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(Electronic word-of-mouth communication factors affecting consumers use of Café
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ABSTRACT

At present, café businesses have become increasingly popular among a large number
of consumers. One of the most well-known café brands in Thailand is Café Amazon, a coffee
shop business under PTT Public Company Limited. This study, entitled Factors of Electronic
Word-of-Mouth Communication Affecting the Use of Café Amazon Services among Consumers
in Bangkok Metropolitan Area, aimed to examine Café Amazon service usage classified by
personal factors and to investigate electronic word-of-mouth (eWOM) communication factors
influencing consumers’ decisions to use Café Amazon services.

This research employed a quantitative research approach. The sample consisted of
385 consumers who had used Café Amazon services in the Bangkok Metropolitan Area,
selected through convenience sampling. Data were collected using an online questionnaire, and
the data were analyzed using descriptive statistics and inferential statistics.

The results revealed that personal factors, including age, educational level, and
monthly income, significantly affected the use of Café Amazon services in the Bangkok
Metropolitan Area at the 0.05 level of statistical significance, whereas gender and occupation
did not have a significant effect on overall service usage. Furthermore, electronic word-of-mouth
communication factors, namely information credibility, positive attitude toward messages, and
information frequency, were found to significantly influence Café Amazon service usage at the
0.05 level. Among these factors, information credibility had the strongest influence on
consumers’ decisions to use Café Amazon services. However, information quality was not found
to have a statistically significant effect on service usage.

The findings indicate that electronic word-of-mouth communication plays an important
role in consumers’ decision-making behavior in the café business. Therefore, business operators

should place emphasis on managing communication on social media platforms.

Keywords: Electronic word-of-mouth communication; service usage
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