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Abstract

This study aims to examine the factors influencing the credibility of Mala Shabu res-
taurant reviews on social media by PEACH EAT LAEK and their impact on brand equity
and consumers’ purchase intentions. The research employed a quantitative approach,

collecting data through online questionnaires from 400 social media users in Thailand.
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The results indicate that the majority of respondents were female, over half of the sample
group, aged 21-30 years old, and held a bachelor’s degree. Hypothesis testing revealed that
factors influencing review credibility included the expertise, trustworthiness, and attractiveness
of the reviewer. Additionally, review credibility showed a positive correlation with brand equity,
specifically in terms of brand awareness, brand association, perceived quality, and brand loyalty.
Moreover, brand equity significantly influenced purchase intention among consumers. These
findings provide practical insights for restaurant businesses in selecting suitable reviewers for their
target audiences to enhance review credibility and strengthen brand equity. The study also offers
guidance for designing effective marketing strategies to gain competitive advantages in the industry.

Keywords: Credibility, Online Reviews, Brand Equity, Purchase Intention, Mala Shabu
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mmé’?ﬂﬂ%’ﬁmwé’aﬂmﬁaﬂﬁuu%'fn%"]uaTmimuﬁdanmqaaulaﬁsum@'ﬁ‘[mLLmﬂﬁhqﬁ“u GRAND
ddyvaadniszau 0.05
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