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KAMONPHAN PLOYMUENWAI: SERVICESCAPES AFFECTING WORD-OF-MOUTH
COMMUNICATION THROUGH ONLINE CHANNELS AMONG CUSTOMERS OF
COFFEE SHOPS DECORATED IN A NATURAL STYLE IN NAKHON RATCHASIMA
PROVINCE

THESIS ADVISOR : ASST. PROF. SAREEYA WICHISATHIAN, DBA., 128 PP.

Keyword : Servicescape, Service Experience, Customer Satisfaction, Customer

Loyalty, Online Word of Mouth

The propose of this research were: 1) To examine the level of opinions
regarding servicescape, service experience, customer satisfaction, customer loyalty,
and word-of-mouth communication through online channels. 2) To test the impact of
servicescape on service experience, satisfaction, loyalty, and word-of-mouth
communication through online channels. 3) To test the impact of service experience
on customer loyalty and word-of-mouth communication through online channels. 4)
To test the impact of customer satisfaction on customer loyalty and word-of-mouth
communication through online channels. 5) To test the impact of customer loyalty on
word-of-mouth communication through online channels. 6) To examine the mediating
effects of service experience, customer satisfaction, and customer loyalty on the
relationship between servicescape and word-of-mouth communication through online
channels. This study is a quantitative research that investigates individuals with
experience in visiting.coffee shops that incorporate the concept of servicescape in a
natural-style interior design in Nakhon Ratchasima province. A purposive sampling
method was employed, with a sample size of 400 participants. Data were analyzed
using percentage, mean, standard deviation, and hypothesis testing through multiple
regression analysis.

The research findings revealed that: 1) The overall levels of servicescape,
service experience, customer satisfaction, customer loyalty, and word-of-mouth
communication through online channels among customers of coffee shops that
incorporate a natural-style servicescape in Nakhon Ratchasima province were high. 2)

Overall, servicescape was positively correlated with and had a significant positive



impact on service experience, customer satisfaction, and customer loyalty at a
statistical significance level of 0.05. However, servicescape did not have a direct impact
on word-of-mouth communication through online channels. 3) Service experience,
customer satisfaction, and customer loyalty served as mediating variables in the
relationship between servicescape and word-of-mouth communication through online
channels, with a total influence value of 0.725. This indicates that service experience,
customer satisfaction, and customer loyalty partially transmitted the influence of
servicescape to word-of-mouth communication through online channels. Servicescape
had an indirect positive effect on word-of-mouth communication through online
channels via service experience, customer satisfaction, and customer loyalty, with
statistical significance at the 0.01 level. This study provides valuable insights for service
business operators, who can utilize the findings to enhance their service marketing

strategies to better meet the needs of their target customers.
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