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THE INFLUENCE OF WORD-OF-MOUTH COMMUNICATION
ON SOCIAL MEDIA AND TRUST WORTHINESS AFFECTING
THE ATTITUDE TOWARDS THE HERBAL TOOTHPASTE
BRAND OF CONSUMERS IN BANGKOK
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ABSTRACT

The objectives of this research were : (1) to study word-of-mouth communication on
social media that affects the attitude towards herbal toothpaste brands of
consumers in Bangkok and; (2) to study trustworthiness that affects the attitude
towards herbal toothpaste brands of consumers in Bangkok.

This research was quantitative research. The population used in this research
is people who purchase herbal toothpaste in Bangkok. Since the exact population
size is unknown, the sample size can be calculated using W.G.Cochran's sample size
formula, resulting in a sample size was 400 people using random sampling. Use
questionnaires to collect data. Statistics used in the analysis include frequencies,
percentages, averages. Standard deviation and multiple correlation analysis.

Major findings: (1) word-of-mouth communication on social media Affects the
attitude towards the herbal toothpaste brand of consumers in Bangkok with
statistical significance at the 0.05 level and (2) trustworthiness It affects the attitude
towards herbal toothpaste brands among consumers in Bangkok. Statistically

significant at the 0.05 level.

Keywords: Influence of Word-of-Mouth, Communication Attitude Towards the Brand
Bangkok
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