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ABSTRACT

The objectives of this study were to (1) investigate the relationship between demographic
factors, Digital Marketing Communications, and the Intention to use, Shabu Restaurants in Muang
District, Nakhon Ratchasima Province; and (2) examine the influence of Digital Marketing
Communication on the Intention to use Shabu Restaurants in the same district. The findings will
inform the adjustment of marketing strategies to better align with consumer behavior.
A quantitative research design was employed, utilizing Taro Yamane's formula to determine a
sample size of 398 respondents. Online questionnaires were administered to consumers residing
in Muang District, Nakhon Ratchasima Province, who had prior experience using Shabu
Restaurants' services in the area. Data were analyzed using quantitative statistics, Independent
t test, One-way ANOVA, Scheffé's Post Hoc Comparison, and Multiple Regression Analysis. The
results revealed that: (1) Gender and age significantly influenced (p < .05) the intention to use
Shabu Restaurants services. Overall, consumer perception of the influence of Digital Marketing
Communications on their Intention to use was moderate; however, Social Media Marketing
received a high rating (2) Digital Marketing Communications through Social Media Marketing,
Viral Marketing, Influencer Marketing, and Search Engine Marketing significantly influenced

(p < .05) the Intention to use Shabu Restaurants in Muang District, Nakhon RatchasimaProvince.
Keywords: Shabu Restaurants, Digital Marketing Communications, Intention to use
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