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Abstract

In each country Social enterprise) has been defined in different aspects but there is the
same concept which focus on solving social problems and help people has better life. However,
some entrepreneur may encounter difficulties to keep their enterprise for sustainability growth.
These may cause from many reasons, for example mindset of stakeholders, financial resources
shortage Including lack of business experiences such as human resource management, production
management, as well as marketing planning. Especially, marketing activities is one of important
business functions which entrepreneur can apply to use which included value creation of product,
appropriate pricing strategy, distribution and communication channels planning. These will help

social enterprises can make profit while maintaining social impact.
Keywords : Marketing activities, Social enterprise, Social impact
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(Madill and Ziegler, 2012) wag (Newbert, 2012) Tgn1snaiauuuynaa (Personal marketing) N159a1n
wuuUnsiaUan (Word of mouth marketing) wagn1snatanudedanu (Social media marketing) Tunas
ALdUNAINIIUNIINITRAIA (Wong and Tse, 2016) Wag (Roundy, 2017) n$nensiagldlunisandy
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AAINDEY1993999LUBIANT s’mﬁy’ﬂﬂﬁﬁﬂmimmﬂﬁLS?fmmzyiuaqﬁm (Mitchell et al, 2015) wag (Powell
and Osborne, 2015) M5MAURLNLNINTIAA Fadiuluinnudosnsyuvy wunsldnagnénsaia
winnssulule muﬁgﬂu;uﬁuﬂaqwéms%mamsmmmLLUUU”sm”umi (Roundy, 2017) uag (Sutton et
al.2018) fimsldnsaaauuuseulatesaneumainnansunaniesy (Platform) sausianislddenis
1P (Social media) IumiﬁaaﬁmqmimmﬂiﬂﬁmﬁjuLflmma (Chung et al.2016) wag (Wong and Tse,
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57A1 Matei, L. and Sandu, C. (2013) sounsdsvinanuldlaluizesussgdneivesdunvesianis (Peattie

and Morle, 2008)
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