Omnichannel) ‘laun:

1. External Communication & Marketing: nsa9t&3uu3nns (Service Promotion), ns&sauusue (Branding), nsiansfadeauaaulal (Social
Media), t3u'laié, LINE OA, uay Digital Signage

2. Internal Communication: n1s&aasiduiiel One Library One Goal, nmsudviiuainug (KM), wazn1s8s1eimiusssuavensg

3. Crisis Communication & Reputation Management: n1sian1szdasadizautivanaisae wasmuaneailunanginga

3. aA1darAaaUd (Definitions)

AdANU TR

Strategic Communication nsdaansidianTavaaaseduihvanaansaans (1zu asuan Adoption zas Al Jinny X) ‘hiladusnisuaelinsiu
Service Marketing ATARIATLIUTNY "ﬂmﬁi'\ﬁm”’tﬁ"’l,@ﬁu (Outcome)" Litduna "Wiaasuavsyuu (Feature)"

Omnichannel Engagement msaﬁoﬂszaumsaimsﬁamsﬁm‘aLﬁaoLLasaamﬂa”aoﬁumnﬁaomo (Online/Offline)

Engagement Rate Fasnsidusuifianuviung (1 Share, Save, Comment &uaiu) unnninwa Like

Brand Perception MndnwaiikldusnssusiAmAuviasaua (Jaan Survey/Sentiment Analysis)

Crisis Communication LHULARZLUINIINSAALRUAIAAtasad T nuTaaNsalauianansenuA wan el

4. ununuaziiiaf (Roles & Responsibilities)

UNUIN wiausufAndau

Process Owner (uu.muﬁamﬂ) auﬁ’ﬁl,l,wuﬁamiﬂszzhﬂ MUANANINBALLUTUG ULAEUINITIAATT Crisis Comms

Content Creator / Marketer néniilavn (Content) Mdsgauaziinladia 4avin Content Calendar uagiiaseyl Analytics
Service Owners (nnna) Widayaldodnuasusang anau uay Outcome wadusnIsautas Wialilunsaain

Internal Comms Champion Anuusiazie anszanaNnasaalunaysiusiu Feedback annuaains

vl o/

Student Ambassadors / Influencers (671) Tn@nuAflunszuaniae daldsTunuznisluyuuae Peer-to-Peer


https://git.lib.kmutnb.ac.th/lib-it-kmutnb/tqa/-/commit/3e33215e690b65b5e62f77ccfa69749e39693d03
https://git.lib.kmutnb.ac.th/pol4free
https://git.lib.kmutnb.ac.th/pol4free

5. Aiumauni1satidueu (Procedure)

& Phase 2: aanuuuuantleyuaztanig
(Omnichannel Campaign Design)

C

Phase 3: dtfiunis@aasuazasianisiisdiusiu
(Execute & Engage)

l

Phase 4: AaeuLazIaNa
(Monitor & Analytics)

K irinu

© Phase 5: ¥an1srasavBauLasAIWAABA]
(Crisis & Reputation Mgmt)

l

Phase 6: &aasnalunasliunagng
(Internal Comms & Refine)

ussatihuune
Adoption/Engagement?

N

Phase 1: Stasvvinauiihvunauaradaauuan (Audience & Message Strategy)

1. wivasuiihvang (Segmentation): Wadne d.a3, U.1n/tan, a1a1sdd, yAalng, AU
2. 51A51eM Pain Point uay Channel Musiaznaulitianign
3. innum Core Message aeiiu Outcome:

K aeyarr: "sdiszuu Al Jinny X"

v

o Wiwad: "euaiidaaialadu 2 wih eaa Al Jinny X fahasiudiuasn

Phase 2: aanuuuuautdayuazadasniy (Omnichannel Campaign Design)

1. ¥avin Content Calendar shaifiau/se'lasuna saaaaadAudfiuiznns (v adainan, 19vinTdsida, dedan)
2. W@andasmelvitnangdunautihvang (1du TikTok/IG & sy 1.3, Email/Website &1usuananst)

'3

3. aanuuy Visual Identity wag Tone of Voice Tviganmaaadiuwusus "Smart Learning Experience Hub"



Phase 3: atiiun1sdasdisuarasron1ssisiusau (Execute & Engage)

1. ndauasiHaunsiiamanuwau (Video, Infographic, Article, Reel)
2. linafia Gamification w3a Challenge \iansesiunsiigiuin

3. seauoudu Service Owners wiavin Live Session w3a Workshop wuginusnis

4. Gade Digital Signage uag Pop-up lufiuiiviasaus (Physical Touchpoints)

Phase 4: daauunaziana (Monitor & Analytics)

1. dmau Dashboard nsaananndila (Reach, Engagement, Click-through, Conversion/Adoption)
2. ¥in Sentiment Analysis ann Comment was Feedback
3. wauviau Adoption Rate zavusnsnaunasrasuauLley

Phase 5: Aaan1s2asasizautarninanueal (Crisis & Reputation Mgmt)

