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Abstract

The objective of this research is to examine the relationship between marketing
factors, including consumer attitudes, social electronic word of mouth (social eWOM), and
brand awareness, and their influence on the purchase intention of customers toward the
“Kanom Sen Khun Ya” restaurant. Data were collected from 400 respondents, consisting of
187 males, 169 females, and 44 individuals identifying as LGBTQ+, all of whom had used the
services of Kanom Sen Khun Ya in Pattaya. The data were analyzed using simple regression
analysis, Pearson correlation coefficients, and the SPSS statistical software.

The results revealed that (1) consumer attitudes, comprising core values,
appearance, expectations, and potential, significantly influenced social eWOM in terms of
perceived trustworthiness, perceived opinion expression, perceived quality, and perceived
compatibility with the audience at the 0.05 level of significance; (2) attitudes, in these same
dimensions, significantly influenced purchase intention at the 0.05 level; (3) social eWOM,
which includes perceived trustworthiness, perceived opinion expression, perceived quality,
and perceived compatibility with the receiver, influenced brand awareness; (4) these same
aspects of social eWOM also significantly influenced purchase intention at the 0.05 level;
and (5) brand awareness had a statistically significant influence on purchase intention at the
0.05 level.

Keywords : Brand awareness, Social Electronic Word of Mouth, Purchase intention, Attitude
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