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Abstract

The objectives of this research were: 1) to explore the influence of social media message
factors on the decision-making regarding café services in the Bang Nam Phueng community,
Samut Prakan province, 2) to examine marketing communication strategies through social media for
purchasing decision on café services in the Bang Nam Phueng community, Samut Prakan province.
This study adopted a concurrent mixed-methods research design. The researcher employed a
questionnaire to collect data from a sample of 385 individuals and conducted in-depth interviews
with 15 key informants. The data were analyzed by using descriptive statistics: percentage, mean,
and standard deviation and inferential statistics: Pearson’s product moment correlation coefficient
and stepwise multiple regression.

The research results indicated that certain factors of social media message influence the
decision-making regarding café services in the Bang Nam Phueng community, Samut Prakan province,
at statistically significant levels of 0.01 and 0.05. There was a total of 5 dimensions ranked in order
of importance: physical evidence message (B=0.25), place message (B=0.21), people message
(B=0.19), promotion message (B=0.15), and process message (B=0.11). These 5 factors could
jointly predict the decision-making regarding café services in the Bang Nam Phueng community,
Samut Prakan province with a percentage of 36 (R2=0.36). However, the product message and
price message did not seem to influence the decision-making regarding the services. Additionally,
the marketing communication strategies through social media for purchasing decision on cafés
in the Bang Nam Phueng community, Samut Prakan province encompassed 8 key strategies:
informative, entertaining, remunerated, interactive, image and identity, empowering, trust-building,
and popularity and reputation strategies. Café proprietors in the Bang Nam Phueng community
of Samut Prakan province were recommended to concentrate their social media message on
cultivating an image of environmental sustainability. This endeavor entailed highlighting the café’s
ambiance and aesthetic elements, with a particular emphasis on natural greenery, aesthetic
appeal, and distinctive style. Furthermore, accentuating the café’s integration within the local
community might serve to augment consumers’ inclination towards availing themselves of its services.
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