1. saundutiasasdau/drau analu 24 1uu. (SLA) m"’;ﬂﬁ'\Lﬁﬂoﬁtﬂuﬁmu,amn"ﬂagm

2. vianadnae (Crisis) 1villlalad Crisis Communication Plan viuvi (Hold, Acknowledge, Resolve, Follow-up)

Phase 6: 5amsmu‘luuazﬂ%’unaqms’(Internal Comms & Refine)

1. fasstihuwnnauazanudidaliiyaainsaialufunsusiiu Morning Talk, Newsletter, #3a LINE Group

2. ihdaya Analytics undFunagns Content Tutdiauda’lyl (A/B Testing)

6. dianszuiunis (Process KPIs) - LeTCl Framework

KPI Name

Service Adoption Rate
(Post-Campaign)

Engagement Rate

Brand Perception Score

Response Time
(VOC/Complaints)

Internal Comms
Effectiveness

{ieny (Definition) gansAaruat (Formula) atihnung wuavAaYA ANMUA
(Target) (Data Source)

sasaznsANduna9 ((aswanLdey - AauwaNLleay) / =20% System Log + 578l

ANTTAUTNITURY AauwAutdey) x 100 Campaign wAuLley

ANty Report

Faasfidiusuiid ((Likes + Comments + Shares + =25% Social Media JELRaU

ALATNARAAAIN Saves) / Reach) x 100 Analytics

AZLUUNIWANB DI ALaREALLUY Survey (1-5) Tuda =4.50 Brand Survey s1adl

aualuyuuaaelel Smart/Modern/Friendly

naadslunsaau HRTIULIRIAAUNKYU / I1UIUTDY = 24 214, Social Media FRE[R)!

AXUADTRIGEU 3eu Inbox / VOC

aau'lai Log

s”aﬂawaouﬂmnsﬁ (:i'm'suﬁmauqm,muahsm [ Auu =2 90% Internal Survey 5181 6

i IR3duviei/uih AfNAIaLN9) x 100 thau

nunaidaqtu

7. MsUBKISANR LY (Risk Management)

AR a9 (Risk)

wanscnu (Impact)

tAnas1N/2a5avauanaiuTuial WRaawanuaiguusy, sl
1dua tifasiu

& | = ' \
au'ludvaea/aulisula (Low Judsganaluasnaigatlan,
Engagement) uinng AR

- | % o ' ! v o o P
dadshidanndaiusruiinvdas Wladduauy, nMwanwallai
/e ALY

azuiea PDPA Tunisaann

Aanguune, gniassad

yaarnsnalubuintlanagns vinoulaldTuianofiendu

(Silo)

uasn15AIUAN (Control Measure)

Crisis Comms Plan + Social Listening Tool + ausuvinaauuwzan +
SLA saunau < 24 2.

A/B Testing flavn, 19 Data Analytics Sunevideniylduay, Usu Tone
of Voice

Centralized Content Calendar + Brand Guidelines + usgausnuiu
Service Owners AauTwW&s

PDPA Checklist &husunnuautdey (ua Consent Aauladnw/dayacilel)

Internal Comms Routine (Morning Talk, Monthly Newsletter) +
One Library One Goal Campaign

o e a A o
8. lanasuaziunnntaa2aad (Documents & Records)

o -
sudtansig Aatansng

LIB-FM-COM-001 wuuWasuunuiassuaznsaatasail/selasuna

[% o

uinIaLAu SLATANAALAL

Judaans 31



o

P a o 'Y
sidlanang 2fatandng niNnAaLAU SLULIANAALAL

LIB-FM-COM-002 Content Calendar wag Brand Guidelines Nudaans 31
LIB-FM-COM-003 wuuwasu Crisis Communication Plan Nudaans 51
LIB-FM-COM-004 wuu&1533 Brand Perception & Internal Comms uiasns 31
LIB-RPT-COM-001 enuitangidszdnannueuiile (Campaign Analytics) udaas 31
LIB-POL-COM-001 uTeunansdasnsadAnsuarianisawansal dineu wa. ARanaNEL

9. Usriansun‘la (Revision History)

s Y ° >

- = = v a
a5y ui sraanduanisuala avin Waus

1.0 01/10/2569 Faviatiuusn wiasassu Library 5.0, Smart Marketing wag TQC 2570 ALV ULNEARAT T6.05. W0 &3

=

Q a@ruuziind1su Process Owner (u.8.8515u1i) Tun151in SOP i1l 12125:

1. 2na Outcome 1aital Feature: flaluaulainvasanad "svuuagls” waaulain "fuhaasisunle" nauaudaysasaavdiaingldlvlealu 3 Junviusn
(12t "autdsi§atydu”, "wniis&ataalu 10 5")

2. Internal Comms dasagu: AaufiazllsTunWiglinauannsu yaainsaalusaasizinlanazduduuinisiiunau daninouniiaiiinasfoasune

Al Jinny X lii'lé nsaaraniauanagautialIviud

3. 1af Data 1hnne Content: adniaineladzuavayls g Analytics I1Twasiuuy'lvy a1lvu A Engagement @viga uavingh (Double down on what
works)

