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Abstract

This quantitative research study has been conducted to investigate the relationship
between Facebook service quality on consumers’ satisfaction and electronics word-of-mouth
in North Eastern of Thailand. A survey method has been conducted on a sample taken of
396 respondents. The data was analyzed by coefficient correlation analysis. The results
revealed that Facebook service quality related significantly and positively to customers’
satisfaction and electronics word-of-mouth at r? = .32, .65 (Sig .01), respectively. However,
the components of Facebook service quality in terms of environment quality, interaction
quality and outcomes quality predicted significantly and simultaneously to customers’
satisfaction, at R? = .39, accumulation error = .74, F = 85.15 (Sig .000). Therefore, these
components of Facebook service quality could be represented the new approach for

developing customers’ satisfaction and electronics word-of-mouth.
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2. NEINANTTNY (Affective Theory) naufifiaulanisual (Emotion) waziilamn
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(Satisfaction) (Belos & Gabcova, 2016)
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Gungor & Cadirci (2013) Twquwmmmmﬁwumﬂmﬁ{@mﬂﬁLfﬁﬂmﬂﬁﬂ@?
(Electronic Word-of-Mount e WOM) duranan WYNIBIYAARNT DB Anslmanigle
LB B8 FIAN (Social Network: SNS) 7ina1989ms IWARsTow (Brand) USHEW (Company)
RwA1 (Product) Lﬁumﬂ%ﬂﬂmmmﬂqwu SNS uu‘[mﬁum@‘iﬁm?ugﬂLmu'ﬂﬂwym
AUYIU (Chatroom) IR (e-Mail) %ﬂﬂ'}’m (Message) ﬂ’l’ﬁﬁ‘ixﬁuﬂ@ﬂ@ﬁ (Online-Forum)
339T5% (Review Site) i
WAdudslnlrasatsznanrasntayalinpatinAidnnsafinad o unnaad el
Taun 1) AnnAndin@euaniiinensmn@nsios (Positive Opinion Regarding the brand) 2)
n"4fiug ey A (Convinces Information) 3) N19uHEHN IR UarasAnEniAa (Objective

Comments Review) 4) LﬁuLL‘lfiédﬁTmeT@ (Trusted Sources) (Aslam et al., 2019)



Journal of Academic for Public and Private Management Vol 8 No.1 1151

NSAURKIAANTIIFEY

pHRenelazeIgnan

AATNUZNTTNGELYN

n1ayAlINAaUin

Adannsaning

AN 1 NTDULUIAATIIY

Usz7nsuaTNgNAIaLNg

tlsz91n3 (Population) Uszenmuitendeay lunansiueanidesmile Ustinalne
uazle Facebook iiugasnisTunisfinmad aansuazwuantuil wa. 2567 aulnaly
Facebook Tunnamzinannidvmidafidnautayd la91u Facebook BgdHAMHANA1
12.9 autiyd Tnefldnaoutiaydsy l591m Facebook wuviiTundls 60.01% wazyis
39.99% (Isan Insight, 2024)

v 1
a o

PUIANGNFAIBY19 (Sample Size) HATHTINUAVNIANGNAIBYNATEAVAIIN

U

Feruanuar 95 AMEARIAAREUTENAL 5 LazdnsannafurayanduAula uifisos

[

ar 10 (AIUIAANBYINEIHIN 440 AW (TEYYyR3 TUNILaTey, 2554) MInNuan 398

A

AWMLY ANAUAWNT (R 396 AN

I
[

AqguFIBY1e (Random sampling) KATYFNFMBEWNIURAINANNTYTINTRHFIAS
Talunstrweya Tneyddelszsndsiusuazdsynasuadasiuay Facebook Fenszans
agNnuil lnnenzduasnideamilensenfinnaiuind o uunasini i edszau
AHTINRaA NN ARSI S U AT Yy A

A A oo
LATBINaR9Y
dl A dl % a o a o/ v o !

wapeedilsunisidaiuuuuasuanafianiasiavatasyiutuuusenndy 4
Aavsana (Uil

AEUT 1 AEUDTNYDYANIULAARYBINABLULLFBUATHAININ 5 28 [AUN 1) LN

2) 919 3) 218N 4) 13 lraynaadl uay 5) Usraunisndlunis mweyn



Journal of Academic for Public and Private Management Vol 8 No.1 [152

fEwT 2 mfmLﬁmﬁmﬁ’w’]mmwu‘%mﬂmLweﬁfjﬂ (Service Quality in Facebook)
Taun 1) qmmwmﬁwﬁf (Outcome Quality) 2) QMJ‘[’]W@IGLLQ@Z;@N (Environment Quality)
3) AENNNITUFANRUE (Interaction Quality) §114954 14 TauaziiIIUNIRTIA 5 T2
ANFALAT 1, 2, 3, 4 uay 5 IngfAaanunntesiiuan Lﬁ’uéjfmﬁ/ﬂﬂﬁqm wpe Urnnans
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