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Impact of E-Word of Mouth on Brand Equity Perception and on Making Decision

toward Choosing Japanese Restaurants in Bangkok

W1A3 ey

UnAnw1USaaln W Inendunganm

unAnga
mMeiTeedsiliinguivasdifleAnunavinaresnisieansieiitindetiniunsesulatiidena
sonsuinuAmsAuAuarsdndulafusenue s uomsglulunnsammnamuns 1153 ot
Wumsidaidedsalasliuuuasunudueiestelunsifususudoyannguslarodveglun
n3IMMAMIUAS $1uau 400 AU adATlunTAlnTeideyalaun Afesar Aady Adosuumsgu
LaENITIATIZINITONDBELTINYIAN NaNTIFENUI Hreuwuudounuddngdumendgs Tongszning
21 - 30 U qu nsAnwluszauuSgans Usenauoninninanuussnensu I@a;ﬁﬁﬁdwéwdaﬂums
dndulasuussmuemsiyomsgiiudeiiiou Ingltdeuszinvdumesidntisaivayunisinauls
nsluinsuemaduunielugas 1 Weudiuande 2 - 3 afs Wedinislduinsiuemaduuudasi
finmsuenseludeyanadun wazilszfunsdeansmeisuindouinsiumsseulaveglusyfusnuass
syiumsiuinsduduasmsdndulaulsemuomsiiiuosdiulassnegluszduann anuans
viedeUANIAFIUNUT BvBnavesniseansieisuindetndunsesulavdmariensiuinsduiu
omnsfuusazsnuvesiulaaluumngaymaviuas Tuvagiidvnavesnisdoasieisindeuin
runseulall warensiuinsdumuesdiuusassuvesiuslaeluansammumuasuansis
fu uazdvdnavesnsdemsmeisuindeunniunsosulatdmasionisdadulesulszmuemsiiu

o o o

a [N | Ao aad
@qﬁqﬁmqusﬂaqﬁjUiIﬂﬂiuLsﬂmﬂEQLWWM%quﬂiagqJﬂuﬂaqﬂquﬁaﬂmmigﬂU 0.05

ARy dnsnavesindetnduneeulad nsuenge nssuznTIAUR msdaaulaTuYTenIu

CRZRERTLY]

Abstract

This study aimed to study impact of E-word of mouth on brand equity perception and
on making decision toward choosing Japanese restaurants in Bangkok. The study applied a survey
research using questionnaires to collect data from 400 consumers who lived in Bangkok. Statistics
used for data analysis included percentage, mean, standard deviation and multiple regression

analysis. The findings revealed that most of questionnaire respondents were females aged



between 21-30 years old and graduated bachelor’s degree. They were officers in private
companies. They only sought online information to support their decision making toward
choosing Japanese restaurants which they were not sure about. Those who involved in decision
making were their friends and they used internet as a source to support their decision making
toward choosing Japanese restaurants. In a month, they visited Japanese restaurants 2-3 times
and spent 501-1,000 Baht. They passed on information to others after their visits. Efficiency of E-
word of mouth and incentives causing belief and trust on E-word of mouth were at high level.
Brand equity perception of Japanese restaurants and decision making toward visiting Japanese
restaurants were at high level. The result of hypothesis testing indicated that impact of E-word of
mouth had an effect on consumers’ brand equity perception in each aspect while impact of E-
word of mouth had an effect on consumers’ brand equity perception differently. In addition,
impact of E-word of mouth had an effect on consumers’ decision making toward visiting

Japanese restaurants at a statistical significance level of 0.05.

Keywords: E-word of mouth, Word of mouth, Brand equity perception, Decision making toward

visiting , Japanese food
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