4. Student Ambassador éa Key Success: d1vsunauiin@ns nnsi "wiauuaniiau” (Peer-to-Peer) fiw
giasannaindnhaTdsTun

o

JunnINUsTAAINALWANINATT 10 Wi AT

5. Crisis daTlan1a: (lafitasasdauluiandaa nseaunduisiad uias uasuAiagmlaase avildou "aud" IWnatady "unuiugun® 6

@ AsidanTavAun oLl TQA wazviavauaaiau (Evidence Packaging)
TQA Band 3

e uwIA 3.1 (NM53usidavana): SOP fiasauaaunis¥uie VOC riu Social Media uazn1svia Sentiment Analysis
e 1A 3.2 (ANuswalauazaiwanuai): KPI 13a0 Brand Perception Score wag Engagement Rate danangiuidoilseding
e uNIA 7.2 (HadWSA1UanaAA): Service Adoption Rate Miutiundouauiley uanodsllsed@ninanadinisnain

vavayaaau 2569

o Ghida 1.1 (Msusunsaialust): nsdasnsnisaaiauazanarduiius (E1.1-06) 7l Data-Driven Marketing
e dhida 2.1 (L3NsuTanTsn): NsTUsTanuazaste Adoption WAL Smart Room, Smart Payment, Al Jinny X

Library 5.0

o Seamless Experience: Omnichannel Communication fiela'ld5udamnuisanaaasfunnandueda
e One Team: Internal Communication Minaia Silo wazas19aunlasInluivane One Library One Goal

& nrsuitauTuvdu SOP du

SOP vitauTu dnaizasidaniae

SOP-AO01 (Service Design) 11 Customer Journey uag Pain Points unaanuuu Message wazuautieay
SOP-AO03 (Digital System) HNufiallsTunuasasne Adoption WiAuszuuAINaTnag

SOP-B01 (One Data) lafiayaann Dashboard uvin Data Storytelling Tun1sdaans

SOP-B02 (KM) velkns OPL/Best Practice wagdan Knowledge Sharing Day

SOP-CO02 (ONE Improvement Portfolio) 11 VOC anTaidiaafiifiaii Portfolio iasuilyousnns



11|l atinv Dashboard #usudianu SOP-BO5

STRATEGIC COMMUNICATION & MARKETING DASHBOARD |
drilnvasguanaly waw. | Library 5.0 |

g7 Service Adoption (Post-Campaign): +25% (Target >20%) |
() Engagement Rate: 6.2% (Target >5%) |
3% Brand Perception Score: 4.65/5.00 (Target 24.50) |
¢) VOC Response Time: 4.5 2. (Target <24 2u.) |
Internal Comms Effectiveness: 94% (Target 290%) |

B Social Media Reach Growth: +18% (Target >15%) |

lana15iiinrintusduuu Markdown sav4u GitLab Native Rendering

nasaiu: 1.0 (Strategic Communication & Marketing SOP) | ¥ui: 28 fusnau 2569
WANYWN: ALZYINIULNEAIRAT A 1UNUAINANKRIY UAN.

Process Owner: u9a&siiuy Twaizdas (udasnsasdns)

WauldG: 5d.a5.we &3 (Ha1ureanns)

AMsnumudaa‘li: 1 aarau 2570

@ daauilavig

"nsdaarsuasnrsaaiazay Library 5.0 lulenis 'uaninsvinagls' uadanis 'virlvigleiiuaaimuasaginizirule 110 lauausnis usiis12e

; > ; ;
=3 ga o =

"ssaunIsainIssEusiaau ifandonavnisdaanioansamansiduiadau One Library One Goal vifluasy”

g

asaanuduniinage SOP (1@5adununa B udd!)

SUd ila SOP gauy
LIB-SOP-A01-2570 &y A07-2570 ASELIUNITUAN (7 atiy) L&EaRUYTAl
LIB-SOP-B01-2570 One Data One Truth \&5AFNY AL
LIB-SOP-B02-2570 WeluryaaInsuae KM &5 Nysal
LIB-SOP-B03-2570 usmsANuLEag &5 YTal
LIB-SOP-B04-2570 wsmsalsranauasiadadiden \5AFNY Tl
LIB-SOP-B05-2570 das1savansuazn1snann E LT EGTETYE (pajuil)
LIB-SOP-C01-2570 Janatagsaouna (TQA/Green) 52

LIB-SOP-C02-2570 ONE Improvement Portfolio 58

LIB-SOP-C03-2570 NUMUTALRUTUNS 8 72

mYnuaaInNITIUHNYAYin SOP uula C (C01-C03) ﬁoﬂuummi@mauazﬁnﬁso (Measurement & Improvement) wiatlaviraza SOP 19 15 aifu ua'ls

Ayl Q



