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Abstract
Background and Aims: The used-car dealership business in Hat Yai District, Songkhla Province,
has become increasingly competitive as more entrepreneurs enter the market. These businesses
rely on electronic word-of-mouth (e WOM) to reach new target groups, raise brand awareness, and
attract potential customers. The objectives of this study were: (1) to examine the influence of
online marketing mix factors on electronic word-of-mouth, (2) to investicate the effects of
customer relationship management (CRM) on electronic word-of-mouth, and (3) to compare
electronic word-of-mouth behaviors across different demographic characteristics.
Methodology: The study employed purposive sampling with a sample size of 400 respondents.
A questionnaire was used as the data collection instrument. Statistical analyses included
frequencies, percentages, means, standard deviations, multiple regression analysis, t-tests, and
one-way analysis of variance (ANOVA).
Results: Online marketing mix factors accounted for 56.3% of the variance in electronic word-of-
mouth. Statistically significant predictors included personalized service (B = 0.472), marketing
promotion (B = 0.318), distribution channel (B = 0.235), and product (B = 0.142). Customer
relationship management explained 46.50% of the variance in electronic word-of-mouth, with
communication management (B = 0.419) emerging as a significant predictor. Furthermore,
customers’ electronic word-of-mouth behavior differed significantly (p < 0.05) across demographic
factors, including age, education level, marital status, occupation, income, and place of residence.
Conclusion: Online marketing mix factors exert a stronger influence on electronic word-of-mouth
than customer relationship management. Additionally, customers with different demographic
profiles—such as age, education, marital status, occupation, income, and residence—exhibited
significantly different eWOM behaviors.
Keywords: Online Marketing Mix; Customer Relationship Management; Electronic Word-of-Mouth;
Used Car
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